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ABSTRACT 

 

The generalised increased awareness with regard to the sustainability 

issue is leading to an epochal shift in the way individuals approach 

consumption. Millennials are displaying a growing interest and concern to 

the way their way of living affects the environment, especially in terms 

of consumption habits. As a result, brands and companies have to adapt 

to this shift in behaviours in order to maintain their reputation in the eyes 

of consumer. Simultaneously, the increasing amount of information 

available to the audience is insinuating a sense of scepticism in the 

consumers, making it difficult for brands to attain credibility and 

trustworthiness. This was observed to be particularly true in the case of 

sustainable luxury product category, given the perceived inconsistency in 

core values between the concept of sustainability and luxury. 

Acknowledged that, it is necessary for sustainable luxury brands to 

understand how to attain legitimacy from the consumers’ viewpoint. The 

aim of this research is hence to understand how millennial consumers 

come up with a perception of legitimacy towards sustainable luxury 

brands and, in particular, which factors of the communication strategies 

are the most appropriate to enhance this process of legitimation.  
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1. INTRODUCTION 
 

Over the last few years, consumers’ attitudes towards sustainable 

production and consumption underwent a pivotal shift. It is inarguable 

that the world as we know it has suffered from major environmental 

changes which are influencing the way we live in it and the way we 

interact with it. Consumers, as a consequence, are getting increasingly 

aware of what is their footprint on this process and how they influence 

these environmental changes, beginning with their daily activities.  

Concurrently, the level of information processed by the consumers is 

increasingly high, which makes it difficult to understand which of them 

are credible and trustworthy. This generalised sense of scepticism 

represents a major challenge for brands to successfully deliver their 

values and ideologies. 

 

Sociologist Elizabeth Currid-Halkett (2017) defined a new category of 

consumers, the so called Aspiration class, which “cares about discreet, 

inconspicuous consumption”. The new consumer identified by Currid-

Halkett is highly educated, defined by cultural rather than economical 

capital, interested in organic, sustainable and ethical productions. The 

interesting characteristic of this consumer, given their increased 

education and availability of information, is that they can “vote with their 

wallets”. This means to make a clear statement about what they 

appreciate or not in terms of production by simply boycotting brands or 

even entire product categories. In this newly defined panorama, in which 

the power of the consumer is increasingly growing also due to their 

capability of affecting peers’ consumption, it is undoubted the necessity 

to focus on the brand image and reputation, making sure that the 

consumers’ perception is aligned with the brands’ core values and 

activities. 
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Even if with different timings, every sector is slowly moving towards a 

more sustainable way of producing and collecting materials and 

resources. Nevertheless, the ways of productions not necessarily 

correspond to the consumers’ perception of the activities carried out by 

the brands and their perceived level of sustainability. This is particularly 

true for sustainable luxury brands where the core elements of 

sustainability and luxury not necessarily are corresponding in the mind of 

consumers or, in some cases, even tend to be perceived as the opposite. 

 

The individuals actively taking part in this shift of mindset towards luxury 

goods could be identified in the generation Yers, whose purchasing power 

is increasingly growing, year by year. In particular, this generation is 

shaping the way of doing business for companies by clearly stating their 

expectations towards a sustainable and ethical way of producing. 

Nevertheless, millennials were observed to be particularly sceptical both 

towards institution and private companies, given the high access to 

information that they tend to have. This is mainly due to either the 

presence of false information or to contradictory points of view, especially 

on Social Media. In particular, information can easily be gathered from 

many different sources and it is necessary for brands to understand which 

sources are most likely to convey a sense of trustworthiness to the 

consumers.  

 

Even though sustainable luxury consumption in general was widely 

investigated by researchers, a relatively small portion of this research 

was focused on the millennial consumers. Given the growing relevance 

and increasing purchasing power of this generation, it is necessary to 

further investigate the way they approach the luxury sector and their 

attitudes towards it. In particular, in order to understand how millennials 

develop a perception of trust and credibility towards sustainable luxury 

brands, it is necessary to approach them keeping in mind their growing 
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interest in sustainable consumption and their generalised scepticism 

towards institutions and companies. 

 

The theoretical concept we will apply to get a thorough understanding of 

this perception of trustworthiness and credibility is legitimacy, intended 

as a generalized perception or assumption that the actions of an entity 

are desirable, proper, or appropriate (Suchman, 1995).  

 

1.1 Research questions 

 

The aim of this research project is to unveil how luxury brands legitimize 

themselves as sustainable in the eyes of consumers. By an investigation 

of the existing relationships between sustainable luxury consumers and 

their favourite sustainable brands, we will analyse how the relationship 

was formed and the trust was built. Given the substantial subconscious 

nature of brand preferences and attitudes, we will interpret the meanings 

associated with the consumption of some specific brands in order to 

understand which factors of the strategic communication led them to a 

higher degree of trust and legitimation. 

 

The objective leads us to the formulation of the following research 

questions: 

• How do millennial consumers come up with a perception of 

credibility towards sustainable luxury brands? 

• Which factors of the brands’ strategic communications positively 

affect the consumers’ attitude towards them? 

• How can sustainable luxury brands improve their communication 

strategies for the sake of legitimacy?  
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By answering to these questions, we will provide brands with strategic 

suggestions needed to improve their communication tactics in order to 

enhance their legitimation in the eyes of consumers. 

 

1.2 Delimitations 

 

The following project can be considered as the first application of the 

theoretical framework related to legitimation to the sustainable luxury 

sector. The choice of the participants was based on their previous 

engagement in luxury purchases; this is due to the fact that it is 

necessary to first unveil users’ opinion of a specific product category 

before getting an understanding of the general perception (e.g. including 

non-users). All of the participants had Italian origins, nevertheless, many 

of them lived or spent a significant part of their life in different European 

countries, adapting to different cultures and hence getting international 

biases in their ways of consuming. Consequently, the following research 

can’t be considered as a mere investigation of the Italian market, but it 

rather has an European perspective on the topic, since many different 

European cultures were indirectly involved. 

 

1.3  Structure of the thesis 

 

In order to be able to get an understanding of the phenomenon and to 

answer our research questions, the thesis is divided into four main 

sections. 

 

In the first part– Literature Review – we collected and presented the 

existing literature in regard to the three key elements of our research: 

sustainable luxury, millennial consumers, and legitimacy. For every 

section we will give a thorough presentation by mentioning all the 
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theories, which helped us in framing the current situation of the 

phenomenon.  

 

In the second part – Methodology – we will argue which research methods 

will better serve for the purpose of investigating consumers’ perception 

of legitimacy, justifying our choice with theory collected in the literature 

review. 

 

The third part – Findings – consists of the actual presentation of findings 

derived from our research. It is divided into two main sections: the 

presentation of the findings derived from the case studies and those 

derived from the interviews. Given the fundamental managerial validity 

of our project, a comparison between consumers’ insights and brands’ 

insights was necessary to understand which specific factors of the 

communication strategies was positively affecting the consumer 

perception.  

 

The actual results of our project will be discussed in the fourth part of 

this thesis – Discussion – where we will compare our findings to the 

existing literature in order to highlight similarities and differences. 

Following this, the findings will be compared in relation to the research 

questions with the aim to present the theoretical and managerial 

implications of our project. In particular, the answer to the first research 

question (i.e. How do millennial consumers come up with a perception of 

credibility towards sustainable luxury brands?) will serve as theoretical 

implications upon which we will build the managerial propositions, 

represented by respectively the answers to the second and third research 

questions. 
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2. LITERATURE REVIEW 
 

The following section is organized into three sub sections:  

- An overview of the sustainable luxury consumption, and a 

presentation of the existing literature with this regard 

- A presentation of the millennial consumer and his approach to 

consumption 

- An overview of the existing literature related to the concept of 

legitimacy and the judgement formation process leading to it. 

 

2.1 Luxury consumption 

 

Luxury is a difficult concept to be defined; however, from a mere linguistic 

perspective, the idea of Luxe is often associated with expensiveness and 

high-quality. The Merriam-Webster Dictionary defines the word luxurious 

as something adding pleasure or comfort but not absolutely necessary, 

an indulgence in something that provides pleasure, satisfaction, or ease1. 

Nevertheless, luxury products have always had a sociological meaning 

which goes far beyond the definition of high-quality and exclusiveness. 

In particular, what makes luxury so interesting to be defined from a 

managerial perspective is the personal and social meaning consumers 

tend to attach to its consumption.  

 

Nelissen and Meijers (2011) found the primary force driving the luxury 

consumption in consumers’ need for signalling a higher status. Status, 

defined as a higher position compared to others (Hyman, 1942), results 

to be a socially constructed meaning, which consequently varies across 

time and space. For example, in 2011 Yeoman and McMahon-Beatti 

argued a new conceptualisation of luxury subsequent to the spread of 

wealth around the western countries. What used to be associated with 
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economic value, hence power, was then connected to experience and 

self-growth of individuals. Nevertheless, it is interesting to note how 

these two definitions of luxury are based on the same principles: 

regardless of the aspect to show and demonstrate – weather that is 

economic power or personal growth – the final aim of luxury consumption 

is the attainment of esteem and envy of fellow men (Nelissen & Meijers, 

2011).  

 

As above said, consumers tend to attach to luxury personal and social 

values; with this regard, a better understanding of the concept can be 

given through Vigneron and Johnson’s conceptual framework (2004) 

(Appendix 1). The authors identify five key luxury dimensions motivating 

consumers that are divided into two main categories: non-personal and 

personal oriented dimensions. Non-personal dimensions are split into 

conspicuousness, uniqueness and perceived quality. Conspicuous 

consumption resides in the act of purchasing goods to show economic 

power; uniqueness is based on the assumption that perception of 

exclusivity enhances the desire for a specific brand; lastly, perceived 

quality relies on the idea that luxury goods are differentiated from non-

luxury goods mainly for their superior performances and quality. 

Personal-oriented dimensions, on the other hand, are divided into 

recognition of possessions as extended self and hedonic pleasure of 

consumption. The first level is referred to Belk’s definition, which 

suggests that we regard our belongings as part of our self, hence use 

them as a mean to show who we are (Belk W. R., 1988). The hedonistic 

dimension, instead, stems from the assumption that luxury purchases 

are more related to the fulfilment of a hedonistic need rather than to 

functional benefits. 
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For the sake of this research the two crucial factors are conspicuousness 

for non-personal dimension and Belk’s definition of extended self for 

personal dimension. 

 

Being it a socially constructed meaning, it is hence easy to understand 

which is the sociological value of the conceptualization of luxury, and its 

relevance from a managerial perspective. Richins (1994) defines the 

public value of luxury brands as the subjective values assigned to an 

object by outside observers, who are the members of the society at large. 

This subjective value is mainly perceived on an individual level; 

nevertheless, people sharing the same social norms tend to share the 

same public values concerning luxury brands (Young Kang & Han Bae, 

2016). As such, the power of luxury resides in the possibility of affecting 

consumer’s aspirations and behaviours much stronger than any other 

product category. Furthermore, a key aspect in the definition of luxury is 

the brands’ capability to influence not only their target groups (in terms 

of purchase power) but also every individual virtually involved in their 

communications activities. As Truong (2010) states, aspiration can exist 

and grow independently of wealth and status. It is hence necessary for 

luxury brands to create appeal at a social level in order to develop a 

desire for possession. 

 

2.1.1 An historical overview of the luxury conceptualization 

 

Historically speaking, luxury was intended first as a mean of economic 

power, and later on as a form of success. As far as the 17th century, 

contextually to the rise of the bourgeoisie, the concept of luxury lost its 

negative connotation: what used to be perceived as excessive and 

unnecessary started to be looked at as idealized and exclusive. The game 

changer resided in a shift of mindset: the rise of the bourgeoisie and its 



 
 

14 

relationship with goods and consumption put the basis for what Belk 

defined as the theory of the extended self. This generalized opinion 

surrounding luxe kept growing in different stages of the modern era until 

the shift to the democratization of luxury (Borghero & Roncaglia, 1996). 

 

Right after the end of Second World War, during what was later identified 

as the economic boom of western countries, luxe was at the peak of its 

exclusiveness and fame. Consumers of standardized mass products were 

only able to observe and desire the life of those who could actually afford 

luxury. Concurrently, mass media played a relevant role in this process; 

indeed, the prestige of luxury was directly related to the spread and use 

of media in general. Belk and Pollay (1987) demonstrated this by 

highlighting the massive presence of luxury in advertising over the 20th 

century: the good life was, in fact, intended as a purpose rather than a 

mean, and nothing better than hedonism in consumption could help in 

leveraging the purchase intentions. In this phase the main factor affecting 

the perception of luxury was power: the idea of wealth was still associated 

with class belonging (Borghero & Roncaglia, 1996). 

 

Later on, as a consequence of the third industrial revolution, the idea of 

the self-made man was established. Together with it, the concept of 

luxury started to be associated with success rather than power. Indeed, 

those who could afford luxury brands were often the same who managed 

to succeed in their lives (Borghero & Roncaglia, 1996). Over this shifts in 

conceptualization, the first consumer behaviour studies were developed 

with the aim to investigate the motivations laying behind luxury and its 

consumption. If on one side, the intrinsic motivation was found to be 

represented by a need for self-esteem and self-fulfilment, on the other, 

extrinsic motivation reflected the importance of others’ perception about 

the individual consumer (Veblen, 1899). From a social perspective, luxury 

stood as a signalling of wealth and status. Even advertising and 
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communications in general were heavily relying on the signalling aspect 

of consumption, factor that represented a huge statement in the luxury 

brands environment (Corneo & Jeanne, 1997).  

 

Generally speaking, Veblen’s definition of personal factors affecting 

luxury consumption stayed undisputed over the time. It resulted, hence, 

to be easy for luxury brands to leverage meanings attached to 

consumption in order to engage and appeal the consumers. Overall, 

although the social norms surrounding the concept of luxury and 

exclusiveness changed, the public values (Richins, 1994) attached to 

them stayed substantially unchanged. 

 

2.1.2 A shift in the definition of luxury 

 

The luxury industry underwent a pivotal shift over the last decades. Mjia 

and Oymyr (2004) recognised three major trends within this shift: 

democratization, diversification, and globalisation. Democratization 

resulted in a convergence between the decrease in prices of luxury and 

an increase in purchasing power of the individuals; diversification 

consisted in a development of different segmentation within luxury 

brands; whereas globalization meant a spread of brands in different 

countries, often characterized by different social norms of consumption. 

For the aim of our consumer-based research, the aspect that resulted to 

be more relevant was the democratization of luxury. 

 

The democratization of luxury, further investigated by Plażyk (2014), 

resulted in a broadening of the luxury consumers group. This change was 

mainly due to two major and specular reasons: 
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- On consumers’ side: a spread of wealth in recent years, even 

among youngsters, which completely changed the facet of societal 

luxury perception. 

- On companies’ side: a need to improve the financial indicators due 

to the entrance in the stock market, which resulted in a need to 

increase the number of customers. 

 

More specifically, from the consumers’ perspective there were multiple 

factors affecting this quest for a new form of luxury, which were mainly 

related to a change in attitudes towards life among youngsters. Due to 

the fact that a bigger spectrum of consumers was able to afford luxury 

products, hence be exclusive, the historical and traditional value of luxury 

had to adapt to this tendency (Fiske & Silverstein, 2002). 

 

 

Figure 1 - Factors leading to the rise of sustainable luxury 

 

The main forces (figure 1) driving this new conceptualization of luxury 

involves three different levels: economic, cultural, and social. Obviously, 

it would be impossible to understand which of these levels triggered the 

societal change since they can be seen as three aspects of the same 

cultural shift. Nevertheless, from a management perspective, the main 
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consequence of this shift has to be found in the new relationship between 

luxury and consumers. In the old conceptualization of luxury, individuals 

tended to be dependent on the brands, using them as a mean to establish 

their social status and hence seeing them as necessary factors in their 

lives. With the new conceptualisation of consumers being more conscious 

to many different levels, they are able to set the market rules and impose 

their principles and values to companies and their productive means 

(Fiske & Silverstein, 2002). 

 

2.1.3 A new conceptualization of luxury: the rise of sustainable luxury 

 

As mentioned above in the general definition of luxury its consumption 

deals with intrinsic motivations and aspirations of the consumers, an 

insight that stayed substantially unchanged over time. Nevertheless, 

given the shift in core values of consumption, it is easy to understand 

how the interest of consumers conveyed towards different products, even 

if the purchase behaviour model rested unchanged. The luxury industry, 

indeed, has been a target of public criticism due to its apparent contrast 

with principles of ecology, sustainable development and social equity 

(Kapferer, 2010). Nevertheless, while on one hand public opinion was 

rising against the perceived waste of luxury consumption and brands in 

general, on the other hand, consumers were changing according to these 

new tendencies. 

 

Bendell & Kleanthouse (2008), in their Deeper luxury report, pointed out 

the existence of a new better-educated consumer. These new consumers 

are still using luxury as a way of displaying success; nevertheless, given 

the increasing global concerns about environmental issues, the definition 

of success changed. While it used to be associated with wealth and 
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exclusivity, now consumers are using luxury brands to reflect their 

aspirations for a better world (Bendell & Kleanthous, 2008).  

Once acknowledged this shift in concerns and consumption, theorists 

started to argue about different perspectives. While some stated the basic 

inconsistency in values between luxury and sustainability, some others 

argued the intrinsic perceived ethic of high-quality products.  

 

Davis, Lee, and Ahonkai (2010), identified four key factors affecting the 

consumers’ substantial incapacity to associate the idea of sustainability 

to the concept of luxe, especially as opposed to the association between 

sustainability and commodities: 

- Price differentials between sustainable and not sustainable 

products: even though they might be the same for both luxury 

products and commodities, these last ones tend to be perceived as 

higher. 

- Lack of information: low awareness about both environmental 

issues and actual sustainable activities carried out by brands is 

demotivating them to get engaged in sustainable purchases. 

- Irregularity of purchases: consumers tend to concentrate their 

resource acquisition on regular purchases leaving the irregular 

behind; as a consequence, they will tend to put a major effort (both 

financial and ideological) in switching to more sustainable products 

only for regular purchases, i.e. commodities. 

- Lack of easy availability of sustainable luxury products, as opposed 

to sustainable commodities, which can be easily found in local 

markets. 

 

Achabou and Dekhili (2013), in a research conducted among French 

participants, found out a substantial incompatibility between recycling 

and luxury products. Even acknowledging an increase in environmental 
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concerns, they found sustainability as still being one of the last factors 

affecting luxury consumption. 

 

Kapferer and & Michaut-Denizeau (2014) in their investigation about 

luxury consumers’ viewpoint, pointed out the substantial contradiction in 

statements of sustainable and luxury products, especially with regard to 

the social and economic harmony facet of sustainable development. 

Nevertheless, once analysed the current factors driving luxury 

consumption he acknowledged the possibility of overcoming this 

paradoxical convergence by challenging the perception of luxury as 

superficial and classist, in a sense that it creates social unrest (Kapferer 

& Michaut-Denizeau, 2014). Furthermore, in a previous research, 

Kapferer highlighted the substantial convergence between luxury and 

sustainability principles: in fact, both rely on the concept of rarity and 

durability in time, denying the wasting aspect of consumption often 

associated with luxury (Kapferer, 2010). 

 

Hennings et al. (2013), on the other hand, highlighted the substantial 

consistency between luxury and sustainable consumption. In fact, 

according to them the essence of luxury is traditionally based on high-

quality, superior standards, high durability and deeper value. These 

represent a perfect basis for leveraging a form of consumption that is 

preserving fundamental social and environmental values. Steinhart et al. 

(2013), through an empirical online experiment, demonstrated how 

environmental claims positively affect consumption of both utilitarian 

products (i.e. commodities) and luxuries. Additionally, when related to 

luxury products they tended to be perceived as a further justification to 

indulge and use luxuries. In carrying out our research we will adopt a 

hybrid perspective, assuming that luxury consumers can’t be placed in 

one single category, and even though basic values might somehow be 
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consistent, it might be necessary to overcome some paradoxical issues 

in the perception of sustainable luxury.  

 

We argue, hence, that it is undoubted the necessity to acknowledge the 

rise of a new consumer and consequently adapt the communication 

strategies to fit this shift. The more environmentally conscious consumers 

are, the more brands will have to embed specific ethical values in their 

productive and communication activities. Plus, in such a sceptic 

environment where consumers are increasingly overwhelmed with 

information, it is crucial for brands to understand how to deliver these 

ethical values to their own consumer, in order to ensure that they can 

keep using luxury brands as a way of showing their concern, without 

renouncing to high-quality and superior value. 

 

Overall, in this chapter we got a thorough understanding of which is the 

current academic knowledge about the concept of sustainable luxury. In 

particular, we gave an overview of the evolution over the time of the 

consumers’ perception surrounding this concept, until the rise of a new 

form of democratised luxury, which is making the introduction of the 

sustainability topic within this realm possible. As highlighted in the 

previous researches, and clearly pointed out by Kapferer & Michaut-

Denizeau (2014), the main challenge for luxury brands is now 

overcoming the spread scepticism of consumers towards these new 

claims of sustainability made by companies within the luxury sector. 

Therefore, if this shift is real, and hence the patterns in consumer 

behaviours towards brands are changing, it is necessary for brands to 

understand how consumers are now forming their attitudes towards a 

more sustainable form of luxury, in particular in relation to their 

perception of credibility. 
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2.2 Millennials 

 

The individuals actively taking place in this conceptual revolution are 

millennial consumers. Gen Yers were often cited in academical research 

as avid sustainable consumers; Lu et al. (2013) pointed out how 

millennials actively care about the environment and are willing to pay a 

premium price for sustainable products. At the same time, millennials 

were referred to as prevalent consumers of luxury (Giovannini, Xu, & 

Thomas, 2015), and that is why luxury brands are increasingly focusing 

their activities and strategies on their attitudes and concerns. 

 

In the following chapter, we get an overview of them as individuals first 

and consumers then, so to be able to contextualise the results of our 

research and interpret our interviewees’ responses properly. 

 

2.2.1 Overview of generation Y 

 

Millennials or generation Yers are counting, in 2017, as the largest 

working and spending generation of the US2. The power of this 

generation, both in terms of numbers and generational influence is 

growing stronger year after year.  

 

The term was coined by Strauss and Howe (1997) at the end of the 80s, 

and it is obviously referred to the fact that this cohort was the last before 

the shift to the third millennium. In fact, millennials are considered all 

the individuals born between the 1980 and 1999. According to Strauss 

and Howe’s theory of cyclic generations (See Appendix 2) millennials are 

supposed to be the unravelling phase of millennial Saeculum generations 

(Strauss & Howe, 1997). In Strass and Howe’s conceptualisation 

millennials are hence seen as the heroes, meant to take care of the 
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children of the crisis, identified in the previous generation (generation X). 

The interesting part of Strauss and Howe’s depiction was that they 

identified seven core traits of millennials, way before assisting to their 

rise: the expected them to be special, sheltered, confident, team-

oriented, conventional, pressured, and achieving. Let’s see, however, 

how millennials resulted to be in the eyes of their contemporaries and 

how they are reshaping, if this is happening, the expectations previous 

generations had about them.  

 

Millennials were retroactively defined by current scholars as 

individualistic, technologically savvy, well-educated (Meier & Crocker, 

2010) (Blain A. , 2008) (Erickson, 2008). According to Galpin et al. 

(2006), Gen Y members want to contribute to the creation of something 

worth their efforts and give higher value to meaning than well-paid work. 

Furthermore, Schroer (2008) highlights the positive correlation between 

millennials’ higher education and their tendency to be more cooperative 

and optimistic than previous generations.  

Market researchers pointed out another relevant distinction within the 

millennials cohort, between the older and the younger ones3. The main 

factor differentiating them, by now, has to be found in the purchasing 

power. This is due to the fact that older millennials tend to be employed 

and settled, at least from an economic perspective, whereas younger 

millennials are still either student or early workers. Obviously, this 

differentiation affects their mentalities, especially when it comes to 

consumerism and purchase. Nevertheless, we will leave a further 

explanation of this differentiation in the following paragraphs. 

 

Figure 2 shows a thorough depiction of millennials, catching an overview 

of their fundamental values, characteristics, and attitudes. The following 

analysis wants to be a preliminary theoretical foundation upon which we 

will later further explain the conceptualisation of millennials as 
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consumers, and consequently which marketing strategies suit them the 

most. The information regarding millennials are overwhelming, yet we 

made a selection of the insights considered most valuable for the aim of 

our research. 

 

 

Figure 2 - Millennials main characteristics 

 

HIGHLY EDUCATED  

On one hand, millennials resulted to be the most educated generation so 

far4. This advantage is not only relying on the improvement of their 

academic path, but also on the consequences of globalisations and their 

possibility to see and read more. The downside - from a managerial 

perspective – of this high amount of information is the scepticism deriving 

from it, both with regard to institutions and companies in general 

(Crumpacker & Crumpacker, 2007). 

 

TECHNOLOGICALLY SAVVY 

Their technological savviness can be basically applied to every aspect of 

their life (DeVaney, 2015): they tend to be eager early adopters of new 
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technology, especially if this gives them more control over their lives and 

time, and they strongly rely on social media, not only as a source of 

information, but also as a source of legitimacy. As Blain (2008) states, 

technology is so embedded in their lives since the beginning that they 

can barely understand what the technological revolution actually meant. 

 

OPTIMISTIC ABOUT THEIR FUTURE 

The most surprising fact emerging from market researches is that 

millennials resulted to be the most optimistic living generation. Probably, 

as a consequence of their high-education and self-consciousness 

(Schroer, 2008), or due to the fact that they lived during the Great 

Recession and biggest climate changes in the world history, they tend to 

expect better days to come (The Everything Guide to Millennials, 2016). 

In fact, the impact they had on politics, economy and society was already 

deeply felt. Most importantly, their optimism mostly relies on their 

positive perception of themselves: in a research carried out by Mintel, it 

was found out that the adjectives most used by millennials to define 

themselves were open-minded, realistic, fun-loving, and ambitious (see 

Appendix 3 for the table showing all the results) (Marketing to older and 

younger millennials, 2017). The downside of this is that they tend to find 

it difficult to trust older generations hence they hold a negative attitude 

towards them. It was pointed out that this result might be a consequence 

of the millennials’ depiction on media, which tend to stereotype them as 

lazy, entitled and lacking in real responsibility. As a result of this, 

millennials feel the burden of proving other generations the inconsistency 

of this stereotype (Du, 2011). 
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2.2.2 Millennials as consumers 

 

The rise of millennial generation led to a huge shift in the realm of 

consumer behaviour. In fact, millennials tend to be much concerned 

about the experience and the footprint of their consumption on the planet 

than the older generations, and consequently they are prone to buy 

products they perceive as aligned with their values and principles 

(Williams & Page, 2011). 

 

With regard to the first aspect, millennials started what is nowadays 

known as the Experience economy: their evaluation of experiences is 

much higher than material possession, which is why their interaction with 

social media is mainly based on experiential content. In relation to their 

engagement in sustainable consumption, it is necessary to mention the 

relevance to them of fair trade. Overall, there is a much higher degree of 

consciousness about the origin of the product they consume, which in 

some cases is translated into a purchase of only products whose origin 

they know and perceive ethically fair (The Everything Guide to Millennials, 

2016). To a further extent, millennials can be defined as authenticity 

seekers: they look for great looking products, responsibly made and they 

are willing to pay a premium price for this (The Everything Guide to 

Millennials, 2016). Even though these expectations might seem utopian 

their attitudes are already making a difference, for example in the luxury 

sector, with the establishment of sustainable luxury brands such as Stella 

McCartney. 

 

In terms of consumption behaviour it is necessary to highlight a major 

difference between younger and older millennials. Indeed, this need for 

authenticity is much more felt in older millennials whose purchasing 

power result to be higher. Younger millennials, on the other hand, tend 
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to maintain a more traditional perception of goods as means to display 

social status, especially when it comes to luxury (The Everything Guide 

to Millennials, 2016). Nevertheless, the social engagement millennials are 

looking for is not just related to the environment, but potentially any 

social cause they deem as relevant (The Everything Guide to Millennials, 

2016). Gucci, for example, resulted as one of the most appreciated luxury 

brands of 2017, thanks to their communication based on androgyny, 

which leads to a broader discussion about the freedom of sexual 

orientation (Luxury Millennial Shoppers, 2017). 

 

2.2.3 Millennials’ ways of consuming 

 

As above mentioned, millennial consumers tend to feel overwhelmed with 

information, which makes them a highly difficult group to target for 

companies (Hill & Lee, 2012). Traditional ways of communicating benefits 

turned out to be not enough, and the most relevant issue to overcome 

became gaining legitimacy and trust from consumers. Researches show 

how consumers tend to recall more easily negative information about 

companies. As a consequence of the formation of this negative attitude, 

they tend to punish brands for their unethical behaviours (The ethical 

consumer, 2015). In addition to this, it is necessary to mention that the 

shared general assumption of consumers about companies is that they 

do not behave in an ethical way (Hill & Lee, 2012): it is hence of primary 

importance for brands, not only to be transparent about their conscious 

activities, but even to find the best to way communicate them and make 

them trustworthy in the eyes of consumers.  

 

The existing literature is lacking a clear and coherent thorough analysis 

of the consumption behaviour of millennials with regard to sustainable 

luxury. The theory so far presented aimed at collecting enough 
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information about general consumers’ behaviours towards sustainability 

and luxury, and millennials’ behaviour and expectations towards 

consumption in a broader sense. In order to better contextualise our 

findings with relation to a perception of legitimacy, we will later on 

present a brief overview of the millennial consumer in particular and his 

approach towards sustainable luxury consumption. 

 

2.2.4 Communication strategies for the millennial consumer 

 

Once analysed the general depiction of millennials, both on a personal 

and a consumption level, we will present an overview of the most 

effective strategies to gain and retain millennials’ attention and trust. 

Based on the model derived for the general depiction of millennial 

individuals, we created a model (figure 3) useful to understand the main 

traits affecting millennials’ engagement with and towards brands’ 

communication strategies. 

 

 

Figure 3 - Millennials approach to brands' communications 

 

The main insight has to do with millennials’ interest in contents and 

information, which mainly affects their perception of traditional forms of 

advertising. Not only it lost its effect and lustre on consumers, but 
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millennials even perceive that as disruptive in their acquaintance of 

contents (The Everything Guide to Millennials, 2016). They are likely to 

respond to creative communications strategies and their engagement in 

social media activities lead them to share advertising and campaigns 

even on their personal pages when they consider them particularly well-

executed (Williams & Page, 2011). Finally, their technological literacy and 

high involvement in social media activities make them constantly up to 

the date and willing to explore new social networking experiences 

(Williams & Page, 2011). To this regard, it is necessary for brands to 

explore new ways of doing communications and try to be one step ahead 

of them. Furthermore, as seen in the broader depiction of millennial 

consumers, they rely strongly upon social media for making consumption 

decision, as rating platforms and user generated contents increase their 

perception of legitimacy (Sago, 2010). 

 

This last overview of millennials’ relationship with technology, social 

media and communications in general, together with the findings derived 

from our project, will serve as a basis upon which we will build a 

communication strategy for sustainable luxury brands to increase the 

perception of legitimacy in the eyes of consumers. 

 

2.3  Legitimacy 

 

The increase in the amount of information available to millennials led to 

a high level of scepticism, both towards institutions and companies. In 

particular, brands are struggling with scepticism about their claim of 

being concerned with environmental issues (Hill & Lee, 2012). What used 

to be known as Green Marketing, increasingly popular until the end of the 

90s (Peattie & Crane, 2005), started to be associated with the activity of 

Greenwashing (Dahl, 2010), and the boundaries between the two started 
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to get more and more blurred. Without going into the substance of actual 

sustainable activities of companies, we argue here that a major concern 

for luxury brands is the consumers’ perception of sustainable activities, 

especially considering the legitimacy crisis it underwent over the last 

decade. In other words, given the overwhelming amount of information 

consumers are dealing with (Peattie & Crane, 2005), how can companies 

stand among the green giant of luxury brands and get their consumers 

to trust them? The beginning of this trust journey has to be associated 

with the perception of legitimacy of a brand’s activities, and as a 

consequence, of the brand itself. 

 

2.3.1 An overview of the legitimacy concept 

 

The complex yet pivotal concept of legitimacy was formerly introduced in 

different fields, as political science, philosophy, psychology and sociology. 

Given its broad definition and flexibility, the theory behind legitimacy was 

further extended to many different but related fields, as consumer 

management. 

 

The concept of managerial legitimacy is defined as a generalized 

perception or assumption that the actions of an entity are desirable, 

proper, or appropriate within some socially constructed system of norms, 

values, beliefs, and definitions (Suchman, 1995).  The theoretical 

background upon which legitimacy was defined is organizational 

behaviour. The early management saw organizations as rational, efficient 

systems meant to transform input in outputs, with no external variables 

interfering with this process (Scott, 1987). Open system theories, on the 

other hand, stressed the importance of the environment as a variable 

highly influential in the organizations’ dynamics (Scott, 1987), hence 

recognized cultural norms, symbols, beliefs, and rituals as primary 
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drivers of organizational success (Suchman, 1995). This shift in 

conceptualization lies on the idea of organizational legitimacy. The 

conceptualization of legitimacy and its relevance within the strategic 

management field went so far that legitimation is now recognized as a 

property, an asset or a resource – a thing - possessed in measureable 

quantity by some legitimacy object in relation to others (Tsoukas, 1991). 

Defining legitimacy as an immaterial resource and intangible asset for 

organisation gives us an idea of the managerial implications deriving from 

it, especially from a strategic perspective. 

 

Legitimacy was defined by Maurer as the process whereby an 

organization justifies to a peer or superordinate system its right to exist 

(Maurer, 1971). In the case of brands, and generally companies, the 

superordinate system has to be found in the larger social system and 

more in particular, their target groups. Defining legitimation as a socially 

constructed norm, we give society the burden to define the requirements 

for a brand to act properly and desirably: what defines legitimation is the 

collective audience (Suchman, 1995). The subjective perception of 

legitimacy doesn’t have particular affection on the brand, if it enjoys 

public approval. 

 

Suchman (1995) highlighted 4 long-term benefits of legitimacy, apt to 

improve organizations performances on different levels: 

- Continuity: legitimacy enhances stability which, in turn, enhances 

comprehensibility. This process triggers a virtuous cycle leading to 

long-term efficiency. 

- Credibility: organisations with a higher legitimation tend to be more 

predictable, meaningful and trustworthy. 

- Passive support: for organisations seeking the right amount of 

legitimacy required to act without being prosecuted by society. 
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- Active support: for organisations whose business need a high 

involvement of individuals. 

These objectives represent the reason for organisational legitimation to 

exist. 

 

2.3.2 Categorization of legitimacies 

 

Nevertheless, the broad conceptualisation of legitimacy gave the 

possibility to identify, and subsequently conceptualise, different forms of 

legitimacy, each dealing with a different aspect of social norms. As a 

consequence, consumers use these different categories of legitimacy as 

a tool to evaluate the different forms of desirability of organisations’ 

activities (Suchman, 1995). 

 

 

Figure 4 - Individual and Social dimensions of legitimacy 

 

Theorists gave different frameworks for the definition of different 

categories of legitimacy. Figure 4 shows a list of the legitimacies we 

deemed relevant for the aim of our research.  

Institutional theorists and further researchers identified two dimensions 

of legitimacies: those founded on the individual’s psychology and those 
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founded on the shared norms of a society (overlapping with the 

institutional forms of legitimacies). The institutional forms of legitimacy 

were derived from Scott’s conceptualization of institutional theory, who 

sees legitimacy as mainly deriving from cultural and social norms, hence, 

as previously outlined, shared by individuals belonging to the same 

societies. Their theoretical foundation and utility will be further explained 

in the following. 

 

Individual dimensions of legitimacy 

PRAGMATIC LEGITIMACY 

The principle of pragmatic legitimacy stems from the individual 

psychology: individuals evaluate the desirability of an organisations’ 

activities on the base of his own self-interest (Handelman & Arnold, 

1999). It works as a sort of reward-based exchange legitimacy 

(Suchman, 1995), according to which the individual gives trust as long 

as the organisation fulfils his individual needs by either acting or not 

acting in a determined way. It is the case, for example, of fast-fashion 

(H&M, Zara), whose legitimacy is based on the fulfilment of the 

consumer’s needs of affordable fashion. On the other hand, it can be 

argued that the fulfilment of a hedonistic need represents the basis for 

luxury brands’ pragmatic legitimacy. 

 

RELATIONAL LEGITIMACY 

Also defined as social legitimacy, relational legitimacy stems from the 

social norms shared by a small group of individuals. According to Tost 

(2011), an organisation is perceived as relationally legitimate when it 

affirms individuals’ social identities. In particular, this form of legitimation 

serves to give respect, dignity, and status to the individual within the 

group context and membership (Tost, 2011). Broadening this 

conceptualization to companies, this could be the case of luxury brands 
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that are providing the consumer with the need for social acceptance and 

recognition. In really small societies, the relational legitimacy can overlap 

with the moral legitimacy, which will be furthered discussed later on. 

 

Social dimensions of legitimacy 

COGNITIVE LEGITIMACY 

This kind of legitimacy is based on cognition rather than evaluation or 

judgement (Suchman, 1995), which means that this tends to be a rather 

unconscious process. In fact, individuals tend to reserve cognitive 

legitimacy when their trust in organisations is long term based. Kates 

even highlighted how cognitive legitimacy results from a feeling of taken-

for-grantedness individuals have towards organisations (Kates, 2004). 

When it occurs, they simply stop asking themselves which is the 

contribution that entities give to their life and which is their expected 

desirability.  

 

This is the case, for example, of brands such as Scotch or Post-it, whose 

presence in the consumer's life is so embedded that they started to signal 

a product category. In our specific case, cognitive legitimacy can be 

applied to the broader category of luxury. As above mentioned, the 

meanings attached to luxury consumption have been substantially 

unchanged for decades and are only nowadays experiencing a shift. The 

cognitive legitimacy consumers attached to this form of consumption 

relied on their willingness to share wealth; we might assume that this 

legacy is so strong that is still influencing the consumers’ perception. 

 

 

MORAL LEGITIMACY 

Moral legitimacy can be defined as the oxymoron of pragmatic legitimacy 

since it stems from the exact opposite of individual self-interest. 
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According to this dynamic, individuals estimate the legitimacy of an entity 

on the base of the good they do for society (Suchman, 1995). The 

concept of good, here, is socially generated, which means that societies 

are those to define what is morally, ethically and integrally worth (Tost, 

2011). Virtually, any NGO, conscious brand or institution, regardless of 

the social cause they are supporting, can be defined morally legitimate 

to act. As above mentioned, in small and altruistic societies moral 

legitimacy can overlap with relational legitimacy.  

 

Given the core aspects of sustainable luxury, we argue that moral 

legitimacy is the fundamental element leading the overall perception of 

legitimation. In particular, it is here defined as the perception of the brand 

actually caring for the supported causes and the issues included in the 

production processes. Consequently, the major challenge for sustainable 

luxury brands is conveying to the consumers the perception that their 

activism towards the various causes supported is genuine, authentic and 

unbiased from instrumentalisation aims. 

 

REGULATIVE LEGITIMACY 

Regulative legitimacy, on the other hand, can be depicted as an extension 

of cognitive legitimacy, hence somehow involved in the institutional 

theory of legitimacy. Humphreys and LaTourre (2013) thought about it 

as the degree to which the industry conforms to the existing rules and 

regulations, usually as defined by governmental institutions (Humphreys 

& LaTour, 2013). Tost (2011) defines regulative legitimacy as authorities 

granted, since it is not necessary for individuals to undergo an evaluation 

process to recognize an institution as legitimate. 
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Given the fundamental perceptual nature of legitimacy, we will better 

discuss how these forms of legitimacy interact within the sustainable 

luxury sector once gathered sufficient insights from our interviews. 

 

2.3.3 The legitimacy formation process 

 

The existence of such a wide variety of legitimacies leads us to a relevant 

question: how do different forms of legitimacy combine within the 

individual’s judgemental process? We will here follow the conceptual 

framework theorised by Tost (2011), according to whom the legitimacy 

judgment process is a three-stage cyclical process that is characterized 

by two judgment stages (judgment formation and judgment 

reassessment) and an additional stage in which the judgment is used 

(Tost, 2011). The cyclicity of the process is derived from the fact that 

individuals, once formed their perception of legitimation, tend to go 

through a phase of use, or application of legitimation, and after that 

reassess their legitimation in accordance with their experiences. In this 

specific case, we argue the relevance of the first phase, or formation of 

judgement, given the relative novelty of the sector. 

 

Before moving on with the actual description of the judgement formation 

process, it is necessary to mention the fact the legitimacies are not 

mutually exclusive, but tend to coexist, and the judgement itself is based 

upon inputs and stimuli deriving from all the different dimensions of 

legitimacy involved (Tost, 2011). In particular, the judgement formation 

process described by Tost (2011), involves the three dimensions of 

legitimacy derived from the realm of social psychology, i.e. pragmatic, 

relational and moral. In addition, Tost (2011) identifies two different 

modes of judgement formation: an evaluative, or active, and a passive 

mode. The two modes differ with respect to the sources of information 
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used, the extent of cognitive effort employed, and the effects on the 

generalized legitimacy judgment reached. 

 

In the case of the evaluative process, the judgements of an overall 

legitimacy are formed on the basis of pragmatic, relational and social 

evaluation, and the individual makes an active effort in evaluating. 

Whereas in the passive mode, individuals either take validity cues, as 

cognitive shortcuts to come up with a perception of legitimacy, or assume 

the institution to be legitimate (or appropriate), if this fulfils their 

expectations. According to Tost (2011), the passive mode of judgement 

formation tends to be predominant, since individuals behave in a way 

that conserves cognitive energy. Yet, individuals might consider to 

engage in an evaluative process if they deem the entity, situation or 

company to be worth the effort. In particular, individuals might engage 

in the evaluative process when do not have enough validity cues, or when 

they perceive the entity not to behave accordingly to their expectations. 

In the discussions of this project, we will evaluate the judgement process 

undertaken by consumers in the realm of sustainable luxury. 

 

2.3.4 Managing legitimacy 

 

A deep and thorough understanding of legitimacy patterns in marketing 

practices can be found in Humphreys and LaTour’s (2013) research about 

the role of media in the legitimation shaping process. In particular, they 

point out a relevant distinction between users and non-users of a specific 

service or industry. According to them, frames depicted on media have a 

higher influence on non-users, whose judgement, in turn, are important 

in creating a generalized sense of appropriateness (Humphreys and 

LaTour, 2013). Furthermore, they noted how sectors which could never 

gain legitimacy –as drug-trafficking- showed some sorts of justifications 
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in the public opinion – in the drug trafficking example, having strict rules 

and norms. As a consequence, the social constructed of legitimacy results 

to be much more influenceable than expected by media framing, 

reinforcements and coding over time. Jensen (2010) in his research about 

the legitimation of the Danish porn movies industry, highlighted the 

importance of identity in the creation and legitimation of new markets: 

he states, indeed, that the creation of a new market identity, detached 

from previous market identities, helps legitimize normatively illegitimate 

products (Jensen, 2010). 

 

2.3.5 Legitimacy in the sustainable luxury sector 

 

Over the first phase of luxury consumption consumers tended to attach 

to luxury brands individual dimension of legitimacies, leveraging the 

luxury appeal to obtain social recognition (relational legitimacy) and fulfil 

their hedonistic needs (pragmatic legitimacy). The shift in consumer 

behaviour carried on by the democratisation of luxury, highlighted the 

importance for companies to gain moral legitimacy, in a landscape where 

conscious consumers tend to assume companies to behave in an 

unethical way, unless the contrary is proven. In particular, given the core 

aspects of sustainable luxury, moral legitimacy is likely to be the 

fundamental aspect, upon which consumers will build the overall 

perception of legitimacy. Following Tost’s conceptualisation of judgement 

formation process (Tost, 2010), we argue that it is of primary importance 

for sustainable luxury brands to understand how a perception of 

credibility, and consequently trust, is created in the eyes of the 

consumers.  
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3. METHODOLOGY 
 

A fundamental aspect of brand communications is understanding the 

consumer minds: companies and brands only exist as a mean for 

enhancing and improving individuals’ lives. Therefore, a crucial feature of 

marketing is gathering and analysing data in order to gain strategic 

insights for companies in regards of their target groups (Moisander & 

Valtonen, 2012). In the following chapter, we will define which are the 

best tools to gather data in relation to our research question, and how 

the approach adopted will influence this choice. 

 

3.1 Philosophy of science 

 

Ostergaard and Jantzen (2000) presented a conceptualisation for social 

sciences which sees the existence of four different perspectives - or ideal 

types - to adopt when carrying on a consumer based market research: 

the buyer behaviour, the consumer behaviour, the consumer research 

and the consumption studies. The first three deal with the consumer as 

an individual, although at different levels; whereas the fourth one deals 

with consumer as member of a tribe. As such, by consuming, the 

individual creates a metaphysical universe where they look for the 

recognition of the other members (Østergaard & Jantzen, 2000). With 

this regard, we will adopt a consumption study approach in this research, 

by assuming that the consumer is not moved by deep psychological 

motives (as in the consumer research perspective), but rather by the 

acknowledgement of the symbolic value of products. Nevertheless, 

Ostergard and Jentzen’s theoretical conceptualisation will influence us in 

the actual analysis of data, whereas, in order for us to set the best tools 

to carry out this research, it will be necessary to recur to Saunders et Al. 

(2009). 



 
 

39 

 

A parallel study about market research was, in fact, conceptualised by 

Saunders et Al. (2009), which identified four different philosophies 

(Positivism, Realism, Interpretivism, and Pragmatism) and four different 

epistemological paradigms of research related to them.  The four 

philosophies differ in terms of way of seeing and perceiving the world, 

and the choice of a philosophy over another strongly relies upon the 

nature of the research question carried out. For the aim of this research, 

we adopted an interpretivist approach, based on the assumption that the 

consumer has to be questioned and investigated as a social actor. The 

basic assumption is, in fact, that the consumer tends to interpret the 

world and then behave accordingly to this perception and interpretation.  

 

In giving an overview of research methodologies, Saunders et Al. (2009) 

pointed out the existence of two different aspects of the philosophy of 

research: the ontology and the epistemology. Ontology resides in the 

assumption made about the way in which the world works: in our case, 

we adopted a subjective ontological perspective, analysing phenomena 

as created from the perceptions and consequent actions of social actors 

(Saunders, Lewis, & Thornhill, 2009), this is often seen as Social 

Constructionism. Epistemology, on the other hand, represents what can 

be considered as acceptable knowledge in a particular field of study (ibid), 

hence it defines the kind of research methods adopted. Interpretivism 

advocates that it is necessary for the researcher to understand 

differences between humans in their role as social actors (ibid), hence it 

is necessary for the researcher to interpret the socially constructed world 

of individuals to understand their perceptions.  

 

We deemed the subjective ontological and the interpretivist 

epistemological approaches to be the most relevant for the aim of our 

research, due to the nature of the insights we are investigating and the 
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nature of the product category we are questioning the consumers about. 

In fact, luxury consumption tends to have a highly symbolic value 

embedded, which stems from the social comprehension of the 

phenomenon. Consumers, as social actors, tend to be aware of this 

aspect of consumption and to include the social perception of their 

behaviour in assuming their position and come up with a judgement 

towards sustainable luxury brands. Additionally, the perception of 

legitimacy, as we have seen in the theoretical framework, tends to be 

formed through a passive mode of judgement formation (Tost, 2011): 

this implies that the validity cues used to come up with a perception of 

legitimacy are not consciously elaborated by consumers. The choice of 

the philosophy to adopt influenced us in the choice of the methodology, 

which resulted to be qualitative research. 

 

3.2 Research design and methodology 

 

As above mentioned, the research question of this project resides in the 

understanding of how a perception of legitimacy is built for sustainable 

luxury brands in the consumer’s minds. A qualitative, in depth, approach 

was hence the only way for us to get an understanding of the 

subconscious processes leading to the formation of a judgement. 

 

The research was designed to gather insights from the two sides of the 

marketing game: companies and consumers. On one hand, we had to 

investigate the brands’ communication strategies to understand which 

contents they are delivering to their consumers; on the other, we had to 

analyse the consumers’ perception about these contents, in order to 

understand which of them were succeeding in building a legitimate and 

trustworthy image in the eyes of the consumer. 
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The best way for us to understand the companies’ strategies was carrying 

on a study case. A case can include any issue which a researcher finds 

worth studying (Gummesson, 2000): in our research, the case of interest 

resides in successful communications strategies for sustainable luxury 

brands. The strategy of case study is considerably useful to generate 

answers to the What, Why, and How questions, because of its strategic 

relevance in the case explanatory and exploratory researches (Saunders, 

Lewis, & Thornhill, 2009). In addition, Yin (2003) introduces a distinction 

between individual and multiple case studies: the usefulness of carrying 

on multiple case studies relies on the trustworthiness of the results, which 

is why we decided to analyse two different brands’ strategies. Yin also 

identifies a second dimension for differentiating case studies: holistic 

versus embedded case studies. In our case, the analysis was holistic since 

it was aimed at the appreciation of brands’ communications strategies as 

a whole. 

 

There are different ways of carrying on a study case analysis, the choice 

of the best tools is strictly related to the situation in which is being studied 

(Saunders, Lewis, & Thornhill, 2009). In our case, the analysis was 

carried on by an online observation of the companies’ institutional 

communications via social media platforms, based on the principles of 

online content analysis as proposed by McMillan (2000). The results of 

the online observation then, were completed with a contextualisation of 

the broader initiatives of the brands, in order to understand which of 

them were being communicated and properly delivered to the consumers. 

The conceptualisation, i.e. the theoretical contribution of case studies, 

were obtained by cross-analysing the findings of the case studies with 

the findings of the consumers’ interviews.  

 

Given the broad presence of sustainable luxury brands and the lack of a 

research aimed at understanding the consumers’ degree of perception 
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with regard to this topic, the brands we considered as successful in their 

delivery of sustainable values were those who emerged in a preliminary 

survey we took. Indeed, we asked our future interviewees to mention the 

two luxury brands they associated the most with sustainability. 

Nevertheless, we decided to present the study cases before the 

interviews to give a thorough overview of the brands’ communication 

strategies before going in depth with the consumers’ perceptions about 

the brands and their activities. 

 

On the other hand, the best tool to understand the consumers’ perception 

of communications strategies and their consequent assumption of brands’ 

legitimacy appeared to be in-depth interviews. The utility of in-depth 

interviews has to be found in their ability to gather deeper insights about 

the individual’s perceptions and attitudes. The work of the researcher in 

this process is similar to the role of a psychologist: trying to get to the 

roots of the problems through questioning (Wansink, 2010). Saunders 

(2009) highlights how, in exploratory studies, in-depth interviews are 

very useful to understand what is going on, with the aim to gather new 

insights with regard to a specific situation. In relation to the structure of 

the interviews, for exploratory researches, semi-structured and 

unstructured interviews tend to be more useful since they give the 

researcher the possibility to probe where he wants interviewees to 

explain, or build on, their responses (Saunders, Lewis, & Thornhill, 2009). 

 

Once gathered all the findings, we cross-analysed these symmetric 

results in order to comprehend the consumers’ understanding of the 

brands, and which aspects of the communication strategies are leading 

their perception of legitimacy. 
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3.2.1 Case Studies 

 

The selection of the cases to study was based on a pre-survey carried 

among our interviewees. Once selected the participants to the research, 

we asked them to mention some of the luxury brands they considered as 

more trustworthy in terms of engagement towards sustainable activities. 

The most mentioned brands were then analysed from a communication 

perspective, both via institutional touchpoints – such as website and 

social media pages- and via earned media- such as newspapers and 

online magazines. 

 

DATA COLLECTION 

Data about the existing communication of successful sustainable luxury 

brands were collected through online observation. They were retrieved 

through the brands’ social media page on Twitter. In order for us to have 

a thorough understanding of the strategies they adopted and the 

contents they delivered, we decided to study an equal amount of tweets. 

Due to the fact that the frequency of posting on Twitter is different for 

the two brands, the observation included posts shared over the last year 

for Stella McCartney and six months for Vivienne Westwood, in order to 

unveil patterns in strategies and contents delivery. Among the tweets 

posted by the two brands, 52 of 534 (number of tweets posted over the 

last six months) were collected for Stella McCartney, and 56 of 402 

(number of tweets posted over the last six months) were collected for 

Vivienne Westwood. The posts to analyse were selected on the basis of 

their relation to sustainability and ethics. Only tweets with a degree of 

engagement towards these topics were collected (Appendix 4 and 5). 
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DATA ANALYSIS 

The retrieved data were analysed both on the basis of their verbal and 

visual contents.  

The tweets were clustered according to 4 different categories:  

- Nature of communication activity (partnerships, institutional brand 

campaigns, transparency);  

- Specific cause supported (e.g. animal welfare, preservation of the 

oceans) 

- Variety of interaction with the consumer (educational, 

informative/promotional, engaging).  

- Nature of the activism carried out (social or environmental). 

The categories used as a filter for the tweets were selected with the aim 

of getting a thorough understanding of what kind of communication is 

being carried out, how and why.  

 

3.2.2 Interviews 

 

As above mentioned, semi-structured interviews are particularly useful in 

the case of exploratory researches, since the process of probing allows 

the researcher to go more in depth with aspects considered as more 

relevant. 

 

DATA COLLECTION 

The main issue when it comes to primary data collection in general is the 

sampling or, as in our case, the selection of participants. 

In our case, it was directly consequential to the topic delimitation of our 

research: millennial consumers, interested in sustainability to different 

degrees and, at the same time, more or less engaged in luxury purchase 

behaviour. In particular, we posted an invitation to join our research on 

our social media platforms, which could be shared even by others, in 
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order to gather the most diverse sampling of participants to the 

interviews possible. The diversification of our interviewees helped us in 

collecting different viewpoints and make sure that even different 

perspectives could lead to similar patterns in the mode of judgement 

formation. Among the respondents to our invitation, we selected 8 

individuals which were involved in luxury purchases at least twice over 

the last year, and that showed an active interest in sustainability topic. 

The number of necessary interviews was set to balance the insights 

deriving from the two case studies previously carried out. Since the 

nature of the research is not gender embedded, we did not consider this 

factor as crucial in the selection of participants. Anyhow, having 3 male 

and 5 female participants reinforced the validity of our results in terms 

of not gender-embeddedness. With regard to the origins of our 

participants, even though all of our interviewees were Italian, many of 

them lived or are currently living abroad, which makes our research valid 

not for the Italian market exclusively, but virtually for the European 

market as a whole.  

 

The interviews were carried out in our apartments, trying to create a 

comfortable environment for the interviews, so that they felt free to talk 

and expressed their viewpoints without feeling overwhelmed by the 

situation. Because of logistic issues, 2 out of the 8 interviews carried out 

were performed via Skype. Since, as mentioned, all of our interviewees 

were Italian, we asked them in which language (either Italian or English) 

they preferred to be interviewed, in order to let them feel as much 

comfortable as possible. As a result, 2 of the participants agreed to be 

interviewed in English, while the others opted for Italian. In all of the 

cases, the interviews were recorded and transcribed verbatim in order 

not to miss any valuable information; in the case of Italian interviews, 

they were translated into English and transcribed. With regard to the 

specific kind of interview carried out, as defined in the theory itself of 
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qualitative research (Saunders, Lewis, & Thornhill, 2009), we opted for 

semi structured interviews, based on the probing principles.  In this way, 

once unveiled the main topic of interviews, we went more in depth with 

specific topics carried out by the interviewees. The list of planned and 

prompt questions, adapted to the evolution of the single interviews, is 

shown in Appendix 6. The general duration of the interviews went from 

30 to 45 minutes depending on the comfortableness of the interviewees 

and the contents they decided to unveil over the conversation. 

 

DATA ANALYSIS 

The analysis of the data was based on the methodological approach of 

Grounded theory. The grounded theory method, as Saunders et al. 

(2008) state, is the best example of inductive reasoning. As such, 

grounded theory strategies are often used to give an explanation or build 

new theory (ibid). In Strauss and Corbin’s (2008) conceptualization of 

grounded theory methods, the process of disaggregating data into units 

is called open coding, the process of recognising connections among 

categories is called axial coding, while the process of integration of 

categories to produce theory is labelled as selective coding. In order for 

us to get an explanatory understanding of the phenomenon, we decided 

to follow this analytical process of coding. 
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4.  FINDINGS  
 

The following section collects all the insights gathered through the 

research phase. In the first part, the findings related to the case studies 

will be presented, while the second part will cover the consumers’ 

perspective about the topic as well as the collection of all the findings 

gathered through the interviews. 

 

4.1 Successful sustainable luxury brands: the Stella McCartney 

and Vivienne Westwood cases 

 

In the following section, we will give an overview of the Stella McCartney 

and Vivienne Westwood brands. The two were mentioned among the 

most sustainable luxury brands by our interviewees. In the first part of 

this study cases, we will give a depiction of the two brands’ pillars and 

then of their communication strategies. Even though our research is not 

aimed at giving strategical insights about the actual sustainable activities 

a brand can decide to carry on, we deemed relevant for the sake of the 

analysis to include an overview of the brands' sustainability degree. 

Indeed, the insights here presented resulted to be interesting in relation 

to the consistency and degree of transparency adopted in the 

communications strategies.  

 

The aim of the communication strategy analysis was to unveil the factors 

affecting the perception of legitimacy in terms of sustainability. To do so, 

it was necessary for us to analyses every statement by the brand which 

involved, discussed, supported or mentioned the concept of sustainability 

itself. Our initial idea was to carry out an analysis via social media 

platforms of the brands, given the high degree of relevance they have in 

millennials’ life especially in terms of information gathering. Due to the 
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high degree of repetition in posts on Instagram, Facebook and Twitter, 

we decided to focus only on the latter, that includes both on textual and 

visual elements. A pool of selected tweets was examined, through a 

content analysis, and all the posts referring to the concept of 

sustainability were collected and compared, so to understand the 

common patterns in the communication strategies of the two brands. The 

usefulness of analysing tweets to unveil the patterns in strategies resides 

in the possibility to gather and cluster together all the communication 

initiatives carried out by the brand, not only those thought for Social 

Media.  

 

In the second part of this section, we will critically argue which are the 

strategic elements in common between the two, which supposedly led 

the brands to a high degree of legitimation, hence to succeed in their 

objective.  

 

4.1.1 Stella McCartney: the brand 

 

Stella McCartney brand was founded in 2001 as a 50/50 joint venture in 

partnership with Kering Group and since then it has become one of the 

most sustainable and ethically concerned company in the luxury sector. 

Stella McCartney herself has always covered the role of being a 

spokesperson against the fashion industry’s wastefulness. She has 

proudly built a committed ethical company that covers the role as the 

first and only vegetarian luxury brand. Stella McCartney’s commitment 

to sustainability is evident throughout all her collections and is part of the 

brand’s ethos to being a responsible, honest, and modern company5. 

Indeed, transparency is a key element of the brand’s culture, which 

applies not only to material selection and manufacturing processes but 

also to store development and brand logistics. The general company 
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commitment is to operate a modern but responsible business while 

respecting the plant as well as the people and animals on it5.  

 

“I design clothes that are meant to last. I believe in creating pieces that 

aren’t going to get burnt, that aren’t going to landfills, that aren’t going 

to damage the environment. For every piece in every collection, I am 

always asking what have we done to make this garment more sustainable 

and what else can we do. It is a constant effort to improve.”  - Stella 

McCartney6 

 

Being one of the first luxury brands to fully commit to sustainability and 

ethic, Stella McCartney is aware that the company is not perfect yet, but 

innovation and research into new sustainable materials and processes is 

a key element for her and her brand evolution. Moreover, the designer 

stresses the importance that companies need to move away from the 

concept of doing less bad for the environment and embrace the concept 

that we all should be doing measurable good6. 

 

Accordingly, at Kering group, sustainability is not perceived as a 

constraint but as a stimulus to improve the performance in each area. In 

order to demonstrate one more time the commitment of the brand, to be 

fully transparent towards its customers and be a role model for other 

companies, Stella McCartney has introduced the Environmental Profit and 

Loss annual Report since 2013. This report, which has been developed 

by Kering, measures and monetizes the negative and positive impacts on 

the environment generated by the brands entire operations and supply 

chain. The key element of this report is that it takes into account the 

entire supply chain from the production of raw materials to the end 

product evaluating every step with respect to six key elements: 

greenhouse gas emissions, air pollution, water pollution, water 

consumption, waste disposal, and changes in ecosystem services 
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associated with land use change7. As a result, the brands 2015 report 

has shown a decrease in Stella McCartney environmental impact equal to 

35% with respect to the previous three years. This was mainly due to an 

extremely reduction in the supply chain and selected raw material impact. 

 

4.1.2 Stella McCartney and sustainability 

 

Before moving to the actual analysis of the communications activities and 

methods that Stella McCartney has adopted in the last years, we deem 

necessary to dive into the sustainable elements that characterise this 

brand as one of the most well known in the sustainable luxury industry. 

From the material selection to the store development and partnership 

selection, this company has always emerged thanks to the consistency of 

their ethical choices and innovation into their sustainable processes.  

 

The starting point is the designing process itself, which is always 

developed around the idea that each product should preserve and respect 

the planet8. As previously stated, one of the first and most well-known 

ethical choices of this company has to be the material selection. “We do 

not use and have never used leather, skins, feathers or fur in any of our 

products, collaborations or licensed products. This is a decision that we 

stand behind both ethically and environmentally5.”  Additionally, they are 

committed to avoid any product that is derived from animal parts or that 

is tested on animals. Beyond this, the choice of materials always falls on 

recycled or bio-based ones when possible. Indeed, all Stella McCartney 

handbags are made with polyester that is produced through a recycling 

process from water bottles. Partnerships have also a great impact in the 

development of products and their material selection; for example, the 

Adidas by Stella McCartney line was partnered with Parley for the Oceans 

and led to the creation of a trainer entirely made with recycled ocean 
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plastic9.  Producers are as important as suppliers, Stella McCartney 

proudly communicates that 70% of the production of her bags and shoes 

are executed only by very skilled artisans. These products are produced 

by hand in few factories in Italy which are specialized in non-leather 

production. Indeed, Italy is one of the main sources for this company 

both in terms of raw materials and manufacturing10. Also from Italy 

comes one of the latest product from a growing interest of the company 

in product development: regenerated cashmere. Called Re.Verso, this 

product is made from post-factory waste in Italy.  

 

Following the selection and development of raw materials, the production 

itself is a key element that makes Stella McCartney one of the most 

environmentally concerned companies in the luxury industry. First of all, 

the supply chain has to be regulated in order to ensure that it does not 

have any negative impacts on water, soil air, animals and Stella 

McCartney ensure it since 2012 being a member of Textile Exchange.  

 

Next step is ensuring a waste reduction in the production process. Despite 

the technical developments made in the last decade, the constantly 

increasing consumption rate in the fashion sector is staggering. As a 

consequence, the amount of environmental waste produced every year is 

steadily growing11. In line with the designer commitment, the Spring 

Summer collection created in partnership with Adidas back in 2014 was 

created with zero waste.  

Partnership and coalitions are also key elements for the spread of 

sustainability in the luxury fashion industry. The important initiatives that 

Stella McCartney has supported throughout the years are several, from 

the sustainable Apparel Coalition in 2012 to the Responsible Sourcing 

Networks Cotton Pledge. Similarly, The brand has partnered with The 

United Nation’s International Trade Centre Ethical Fashion Initiative to 

produce bags in Kenya12. Additionally, the company has a strong 
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commitment to ensuring to promote a safe and fair working conditions 

across both its supply chain and its long-term relationships with suppliers 

that need to share the same vision. In line with this, Stella McCartney 

was one of the first company to sign the White House Equal Pay Pledge 

in 2016 which guarantees to fight the current gender pay gap in the 

United States.  

 

Another demonstration of the full sustainable commitment of the 

company is the store and offices design. Across the world they are all 

powered by renewable energy wherever it is available (in UK, wind energy 

provided by Ecotricity). From lightbulbs, rigorously LED lighting, to 

flooring, a signature wood produced from sustainably managed forests is 

used, each detail is well thought. Overall, the company developed a 

Green Guidebook that helps any manager to run their stores in the most 

sustainable way.  The e-book provides guidelines on how to save energy 

and water, reduce waste, and lessen the overall environmental impact of 

Stella McCartney stores13. 

 

4.1.3 Stella McCartney: communication strategy and contents delivery 

 

The brands’ tweets (See Appendix 4) were analysed and clustered 

through 3 different filters (i.e. ratios):  

- Nature of communication activity (partnerships, institutional brand 

campaigns, transparency);  

- Cause Supported (e.g. animal welfare, preservation of the oceans); 

- Variety of interaction with the consumer (educational, 

informative/promotional, engaging).  

We didn’t deem the analysis of the nature of ideology relevant since all 

of the activities carried out by this brand are to be connected to 

environmental activism (See Appendix 7 for the clustering process). 
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The causes supported by the brand clearly show a willingness to 

demonstrate a constant effort in researching and innovating for the sake 

of sustainability. At the same time, the brand clearly demonstrated its 

effort via different collaborations and support to causes with an 

educative, rather promotional objective. The engagement is 

demonstrated via three different types of communication activities, as 

shown in figure 5. 

 

 

Figure 5 - Stella McCartney’s Environmental Activism 

 

The principal and most supported activity has to be found in the defence 

of animal welfare issues. Indeed, in this case study we have noticed how 

the environmental discourse is addressed towards the sustain and 

preservation of animals’ natural habitat. In addition to this, a second 

major topic mentioned by the brand is the waste issue, which is also 

widely discussed in one of her most recent campaigns. This support is 

shown through cooperation with various foundations, constructive talks 

with environmental activists (See figure 6), or educational videos aimed 

at increasing the social awareness not necessarily related to the core 
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businesses of the brand. Even though the support of the brand to the 

cause is always highlighted (See figure 7), the major focus is on the issue 

itself.  This detachment can be recognized as one of the main features of 

the communication methods of the brand. Indeed, the causes supported 

or even only mentioned are not necessarily connected to the spread of 

the brand’s commitment towards a cruelty-free production, but are 

mainly aimed at an increase in consciousness and comprehension of the 

issue by the consumers (i.e. what we defined as educational objective). 

 

 

Figure 6 - Stella McCartney's engagement in environmental talks 

 

 

Figure 7 - Stella McCartney’s causes support 

 

The second most relevant kind of communication activity is the campaign 

release. Over the last months, two different campaigns were released, 

with two opposite, yet connected, aims. The first one, A/W 2017/2018 

campaign, as we can expect was strongly connected to the promotion of 

brands’ products; nevertheless, it had at the same time a clear 

awareness-raising aim towards the issues of waste and overconsumption 

(See figure 8). The entire campaign was shot among the man-made 

landfill of the Eastern coast of Scotland, and has a major intent of 

highlighting the legacy of our waste-based consumption for the future 

generations. The visual impact of the campaign is highly provocative, 

mixing together the idea of what we want to be and show to the others, 



 
 

55 

and what we entail and leave behind in doing that. On the other hand, 

the campaign Clever Care, which was released in occasion of the last 

World’s Earth Day, was aimed at a more educational purpose (See figure 

9). As a matter of fact, the entire campaign focused on the efforts 

consumers can make to reduce their waste and making an actual impact 

on the environment. The entire series, featuring models dealing with 

different Stella McCartney products, shows how small gestures can 

improve the durability of consumers’ products, and hence their usability. 

Therefore, even though in this campaign the products are still playing a 

major role, the focus is shifted to the consumers and their education 

towards a clever care of clothes and items in general. 

 

 

Figure 8 - Stella McCartney’s institutional campaign 

 

Figure 9 - Stella McCartney’s educational campaign 

The third, and most products-connected form of communication activity 

related to sustainability is the transparency about their use of materials. 

This concept is carried out in two different ways: on one hand, the release 

of the new completely cruelty-free and sustainable materials developed 

by the brand’s R&D department (See figure 10); on the other hand, the 

focus on the already used material and their harmlessness towards the 

environment (See figure 11).   

 

It is, furthermore, relevant to note how the designer, Stella McCartney, 

plays a primary role in the announcements of the company’s R&D 

developments. In every tweet posted about this topic, she’s always 
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portrayed forefront in the act of monitoring the process and making sure 

about the reliability of the researches. With this specific strategy, she 

serves as a warranty of trustworthiness and authenticity in the eyes of 

the consumer. 

 

 

Figure 10 - Stella McCartney's commitment to R&D 

Figure 11 - Stella McCartney's disclosure about cruelty-free materials 

  

4.1.4 Vivienne Westwood: the brand  

 

The second case study examines a British fashion company, as well: 

Vivienne Westwood. Her design has always been recognized thanks to 

the pins and the “punk” aesthetic even if she has strongly evolved 

throughout the years. Recently, she has been strongly associated with 

the anti-consumerism movement as well as for her political, social and 

environmental activism.  

 

Vivienne Westwood moved to London when she was 17 years old, her 

fashion career first began in the 70s in business with his partner Malcolm 
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McLaren. At that time London was the heart of the cultural and fashion 

trends. It was thanks to McLaren that she started to experiment with 

fashion design. Together they opened the first and now historical shop in 

430 Kings Road, London. The shop itself evolved together with the 

designer and her inspirations. It changes names several times e.g. “Sex”, 

“Seditionaries” to the name that still has: “World’s End”. The idea behind 

these changes was to create a new imaginary place each time: 

“Sometimes you need to transport your ideas to a world that doesn’t exist 

and then populate it with fantastic looking people14”.  

 

Once the relationship with Malcolm ended, Vivienne started her solo 

career and in 1984 she launched her own fashion line. It can be said that 

she is responsible for the creation of modern punch and thus influencing 

a brand new wave of fashion at a mainstream level. 

Her clothes often take inspiration from the British history and culture and 

the logo itself “The Orb and Ring”  is a trunk of British meanings. The Orb 

is a reference to the Sovereign's Orb which is one of the British crown 

jewels created for the coronation of King Charles II. The Ring instead 

represents Saturn rings and thus the overall meaning is “taking tradition 

into the future15”. Her recognition in the fashion world brought her to be 

the subject of the largest fashion exhibition at the Victoria&Albert 

museum in London ever devoted to a living British fashion designer. In 

2006, she was appointed Dame of the British Empire by her majesty 

Queen Elizabeth II as a recognition of her contribution to British Fashion.  

 

Despite her role in high-end fashion, Vivienne Westwood remains a 

nonconformist artist that create and embed its design with political and 

social beliefs. “Dame Vivienne Westwood has always been a mass 

contradiction. She hates, with an unswerving passion, consumerism, and 

excess. Yet she has built a fashion empire out of it16”.  
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4.1.5 Vivienne Westwood and sustainability 

 

As previously stated, Vivienne Westwood is a brilliant fashion designer 

but a strong activist at the same time. Her brand is a complete reflection 

of her persona and her beliefs. From her human rights battles, to her 

political statement and lastly to her environmental support. Her brand, 

as well as her design, has functioned as a communication means to boost 

the support to the different causes within her positive activism.  

 

Human rights are one of the many causes that Vivienne Westwood is 

battling in. The brand is one of the first partners of Ethical Fashion 

Initiative with whom the designer developed a collection: “Handmade 

with Love”. The material selection is vast but with a common element of 

waste avoidance since it only uses materials as re-used banners, recycled 

canvas or unused leather off cuts. The collection, which included bags for 

men and women of different styles was also inspired by the African 

culture that surrounded the production.  

 

Starting from 2013, the brand was also collaborating with the 

International Trade Centre, a body of the UN, to work with artisans in 

Burkina Faso to produce an ethically conscious clothing line and to teach 

them skills. Indeed, according to the designer: “Working with them gives 

them control of their life, charity does the opposite, it makes them 

dependent17”. She believes that this form of support is far way more 

valuable since it empowers people to become artisans providing at the 

same time an income to the poorest people in the world.  

 

Mass Production, Consumerism and Climate change are also crucial for 

the brand. Vivienne Westwood has spoken for years of the effect of 

overconsumption on climate change and has captured international 
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attention in this battle. “It’s a war for the very existence of the human 

race. And that of the planet. The most important weapon we have is 

public opinion: go to art galleries, start to understand the world you live 

in. You're a freedom fighter as soon as you start doing that.” Vivienne 

Westwood18. 

 

Several are the partnership that Vivienne Westwood had during the 

years. The brand actively supported the Cool Earth charity which is 

dedicated to saving the rainforest; it sustained also the Justice 

Foundation as well as Friends of the Earth just to name a few. The 

designer herself is an ambassador of Greenpeace for which she created 

the official logo for “Save the Arctic”. For this cause, she also launched a 

photo campaign in collaboration with Chris Martin, George Clooney, and 

Paloma Faith.  

 

Throughout the years the designer did not limit herself to support 

economically and publicly different charities and movements, she also 

actively steps up with strong - and sometimes weird - actions. For 

instance, in 2016 she released a rap song about the environment: “Be 

There x Intellectuals Unite” where she sang about climate change and 

how only intellectuals tell the truth and thus promoting “culture and not 

consumption”. A couple of years before, in occasion of her Paris Fashion 

week show in 2014, she completely shaved her signature and fiery red 

hair. This was not a fashion statement but a bold political one aimed to 

raise awareness for climate change. During the same year she 

participated in a Peta video where she defined herself as an Eco-warrior. 

She also stresses the fact that the meat trade is reliable to waste most 

of our water waste. More recently instead, the brand created a shopper 

bag to support The Gaia Foundation. The Gaia’s Seed Sovereignty 

Programme aims at creating an ecological seed system across UK and 
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Ireland to prevent the loss of plant species which are endangered by not 

only the climate change but intense farming as well. 

 

In order to reconcile her empire with her strong environmental beliefs as 

well as her opposition to mass production, Vivienne Westwood publicly 

stated that despite her success all over the world, she has decided to 

reduce her brand expansion in order to favor the quality of her products 

and the environmental impact. “My fashion and my activism support each 

other; they are driven by the same motor. I want a better world. I say: 

Buy Less, Choose Well, Make it Last. It’s all about Quality Not Quantity19”.  

 

Throughout the years, the several causes that she supported, Vivienne 

Westwood has one answer when asked what should we do to support the 

environment and combat climate change: ”In all my time as an activist, 

I’ve never had a satisfactory answer to give: Inform yourself, talk to your 

friends, support the NGOs, save a plastic bag; every one of your decisions 

count. This is the answer, but doesn’t go very far to solving the total 

problem which is overwhelming. Now we realize the answer: switch to a 

Green Energy supplier.19” Despite this statement during a speech she 

took at the University of Cumbria, she has also stressed in several 

interviews how everything is connected and that being informed and 

cultured is key to understand how to face these ethical problems such as 

human rights and environmental concerns. “It’s really important to 

support things these days. Support anything. Because everything’s 

connected, everything’s mixed up, everything’s a mess. And we have to 

save the world.20”  
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4.1.6 Vivienne Westwood: communication strategy and contents 

delivery 

 

In this section we will get a thorough understanding of how Vivienne 

Westwood brand is approaching the consumer in their social media 

communication. The aim of our analysis was to understand which 

contents are delivered to the consumers and how. In particular, we 

focused on the sustainable and ethical topic and collected all the tweets 

discussing it. Given the relevance of social media in the world of 

millennials, the analysis will lead us to an understanding of the 

communication patterns carried out by the brand, as seen by the 

consumers. 

 

As previously done in the Stella McCartney case, the brand’s tweets 

(Appendix 5) were clustered and analysed through 4 different filters (See 

Appendix 8 for the clustering process):  

- Nature of communication activity; 

- Cause Supported; 

- Objective in relation to the consumer; 

Nevertheless, in this case, we deemed relevant to introduce a fourth ratio 

of analysis: 

- The ideology involved (social or environmental activism). 

 

Thanks to this process of clustering, we were able to recognize and 

understand the patterns through which the brand is carrying out its 

sustainable claims. These patterns will help us, once analyzed the 

consumers’ perspective, to understand which of them are the most 

efficient in terms of delivering credibility and trustworthiness. Figures 12 

and 13 show a summary of the communication activities implemented by 

the brand over the last year. The complexity of the table reflects a much 
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more complex system of communication carried out by the brand which, 

yet, is apparently managing in the delivering a value of sustainability and 

trustworthiness to the consumers. 

 

 

 

Figure 12 - Vivienne Westwood's Environmental Activism 

 

 

 

Figure 13 - Vivienne Westwood's Social Activism 

 

The communication activities related to sustainability are divided into two 

different clusters: environmental and political activism. We considered as 
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merely environmental all those activities aimed at educating and 

informing the consumers on some specific aspects of the current 

environmental situation. Instead, we considered as political all those 

activities aimed at calling the consumers to action with reference to some 

specific issues, whether were they directly or indirectly related to the 

environment, and all those activities aiming at increase awareness 

towards a specific economic issue (as for example, the support to African 

communities).  

 

As mentioned above, every activity was created and carried out with a 

different objective. The initiatives based upon the environmental activism 

existed for the sake of informing or educating the consumers about some 

specific issues; whereas the activities built upon the social activism were 

aimed at interacting with the consumers, calling them to some specific 

action, whether that was voting, making a statement about themselves, 

or changing consumption behaviour. Later on, we will see the impact that 

these different objectives have on the perception of legitimacy about the 

brand. 

 

SOCIAL ACTIVISM 

The first activity carried out in the spirit of social activism was the release 

of the Vivienne Westwood’s Pack of Cards Campaign. With this strategy, 

the brand increased the engagement of consumers, involving them in an 

active items collection. Every card was related to a specific social issue, 

included the environmental and sustainable topics. The release of every 

card was associated with the release of a short video on Youtube showing 

the founder speaking in favor of the specific cause (See figure 14). The 

common ideology laying behind the project is the abuse of power of some 

national and ultra-national institutions. In addition, the project finds its 

roots in a previous campaign released by the brand in 2005, called 
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PROPAGANDA, similarly embedding the social discourse and its spread 

within the collection itself.  

 

 

Figure 14 - Vivienne Westwood's Pack of Cards Campaign 

 

The second activity relying upon social activism of the brand is the 

support to various causes either involving a call to an active consumers’ 

participation or an active shift in behaviour. The cause mainly supported 

within this process is artisanal fashion (i.e. handicraft). While financially 

and ideologically supporting this kind of initiatives, the brand makes a 

statement against the traditional form of capitalist production and mass-

standardization (See figure 15). The consumers, through an educational 

process of discovery, is called to change purchase attitudes, intentions 

and consequently behaviours. The support to artisans was often 

associated with that of local African communities since that was the origin 

of the products. In addition, as already seen in the theoretical framework, 

the idea of hand-made as a mean to claim sustainability, is easily 

reinforcing the concept of high-quality and high durability of products, 

hence luxury. We can, therefore, assume the intrinsic strategy behind 

this endorsement, which is that of connecting and mutually reinforcing 

the concepts of sustainability and luxury. 

 

 

Figure 15 - Vivienne Westwood's support towards African communitie 
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The final communication strategy adopted by the brand was the release 

of the “Get a Life” book. In some ways, this can be seen as a manifesto 

of political activism of Vivienne Westwood and the brand in general (See 

figure 16). The founder itself said about this book (cit.): “My diaries are 

about the things I care about. Not just fashion but art and writing, human 

rights, climate change, freedom […]I call the diaries Get a Life as that's 

how I feel: you've got to get involved, speak out and take action”. The 

brand itself got from this release a huge resonance and legitimation, 

clarifying to the consumer that the causes supported were a major 

concern and not just a strategy for obtaining social consensus. This 

reflection leads us to another major insight about the strategy adopted 

by the brand: consumers need to be reassured about the real interests 

and intentions of the brand. 

 

 

Figure 16 - Vivienne Westwood's Get a Life book release 

 

ENVIRONMENTAL ACTIVISM 

With regard to the environmental activism, all the communication 

strategies adopted were connected to the support of various 

environmental causes. The most mentioned issues were the oceans 

preservation, the adoption of green energy as an alternative to fossil fuel 

and animal welfare. In all of these cases, the brand behaved with the 

simple aim to raise awareness about the issue without ever mentioning 

how the productive activities were being changed in this direction (See 

figures 17 and 18). As a plus, and surprisingly, in the communication 

strategy analysed in our research, the brand never spoke in favour of its 

green activities; only one out of the 406 analysed tweets had a reference 

to the sustainable materials used by the company. This insight could lead 

us to a further reflection about the concept of transparency, which used 
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to be deemed as a primary factor for sustainable brands to acquire 

legitimacy. Nevertheless, the interviews will reveal us whether or not 

transparency still has its lustre in the eyes of consumers. 

 

 

Figure 17 -Vivienne Westwood's support to renewable energy cause 

 

 

Figure 18 - Vivienne Westwood's support to renewable energy cause 

 

OVERALL STRATEGY 

Given the complexity of the communication strategy carried out by 

Vivienne Westwood, we deemed necessary include a summary 

paragraph, which was not required in Stella McCartney case. This is also 

due to the different natures of activism involved. 

 

Vivienne Westwood LTD was born in 1992 as a legacy of the British punk 

movement; as such, the brand ideology was strongly relying on the ideals 

of excess, extravaganza and freedom of expression. In terms of brand 

heritage, the punk ideals were difficult to redefine and re-adapt, 

especially considering the strong references they carried within 

themselves. The greatness of Vivienne Westwood resided in the ability to 

shift brand image, liaising the concepts of excess to the newest ones of 

environmental concerns. Overall, the association of the brand to the 

political and social revolution endorsed by the main spoke-person highly 

increases the credibility of the brand. Primarily, this advantage has to be 

found in the fact that consumers trust people more than images of them, 

i.e. brands. 
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Additionally, over the last decades, the brand supported the 

environmental cause as well as a multiplicity of issues connected to social 

inequality and injustice in general. This factor suggests that consumers 

find trustworthiness not only in the consistency between the economic 

activity and the cause supported but also in the overall behaviour of the 

brand. In other words, the complexity of the causes supported could lead 

to imagine that the consumer is confused and made sceptical by the 

multiplicity of claims made by the brand, while it actually triggers a 

process of legitimation. Nevertheless, this will hold only as long as they 

perceive the brand as actually caring about the issues, and not only 

taking advantage of them for the sake of business (i.e. Greenwashing 

criticism). Finally, in some ways we can state that the brand blurred the 

lines between environmental and social activism, often associating the 

idea of green choices and behaviours to a real political act. Furthermore, 

by explaining and connecting the dots among them, the brand is serving 

as a real endorser for social inequalities in general.  

 

4.1.7 Comparing Stella McCartney and Vivienne Westwood’s 

communications strategies 

 

Once individually analysed the two brands’ strategies, we noticed that 

some common patterns emerged even though with different contents and 

objectives.  In this section, we will discuss how the two brands can be 

compared and which aspects of their strategies led us to recognize 

similarities between the two. 

 

First of all, both of the brands are relying on a strong personification. In 

fact, the two founders actively take part not only in the classic promotion 

of the brand but also, and especially, in claiming the brands’ engagement 
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in the fight against waste and environmental issues in general. The brand 

Stella McCartney was founded as a sort of extension of its founder beliefs. 

From the very beginning, Stella started to design a market cruelty-free, 

vegan products which were reflecting her own life principles and style. 

Similarly, the brand Vivienne Westwood has been following its founder’s 

metamorphosis from the beginning of the 90s. As a plus, in Vivienne’s 

case, the designer served as a legitimation for the brand’s shift in 

perspective: from punk pillar to ethical project.  

 

In addition, we noticed how the brands’ communication about sustainable 

activities was strongly relying on activism. As already noticed in the case 

study sections, Stella McCartney based most of her activities on the 

environmental activism, with the clear purpose to make a change in 

behaviours, not necessarily related to her core business. On the other 

hand, Vivienne Westwood has always been relying on social and 

environmental activism as a core activity of her brand. The definition of 

activism resides in every activity carried out with the purpose of a shift 

in behaviour on a social level. Much of the brands’ communication was 

noticed to have an educational rather than promotional purpose, we 

hence assume that this kind of activity increases the credibility of the 

brands in terms of engagement in sustainable activities. 

 

Lastly, the major difference we found in the two ways of approaching 

communication is related to the embeddedness of transparency on the 

actual sustainability of the brands’ productive activities. Stella 

McCartney, being founded on a sustainability statement, is strongly 

relying on the importance of being transparent about the materials and 

resources they use, both constantly re-assuring their consumers about 

the cruelty-freeness of the products and keeping them constantly 

updated on the innovation in Research and Development they are 

obtaining. Vivienne Westwood, on the opposite, is being substantially 
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silent about it, focusing her communication on the ideological 

engagement of the brand and its designer. Generally speaking, 

transparency is deemed as a primary factor of legitimacy for sustainable 

brands. We will argue, once questioned the perception of transparency 

for consumers, how relevant this aspect is in terms of legitimacy 

formation.  

 

The results deriving from these study cases represent the brands’ 

approaches to communication strategies. In the findings, we will combine 

these findings with the analysis of the interviews, and discuss which of 

these aspects are actively affecting the consumers’ perception of 

sustainable luxury brands’ legitimacy.   

 

4.2 Interviews’ analysis and findings 

 

As explained in the methodology, in this part of the project we will go 

through the interviews carried out among our participants to gather the 

insights necessary to understand how consumers develop a perception of 

credibility towards sustainable luxury brands. 

 

The insights were collected in six main overarching themes. The selection 

of the overarching themes was based on the different aspects composing 

our theoretical framework, in order to contextualise our findings within 

the existing legitimacy. Every overarching theme collects some 

interpretive codes, respectively composed of descriptive codes, which 

were directly collected from our interviews. 

 

The overarching themes we selected were: 

• The new conceptualisation of luxury as perceived by millennial 

consumers (Millennials’ luxury); 
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• Millennial’s perspective about sustainability in their daily lives 

(Millennial’s core ideals); 

• The concept of sustainability as that is perceived by millennial 

consumers (Sustainability); 

• The insights directly related to the matter of perception of 

legitimacy (Perception of Legitimacy); 

• The aspects leading to credibility issues for the brands (Credibility 

Issues); 

• A focus over the communication strategy itself (Communication 

Methods). 

 

Overall, the findings we presented followed the order observed in the 

interviews built with the aim of slowly introduce the core of our 

investigation to the consumers. Each section previous to the "Perception 

of legitimacy" serves as a tool to contextualise the concept of perception 

within the life of our consumers. 

 

In the following table, we present a brief presentation of our interviews, 

with the respective brands mentioned in the interviews, as a tool to better 

contextualise the findings we will later present. 

 

Name: Anna 

Age: 24 

Occupation: Master student at Esade Business School 

Engagement in luxury purchases: a couple of times per year, mainly 

Italian crafted products 

Approach to sustainability: sustainability is fundamental in luxury, 

avoiding it would be disrespectful 

Sustainable brand/s mentioned: Luxottica 
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Name: Aurora 

Age: 23 

Occupation: Editor at NSS (Fashion online Magazine) 

Engagement in luxury purchases: 2-3 times per year, wishing to buy 

more 

Approach to sustainability: sustainability as ethics, believes that is the 

new trend  

Sustainable brand/s mentioned: Vivienne Westwood & Bottega Veneta 

 

Name: Camilla 

Age: 27 

Occupation: Strategic Business Analyst at YONEX 

Engagement in luxury purchases: not a heavy luxury purchaser, mainly 

small items 

Approach to sustainability: necessary considering the environmental 

changes 

Sustainable brand/s mentioned: Stella McCartney & BaYou With Love 

 

Name: Damiano 

Age: 20 

Occupation: Biomedical engineering student 

Engagement in luxury purchases: 4-5 times per year, mainly clothes 

Approach to sustainability: need for regulation of sustainable activities 

Sustainable brand/s mentioned: Off-White 

 

Name: Elisa 

Age: 25 

Occupation: Stylist and creative consultant 

Engagement in luxury purchases: regular, almost weekly 
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Approach to sustainability: priority to animal welfare, necessity of 

materials selection 

Sustainable brand/s mentioned: Stella McCartney & Vivienne Westwood 

 

Name: Elisabetta 

Age: 24 

Occupation: Master in Chinese and Russian Languages and Cultures 

Engagement in luxury purchases: once every couple of months, highly 

concerned with quality and durability 

Approach to sustainability: the only way to produce luxury 

Sustainable brand/s mentioned: Vivienne Westwood 

 

Name: Gianfranco 

Age: 25 

Occupation: Social media and e-commerce manager 

Engagement in luxury purchases: at least once a month 

Approach to sustainability: environmental and ethical concerns first 

Sustainable brand/s mentioned: Bottega Veneta 

 

Name: Joele 

Age: 25 

Occupation: Fashion design graduate student 

Engagement in luxury purchases: 1-2 per year 

Approach to sustainability: necessary yet unreachable 

Sustainable brand/s mentioned: Maison Martin Margiela 

 

4.2.1 Millennials’ luxury 

 

The first overarching theme that we are going to address is the relation 

between millennials and luxury. In this section, we will firstly summarize 
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the main insights that emerged concerning the general perception that 

millennials have nowadays of the luxury sector and/or the luxury 

concept.  In this part, the first belief that emerged was connected to a 

perceived evolution in the luxury sector throughout the years that in 

particular was readdressed to two causes as we will see. Following this, 

the main path that we noticed was that our interviewees pointed out two 

different outcomes of this evolution, which are now characterising the 

luxury sector.  Subsequently, we will unveil the main factors affecting 

millennials’ purchase intentions when approaching a luxury product. Even 

if more general, we deem this entire section to be fundamental for the 

further comprehension and contextualization of the findings connected to 

the perception of legitimacy (that will be dealt in the Perception of 

Legitimacy paragraph). 

 

As we have just briefly mentioned, throughout our interviews two 

elements were addressed as triggers to the evolution of luxury. The first 

one is the growing engagement of consumers in luxury purchases. 

Indeed, it has been highlighted how the increase in consumers’ 

purchasing power in the last decades has boosted the interest in luxury: 

”Right now there is definitely a lot more opportunity for people to buy 

luxury goods and to be introduced into the luxury industry” – Elisa. 

Nevertheless, this is not the only influencing element. The recent crisis 

has spread the gap between social classes and, as a consequence, the 

perceived meaning of luxury products has shifted with it. What before 

was identified as a method to flaunt, today is perceived as disrespectful: 

”While before, it used to be associated to exclusivity and wealth, showing 

off to those who could not afford it, I think this would be disrespectful 

now” - Anna. 

 

These triggers of luxury evolution resulted in two consequences in the 

mind of millennials consumers. First of all, there is a new perceived moral 
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duty for luxury brands. Participants have stressed that many luxury 

companies cover an important role in international markets; 

consequently, interviewees deem as implied that these companies have 

a moral duty toward the society. “Luxury brands play a big role in this. 

We cannot expect everyone to afford luxury, but we could expect respect 

[from luxury companies] by giving something back to society. This is 

what is extremely important today in my opinion.”  - Anna. 

Within the cluster of luxury companies, the evolution of luxury has 

brought up a distinction between the two side of the same brand: the 

historical one and the modern one. The first is deemed to be holding a 

strong reputational value while the new one is connected to a more 

conceptual design and meaning. “the tendency of many designers and 

brands to produce two parallel collections one for Haute couture, luxury, 

and the other more pret-a-porter, more accessible” - Aurora. 

 

 

Figure 19 – Interviewees’ perception of evolution of luxury 

 

Moving to the second part of this section, we will discuss the factors which 

are considered by millennials customers themselves as the ones that are 

able to influence their purchase intentions.  

• Aesthetic Element → This has been connected to two aspects, the 

actual design - “(Speaking of OffWhite) You go and buy the concept 

of the brand. You go and buy the design” Aurora - and the role of 

the design in the current trends - “you pay for the avant-garde” 

Aurora. 
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• Handicraft → The interviewees highlighted the actual added value 

that the handicraft gives to a product :”What I see in luxury is the 

reputation of the handicraft which is behind it” - Aurora. 

 

• High Symbolic Value → Our interviewees recognised as a key factor 

influencing their luxury purchases the social dimension of luxury 

consumption. As we were expecting, they highlighted how 

important is not only the product itself but also what it represents 

to you and the others. Nevertheless, this is not limited to an 

aspirational value but much more as a way of implicitly 

communicating their personal values: “I like wearing products of 

brands whose ideology I share somehow. Something which shows 

my ideology to the others. I like sharing my opinion through what 

I wear.” – Anna. 

 

• Reputational luxury → Connected to the symbolic value is also the 

reputational one. Often, especially with brands with a strong 

fashion heritage, the purchase is a rare piece which represents the 

period in which it was released not only at a fashion but also at a 

personal level: ”(talking about a certain Dior clutch) I crave it as if 

they were water in the desert “ - Aurora. 

 

• Relevance of High-quality → A common concept that emerged in 

each of our interviews was the significant role that quality has when 

purchasing a luxury product. Quality is associated directly to long 

lasting and it’s a concept that the majority of our interviewees 

deemed to always have been at the base of luxury. “But, in the 

long term, it proved that it was worth it, cause not only did she 

wore it for years, but now I’m wearing them. And you just have 

that feel on your skin, just you can feel the difference.” – Camilla. 
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• Relevance of Reliability → Connected to the concept of quality and 

long lasting is the notion of reliability. Indeed, millennial customers 

perceive that a luxury product, which is very likely to be expensive, 

has necessarily undergone a series of processes that guarantee 

that quality and thus the high price. “It’s not just expensive per se, 

it’s something that is expensive because it’s a combination of a 

series of processes and specifically these processes have to be 

something that makes a product expensive, because they 

underwent some type of manufacturing or planning that required 

speciaity manufacturing or thinking of people.” – Camilla. 

 

• Sustainable Factor → Sustainability as well has been mentioned by 

all of our interviewees; nonetheless, it has been considered by the 

majority as a secondary factor or better as a final factor affecting 

the luxury purchase. All other elements being equal - design, 

quality, value etc - the customer is driven to its purchase by the 

level of sustainability of the product or of the brand in general. “ I 

mean, if I had to choose among two items that I like at the same 

level, I would definitely go for the most sustainable.” – Joele. 

 

• Economic Factor → Strongly connected to the sustainability factor 

is also the economic one. Indeed, it has emerged how, even if price 

has been mentioned among the first factors, millennial customers 

are more willing to pay a higher price for two similar products if it 

allows them to buy a more sustainable one. ”do I just wanna spend 

50 pounds for a coat at this anonymous brand? Or maybe 200, 250 

For an actual coat that not only is a great material, but has also 

been produced in a way that is like, a bit more conscious, of the 

environment specifically… so that’s kind of how I select my 

products” - Camilla. This means that although the economic factor 
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is important, customers pay less attention to it with respect to 

sustainability (within a reasonable range). 

 

• Experiential luxury → Another element that was highlighted when 

purchasing a luxury product is the experience that the customer 

perceives. This has to be extended to every aspect from the initial 

product comparison to the actual in-store purchase: “So it’s really 

about the experience that you have as a consumer, overall, when 

going into the shop, and buying the garment.” - Elisa. 

 

• Reward Feeling → Another trigger behind a luxury purchase is the 

feeling of self-reward which emerged from the consumption habits 

of our interviewees: “Overall, I’d say that I buy 1 to 2 luxury 

products a month, a sort of gift to myself every time I receive my 

salary.” - Gianfranco; “So, buying luxury brands can be a way to 

treat ourselves, to feel good, basically.” – Damiano. 

 

4.2.2 Millennials’ Core Ideals 

 

In this second overarching theme, we have gathered all those insights 

that have emerged in relation to millennials and their values in terms of 

Sustainability. In particular, we dwell into their daily effort as well as day 

to day perception of ethical and sustainable actions.  
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Figure 20 - Interviewees' commitment to day-to-day sustainability 

 

First of all, we noticed how millennials hold in in their minds a direct 

connection between sustainability and healthy products. Throughout our 

interviews, it emerged that one of the daily activities that are considered 

as sustainable is the purchase of products, which are branded as ethical, 

sustainable and/or organic. By means of small daily sustainable choice, 

many interviewees said to feel as doing more for the environment and 

themselves too: “it’s not only like just saving the planet, or saving the 

life of an animal through these like special processes that I was talking 

about at the beginning, but for me specifically today… it’s just like how 

can I improve my day to day life.” – Camilla. 

 

In line with this, is the self-consciousness of actual commitment. All our 

interviewees were very conscious that their main commitment is in their 

day to day small actions: “I am very sensible on that (daily 

sustainability). I am always trying to be ecological, to do the differentiate 

garbage to promote recycling, to not throw garbage on the floor, if I can 

walk or take the train instead of the car. I do like the idea to be 

sustainable.” - Gianfranco.  Nevertheless, it also emerged how much they 

are lacking in strong dedication. They are aware that they could do much 

more for the sustainability cause but at the same time they perceive that 

small daily activities are the minimum required to everyone: “I am not 
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committed to the level of protesting or doing voluntary work but in my 

own sphere I am trying to do my best.” - Gianfranco. 

 

4.2.3 Sustainability 

 

The next main overarching theme that we highlighted is the sustainability 

one. This gathers all the insights that concern Sustainability in a broader 

sense and in reference to luxury brands. Especially, many interviewees 

stressed the importance of this trend nowadays. Even more so 

considering the constant flow of information to which we are exposed, 

which guarantees that everyone is aware of the world’s issues both in 

relation to sustainability and ethics. “[Sustainability] it’s very important. 

I think it’s because we live in a world where it’s very easy to get 

information. There’s this continuous flow of stream of information, 

whether on the internet, whether on television, your phone, it’s difficult 

not to be informed, you cannot live under rock. “ – Camilla. 

 

 

Figure 21 - Interviewees' perception of sustainability 
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The first main element that arose during our interviews is the concept of 

sustainability as ethics. Sustainability by itself has a concept well defined, 

our world is changing due to a lack of respect in too many ways and we 

need to change our way of living, working, producing and much more in 

order to prevent any further negative change. Ethic as well is a strong 

concept on its own, it has to do with human rights, community sustain 

and many other issues that people all around the world are facing daily. 

In our interviews though, many participants used the terms sustainable 

and ethic as if they were representing both issues. We noticed that often 

interviewees gave for granted that a luxury sustainable brand was also 

ethic and vice versa. Other instead, stressed strongly how different these 

terms are and the connected problematic. We can therefore state that is 

very subjective the perception of connection between sustainable and 

ethical.  

 

As we have previously highlighted in the section on luxury insight, we 

have noticed that often our participants had an expectation for luxury 

brands to be morally and ethically right: “(Talking about Luxottica) Being 

them worldwide leaders in the glasses production, they have a duty 

towards international community. It is right they care of providing optical 

cures to those who cannot afford it.” - Anna.  

On the other hand, many of them gave a prioritization among the causes 

to be addressed by a luxury company. The result was that human welfare 

and environmental issues are often perceived as more important with 

respect to animals' welfare: “I am much more interested in the production 

process rather than the actual material selection. How they reduce the 

impact on the planet not if the save the animal.” - Gianfranco. 

The distinction has to be connected to a sort priority list, they deem 

humans needs and environmental concerns to be the first ones to be 

addressed: “ But besides that, there is a human dimension, they are 
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stakeholders, we are. Even the communities, the individuals in general, 

they come first somehow.” - Anna. 

 

Moving again back to the environment, many participants defined 

sustainability primarily as environmental consciousness. As we were 

pointing out at the beginning of this section, our world is characterised 

by a constant flow of information. As a consequence, not only all our 

interviewees were aware of the environmental changes and the 

sustainability as a mean to reduce the human impact on nature and the 

planet. We can spread this concept and assume that consumers 

nowadays are generally much more aware and informed than 50 years 

ago or more.  

 

Two main consequences of this were highlighted for a luxury company. 

First of all, sustainability is perceived as embedded in the concept of 

luxury itself. Indeed, our participants stated that they primarily expect 

luxury companies to be up to date with the best and most sustainable 

processes as well as ethical contract with all their workers: “I really 

expect all of the luxury brands to go towards this direction [talking about 

sustainability], I see that as the only possible direction.” – Elisabetta. 

Additionally, given the widespread knowledge concerning sustainability, 

luxury brands that do not adapt to fight the change are perceived 

negatively: “If I am sceptical it’s towards brands which do not embrace 

change, which keep the same business model constant. For example, a 

company might feel that if they have been successful for the last 50 years 

they do not need to change things. But because I am a believer that 

change is possible and that the world can be improved - rather than just 

destroyed - a business model does need adjustment in order to guarantee 

long term sustainability.” - Camilla. 
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The second concept that emerged in terms of environmental 

consciousness is that recycling is considered as a first mandatory step for 

sustainable luxury brands. Our dissertation does not focus on the actual 

sustainable activities that a brand should or should not do, however the 

insights connected to the importance given to recycling are relatively 

crucial for the perception of the degree of sustainability that our 

participants had of a certain luxury brand. Indeed, it emerged that if a 

brand does not embrace recycling both in terms of material selection and 

disposal, the band itself is hardly considered sustainable. “I have noticed 

she [Vivienne Westwood] took this clearly sustainable direction, with 

projects aimed at the use of disposable materials [...] when we talk about 

sustainability, we can talk about natural material and not harmful 

resources but what really matters is recycling” – Elisabetta. 

We assume that this perception is related to the relative familiarity 

consumers have towards recycling. In some way, it is easy for consumers 

to base their judgement upon an acknowledgement of sustainability, 

since this is something they embed in their own lives. 

 

4.2.4 Perception of Legitimacy 

 

Within this overarching theme we gathered all the insights related to the 

patterns in millennials consumers process of how the perception of 

legitimacy is created in relation to sustainable luxury brands. To do so, 

we started from more general questions which helped us to unveil the 

actual relation that each participant had with the selected sustainable 

luxury bran. We then tried to uncover their relationship of trust towards 

this brand highlighting the foundations at the base of it. Indeed, going 

backwards in their relationship with the brand, we tried to understand 

which are the critical factors for the establishment of a strong trust which 

often lead to esteem and promotion to their peers.  



 
 

83 

 

 

Figure 22 - Interviewees' perception of legitimacy 

 

First of all, we acknowledged that the majority of our participants had a 

positive correspondence between the perception of legitimacy and 

positive feelings. From a certain point of view, we were expecting a 

positive relationship with the brand chosen by themselves; however, 

what is interesting for us is the degree of that relation. For some 

participants, the long term connection with the brand allowed the 

development of a strong trusted bond: “I had Luxottica glasses for some 

years now. I have been wearing glasses since when I was a child. […]. I 

am very grateful to this brand.” - Anna. For other, this perception of 

trustworthiness was genuine since the first moment in which they fully 

recognized the brand’s core values: “[talking about BaYou] it was born 

this year, it’s not something that has been around for centuries, but I do 

think that just the foundation was so strong that they have like a good 

future ahead of them, good premises.” - Camilla.  

Overall, we can say that these positive feelings in relation to the brand 

shifted to being an affection of esteem towards the brand itself or even 

directly towards the designer. Among our interviewees, we identified 
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three different cases. Some directed it towards the designer and what 

she/he represent: “Stella McCartney, she is a strong woman, that when 

you look at her is just like empowering, you would just buy what she does 

and the way she creates her designs and her little world, so it is really 

easy for people to get attracted by her and her way of living…” - Elisa.  

Others had a strong admiration for the shared values: “I saw her [talking 

about Vivienne Westwood] design as really similar to my vision of the 

world and the society” - Elisabetta. And the remaining directed their 

appreciation towards the intrinsic values in the company, regardless of 

the people representing it or working in it: “Like their being Italian, I am 

not talking about patriotism here, don’t get me wrong. It is just that being 

Italian means something in the luxury sector: high-quality, innovation, 

curiosity, creativity.” - Anna. 

Another major element that emerged was the easiness to trust a person 

rather than an organization. Indeed, when we asked to our interviewees 

what made them deem the brand as reliable, many of them mentioned 

the designer and/or some characteristics linked directly to this figure 

rather than to the company. The implication that emerged was that the 

designer was seen as a direct extension of the brand itself. Among this, 

we were able to identify two different figures leading this process of 

personification: the designer at the forefront and the legacy of a certain 

figure working for the brand (usually at the head of it).  

 

The first one is the charismatic designer at the forefront. In the majority 

of our interviews indeed, it became apparent the crucial role covered by 

the designer as a spokesperson of the company. Indeed, this has a direct 

influence on the perception of veracity of the brand, its values and 

statements: “She was there, at the forefront [of the brand’s commitment] 

because she believes in it” - Aurora.  

The reasoning behind can be observed from two opposite viewpoints. On 

one hand, the designer is a representation of the brand and thus the 
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values that he promotes are the ones of the brand. On the other hand, 

instead, it’s the brand that is perceived as an extension of the designer 

and his beliefs. The key element here is that from any view point the 

outcome is that the figures of the designer and the brand are interrelated. 

It follows that the reliability of one affects the other. This insight 

originates from two key factors. On one hand, the majority of the brands 

mentioned during our interviews have been established by one very 

charismatic designer (Stella McCartney, Vivienne Westwood, BaYou, Off-

White…). On the other hand, when talking about this brand and its 

activities, the participants often referred to the designer himself as if they 

were speaking of the company and thus personifying the brand. 

 

The second case in which an individual is directly related to the reliability 

of a brand’s commitment is when he has a certain legacy in his personal 

or work evolution. In other words, when within the company there is a 

figure which brings additional value to the company itself thanks to his 

previous experiences: “I would also say that the fact that Marco Bizzarri 

also worked at Stella McCartney before moving to Bottega Veneta also 

influenced the Evolution of this brand towards sustainability.” - 

Gianfranco. 

 

These two cases can also be combined as it emerged during one of our 

interviews: “[Talking about the founder of BaYou] she’s conscious about 

the environment, and how the manufacturing processes have an impact 

on the planet, but she paired up with somebody who is very conscious 

about animals and about how manufacturing processes have impact on 

animals.” - Camilla. In this case, the reliability for sustainable causes is 

linked to the figure of the founder whereas the one for animal causes is 

attributed to her partner who comes from Freedom of Animals 

organization. 
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Going back to the concept of perception of legitimacy, another strong 

element that influences it is whether a brand is perceived to produce 

high-quality products or not. Indeed, from our interviews it transpired a 

tendency to relate a high level of quality to a high degree of 

trustworthiness for what concerns sustainability. Especially, this 

connection is the result of an implied association of high standard in 

sustainable processes and a meticulous selection of materials to high-

quality: “If I buy a Bottega Veneta, I know that is handcrafted in Italy, 

with selected materials and by selected artisans, I know that is high-

quality, hence sustainable.” - Aurora. 

 

Another factor affecting the perception of legitimacy is the relevance of 

consistency over the years. In terms of high-quality, ways of producing 

are also a synonymous of warranty. As a consequence, those brands that 

do have enough consistency and heritage are not required to do public 

claims, their production is intrinsically seen as a guarantor of honesty and 

commitment:”[talking about Bottega Veneta and their sustainability] 

they always kept a low profile from this perspective. Because they 

demonstrated it, they don’t even need to make claims” – Aurora. 

 

In the following section, we are going to address how the role of increased 

perception of the brand’s commitment affects the perception of 

legitimacy according to our participants. Indeed, it often emerged how 

some elements could reinforce the idea that the brand is actually 

interested in the causes that embraces and promotes and that thus its 

sustainable and ethical claims are worth being trusted.  

First and foremost, during our interviews emerged the concept of risk 

taking. The more the brand is perceived to be taking a risk in promoting 

their activities and values, the more the consumer is willing to give 

credibility to the brand. “When she started to make public claims, and 

release interviews, even inconvenient ones, about the entire fashion 
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system. She condemned it, she mentioned names of other brands. I 

thought at the very beginning this was extreme, she was putting herself 

against anyone else, but that meant to me that she believed in that.”- 

Aurora.  

Indeed, this risk might either be linked to the brand’s status in the overall 

sector (either luxury and/or fashion) but it is also connected to the 

spokesperson's reputation: “[Talking about Nikki Reed, founder of BaYou] 

she actually models the clothing. She puts her own face on it, which to 

me is very important, as if I am passionate about something, I would put 

my face on it, I won’t use a third party to do so, because I’m scared of 

the outcome, because I strongly believe in it.” – Camilla. 

 

Talking about commitment, also the perception of high dedication has 

been highlighted as fundamental for the trustworthiness of a brand. The 

more a brand is focused on a specific cause, the higher is the perceived 

commitment and thus the level of credibility. This can be seen as a 

spontaneous sacrifice of the company's international growth for the sake 

of a social growth: “The idea of being detached from the idea of growing 

bigger and bigger, exporting the brand, for the sake of a social growth, 

for the sake of the efforts she [Vivienne Westwood] was making to make 

a change” - Elisabetta. Or even, it has been connected to a full 

commitment which is promoted by every member of the company: 

“[Talking about Luxottica] I even read somewhere that employees can 

decide to give a part of their wage to this project, so it is something they 

try to promote as much as possible. And they try to sensitize everyone 

to this topic.” – Anna. 

 

The last element that we observed concerning the perception of 

legitimacy is the positive correlation to long term commitment. As a 

matter of fact, among the activities carried out by a brand, those that 

were mostly associated with the perception of legitimacy in terms of 
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sustainable effort were the ones related to an effort towards long term 

development. This aspect is more strongly related to those ethical causes 

which, for example, were directed to the sustain and development of 

entire communities, nevertheless it applied to the environmental ones as 

well. In particular, the relevance of communities' development was 

mentioned both in relation to the local communities - communities where 

the company is established - and both in relation to third world 

communities. “To me, it is definitely the commitment towards the local 

community. The fact that they create employment, and education; they 

create possibilities for the individuals, and I see that as a really concrete 

effort.” - Anna. 

 

4.2.5 Credibility Issues 

 

The next overarching theme is strongly connected although opposed to 

perception of legitimation and is the credibility issues. If in the previous 

section we highlighted the elements that our interviewees deemed as 

means for developing brand legitimacy, we are now going to observe 

those that undermine its credibility.  

 

 

Figure 23 - Interviewees' engagement in credibility issues 
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Many are the elements that trigger the credibility issue, first among them 

is the perception of instrumentalisation. When it comes to sustainable or 

ethical causes, considering the appeal they have on the customers, it is 

easy for a sceptic consumer to suspect a sort of manipulation of the cause 

to gain favour in the public opinion. Two elements have emerged in our 

interviews, which are deemed to induce customers to fear a hidden 

agenda behind the sustainable activity or support.   

First and foremost is the over-presence of causes supported. When a 

brand supports too many causes without consistency and over-

communicating them, it is easy for a consumer to assume an 

instrumentalization of the brand towards these many popular causes. The 

main fear is that the brand is aiming at an economic return and to gain a 

better opinion in the eyes of its target audience. This was the case for 

one some of our interviewees with respect to the very intense activity 

support of Vivienne Westwood: “I felt like it was too much. This crazy old 

woman marching on the streets, with microphones, and models…she did 

it for real, on a tank. In the centre of London. I thought, okay, how real 

is this and how is this advertising instead.” – Aurora. In this case, even 

if there was scepticism and an element of trigger for the credibility issue, 

our interviewee’s scepticism was won over by another element which led 

her to develop a legitimation towards Vivienne Westwood. 

 

Another major factor that influences the perception of exploitation is 

when a company follows a similar path to previous deceits. That is the 

case when the consumer is previously aware of a previous deceit 

following a corrupted support to a sustainable activity (e.g. the support 

to a certain African community). Following this previous experience, that 

consumer is very likely going to be doubtful towards any similar activities 

for which more proofs of veracity are required to win over the credibility 

issue. “I mean, African countries have always been abused by artists and 
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companies, but the projects often end up being advertising material. I 

really expect all of the luxury brands to go towards this direction [talking 

about sustainability], I see that as the only possible direction. I saw many 

other institutions, and brands taking care of this before, taking care of 

this exploitation.”  - Elisabetta. 

 

Moving forward, another major element that arose from our interviewees 

was the perception of a paradox between low prices brands and 

sustainability. Almost all participants showed at least one time during 

their interviews a mistrust with respect to fast fashion brands (e.g. H&M, 

Zara…). On its own this insight might not seem relevant for our 

dissertation, nevertheless, the reasoning at the base of this perception 

could be useful to validate the patterns that leads to the perception of 

credibility also for luxury brands. The overall thought that emerged in our 

interviews was low price, hence low sustainable standards. Indeed, the 

low price makes the customers think that the production processes are 

of low quality and thus not sustainable: “Fast fashion business is mostly 

anti-sustainable, because it is a fast-fashion, and therefore it is obviously 

hard to produce.” Elisa. We are therefore able to suppose that, on the 

contrary, a high price is directly connected in a consumer’s mind to high-

quality processes and thus sustainable ones - as we have observed in the 

Perception of Legitimacy section. 

 

We have already mentioned this issue briefly but it is necessary to linger 

a bit more on it in given its relevancy for our dissertation. The element 

we are referring to is the millennials’ scepticism. As extensively discussed 

in our theoretical framework, millennials are characterised by a strong 

disbelief towards institutions and companies in general. The same 

element has strongly emerged throughout our interviews and, as we 

could expect, it arose mainly in relation to the credibility issue. 
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Even though scepticism is present and widespread among millennials, we 

were able to observe two different patterns among our participants. On 

one hand, we have those who openly referred to their scepticism, being 

very aware of this characteristic of themselves: “I was sceptical at the 

beginning because I am sceptical towards anything in life, that’s just my 

character.” - Camilla.  On the other hand, we noticed that this feature for 

some of our interviews emerged in their way of approaching the 

credibility issue connected to sustainability.  

 

As a matter of fact, it is in the interest of the brand itself to win over 

scepticism or more in general the credibility issues. This can be overcome 

by applying the elements previously highlighted in the section dedicated 

to the perception of legitimacy. Moreover, one insight that emerged in 

our study was that if communication is well implemented, it can awake 

interest in the millennial consumer. This does not require to persuade 

him to do any specific action: once the interest has been triggered, is the 

consumer himself who looks for more information to win over his 

scepticism and therefore get closer to the brand of interest: “I didn’t have 

any trust issue with BaYou, I mean I was a bit sceptical towards it. I was 

like <<Oh, she’s an actress, what is she doing?>> But then, because of 

my scepticism, I started researching it, and looking at pictures, captions, 

and would be due to links and websites, and you would start looking… 

now I can tell you I’m not sceptical at all, because of the approach, 

because of the way that she has put her own face on the brand itself.” - 

Camilla. 

 

4.2.6 Communication Methods 

 

A useful insight that emerged during our interviews was that some of the 

participants come up with interesting insights and examples of successful 
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communication strategies that they either directly experienced or 

deemed as positive. Overall, we have identified two main guidelines that 

could make the difference when trying to reach for millennials customers. 

 

First of all, the use of visual elements. In order to follow the same rhythm 

of our fast pace environment, we observed that according to our 

interviewees, the best communication method is through the help of 

visual elements such as photos or videos. The reason behind this 

reasoning is that, whereas for an article or a text advert you would need 

to stop and read it, a photo is much more immediate and the customer 

can assimilate the message in much less time. This is even more true 

considering that millennials tend to be exposed to a high amount of 

information, they tend to just assimilate what they are exposed to 

without necessarily reducing their fast-paced way of living. This insight 

can be applied to institutional communications - brand campaigns - but 

also to educational messages - need for sustainability - and even for the 

promotion of sustainable activities - activities communication. “I think all 

these visual and campaigns they do, they all work around the idea of the 

story behind the products that you buy if you look at the video they are 

about their collaborations with this and that persons, and so, and so. [...] 

for example, on their website and social media they have all of these 

videos, people do not really want to read paragraphs and paragraphs 

about sustainability.” – Elisa. 

 

The other insight concerning the positive communication methods 

perceived by our participants is to be direct and close to the 

consumers.  Many of our participants felt that the closer the company is 

to the consumers, the better is the reception of any type of 

communication, brands need to be aware of the existing gap and take 

actions to fill it: “It is necessary to fill this gap between companies and 
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consumers. I guess, If I were a brand, I would focus on activities, I would 

create a direct contact with consumers” – Elisabetta. 

At the same time, they also pointed out the importance of having a direct 

communication towards their target audience in order to assure a better 

perception of their messages as well as a higher probability to be able to 

actually deliver it: “Especially with these new changes and how people 

see the world and specifically millennials see the world. Back in the days 

you used to see the world in your eyes, nowadays you see your life 

through a phone, so it’s really important to have a social media presence, 

so that you capture the millennials attention. [...] I really think that it’s 

really important to actually have a direct dialogue with millennials and 

also people that are more conscious” – Camilla. 
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5. DISCUSSION OF THE RESULTS 
 

The discussion of this project is composed of different sections. In the 

first part, we will relate our findings to the theoretical framework, in order 

to contextualise the validity of our research within the existing literature. 

In the second part, we will discuss our study cases and interviews’ 

findings in order to solve our research questions. The answers to the 

research questions introduced at the beginning of the project will serve 

as both theoretical and managerial implications of our project. In 

particular, the first research question puts the basis for the theoretical 

implications, while the second and third research questions will help us 

understand how these theoretical implications can be managerially 

applied by companies in their strategic communications. 

 

5.1 Discussion of findings in relation to the literature review 

 

The main findings coming from our project are related to the perception 

of legitimacy in the sustainable luxury sector. Even though legitimation 

was widely discussed in the previous literature, mostly in general terms, 

this project could be regarded as the first application of legitimacy to this 

specific industry.  

 

As already seen above, we divided our findings into six main overarching 

themes. Since we partially derived these overarching themes from the 

theories discussed, we can now easily compare our results with those of 

the existing literature to highlight both similarities and differences.  In 

the first part, we will discuss millennials’ perception of luxury as 

compared to the existing theories, whereas, in the second part we will 

finally introduce the legitimation topic in the realm of sustainable luxury. 
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SUSTAINABLE LUXURY AND THE MILLENNIAL CONSUMER 

With regard to luxury consumption in general, through our interviewees’ 

responses, we gathered an understanding of the factors affecting 

millennials’ consumption. In particular, Vigneror and Johnson’s (2004) 

conceptual framework of luxury dimensions motivating consumers was 

partially confirmed. We noticed a recurrent pattern of non-personal and 

personal motivations laying behind the consumption of luxury items.  

 

The most mentioned factor with regard to non-personal dimension of 

consumption was related to high-quality, and the willingness to create a 

long-lasting collection of items, which can be kept over the years. 

Nevertheless, regarding the other two non-personal factors identified by 

Vigneron and Johnson (2004), namely Conspicuousness and Uniqueness, 

consumers showed a tendency to associate them to a rather outdated 

conception of luxury, referring these aspects to both past luxury purchase 

experiences of older generations’ purchase intentions. For what concerns 

the personal oriented dimensions highlighted by Vigneron and Johnson 

(2004) – Recognition of possession as extended self and Hedonic 

pleasure driving from luxury consumption – they still play a major role in 

affecting the consumers’ purchase intentions. In particular, the symbolic 

value of luxury was extremely stressed over the interviews: most of the 

individuals mentioned the brands’ ideologies as a main driver, whether 

that was related or not to ethics and sustainability. So, as expected from 

the very beginning of this research, individuals still use luxury product as 

a way of signalling not their wealth or status, but rather ideologies and 

attitudes. This leads us to a further theoretical confirmation, which is the 

public value of luxury consumption stated by Richins (1994): individuals 

are still taking the society’s perception about themselves into account 

when making a purchase decision, but now the focus is more on the 

intrinsic ideological rather than exclusive value of brands. 
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A second major insight, which confirmed the theory upon which we based 

our research is the actual perception of a democratisation of luxury. Some 

of the interviews, in fact, in giving an explanation of their current 

perception of luxury mentioned the rise of a new form of luxury which 

includes a general increase in engagement in luxury purchase intentions 

among population, as stated by Plażyk (2014) and Fiske & Silverstein 

(2002). The shift perception, which sees the luxury brands’ power 

growing both in financial and ideological terms, fundamentally translated 

into an increase in expectations towards them. As a consequence, just as 

Fiske and Silverstein (2002) highlighted already, the increase in 

awareness and expectations empowers the consumer to the actual 

possibility of shaping the market with his values and ideologies. 

 

In the theoretical framework, we observed how, on one hand, some 

researchers saw a fundamental inconsistency between the concepts of 

sustainability and luxury, while on the other hand, other researchers 

argued a substantial correspondence in core values between the two. As 

already mentioned in the theoretical framework, we started our research 

assuming a hybrid perspective in order to gather unbiased insights in 

relation to this topic. With this regard, our finding can be seen as a 

substantial confirmation of the theories discussing sustainability as an 

intrinsic aspect of luxury, at least from a consumer’s perception 

viewpoint. As Hennings et al. (2013) stated, the essence of luxury per se 

is traditionally based on high-quality, superior standards, high durability 

and deeper value.  As emerged from our findings, first of all consumers 

tend to project a high perception of sustainability to brands they perceive 

as high-quality. It is worth being mentioned that here high-quality is not 

considered as one of the many features of the brand (which would include 

most of the luxury brands in this definition), but rather as the main 

feature driving the brand’s communications and positioning. In particular, 
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their perception with this regard is so strong that they don’t even feel 

need for the brands making sustainable claims to actually trust them, 

given how embedded is the concept in their minds. In addition, when 

discussing their overall perception of sustainability, interviewees clearly 

stated their expectations towards nowadays luxury brands.  

 

We have seen how the concept of sustainability is perceived as ethics for 

some and sustainable consciousness for others, depending on what they 

value as more worth in life: human beings, animals or environment in 

general. Nevertheless, regardless of the meaning they attach to 

sustainability and what they expect it to be, they expressed their 

expectations towards sustainable luxury as the only way they perceive 

luxury to be. Even though sustainability was not mentioned as the 

primary factor affecting the purchase intentions, that is still perceived as 

a necessary aspect of luxury production. luxury brands are hence 

expected to have a moral duty towards the national and international 

markets and communities, both in terms of environmental consciousness 

and ethics. So, as suggested by Kapferer & Michaut-Denizeau (2014), the 

substantial contradiction in statements of sustainable and luxury 

products, especially with regard to the social and economic harmony facet 

of sustainable development was resolved by the consumers themselves 

by attaching to luxury brands a moral duty of long-term and more 

sustainable development. We hence argue that not only luxury and 

sustainability share the same core values, but they are also intrinsically 

connected and somehow consequent one to another in the mind of the 

consumers. Once acknowledged the relevance of the sustainable topic 

within the realm of luxury, it is now necessary to understand the ways 

thorough which conscious consumers attach legitimacy to sustainable 

luxury brands.  
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Before doing that, it is necessary to mention some relevant insights which 

were found in relation to the individuals object of our research, i.e. 

millennial consumers. In particular, in terms of purchase behaviour, what 

clearly emerged is that millennials tend to consume heavily relying on 

the ideological value of their purchase. In fact, many of the interviews 

clearly stated that their engagement in purchase behaviours, especially 

when it comes to luxury, is based on their actual need to show their 

opinion and values. As a consequence, the risk they take in purchasing is 

not economic but rather social and reputational: the behaviour, 

ideologies, values and attitudes of the brand directly shift from the brand 

itself to their selves through the items they purchase. Consequently, as 

already anticipated in the literature review, they tend to be highly 

sceptical towards brands in general, especially when it comes to 

sustainability. What emerged over the project is that their scepticism is 

not relying on actual facts or information gathered, but it is rather a 

default mechanism through which they see and perceive the world. This 

substantial scepticism characterising them is nevertheless accompanied 

by a fundamental optimism towards their future, society in general, 

present and future generations. As a consequence, there is actual space 

for convincing them of the validity and quality of the sustainable activities 

carried out.  

 

As pointed out by William and Page (2011) already, our millennial 

interviewees showed to be particularly aware of their effort towards 

sustainability and their footprint on the environment. Consequently, they 

tend to be pretty conscious consumers: as found in our project, they are 

willing to pay a premium price for more ethical and sustainable products, 

hence a higher price differential (Davis, Lee and Ahonkai 2010) for luxury 

products. Additionally, millennials are highly technologically savvy and 

educated, hence constantly up to date towards both trends and worldwide 

knowledge and information in general. As such, they tend to defeat their 
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scepticism through an active collection of information about both 

companies and institutions if they perceive the cause as worth their 

effort. Their perception of social media as a reliable source of information, 

was confirmed over the interviews. When discussing the ways through 

which they got to know the mentioned brands, many interviewees 

mentioned social media platforms, and admitted that their first 

perception about the brand was immediately biased by the image of the 

brand presented on the social media, both in terms of visual aspects and 

information provided. 

 

We hence argue that these two insights derived from the theoretical 

framework and confirmed over our research: the willingness to pay a high 

price differential and the availability of and willingness to collect 

information, make Davis, Lee and Ahonkai’s (2010) findings about 

sustainable luxury purchase intentions not applicable to millennial 

consumers. Even though the main objective of this research is not 

intended to investigate millennials’ attitude towards sustainable luxury in 

general, we deemed relevant getting an overview of the individuals object 

of our research, and leave open the possibility of a further research in 

this regard. 

 

LEGITIMACY IN THE SUSTAINABLE LUXURY SECTOR 

Given the fundamental novelty of introducing the concept of legitimacy 

in the sustainable luxury sector, it is necessary for us to understand which 

of the theorized legitimacies can be pursued by companies, given the 

current state of luxury and sustainability perception. So, while in 

comparing our findings to the luxury perception theory we aimed at 

highlighting similarities and differences between our research and the 

existing literature, we will here discuss which of the existing theories 
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about legitimacy can be applied to the object of our research, namely the 

sustainable luxury sector. 

 

The concept of legitimacy was widely discussed in general terms. In the 

literature review we gave a thorough explanation of how legitimacy has 

been considered so far. In this section, deriving insights from our 

findings, we will discuss which types of legitimation sustainable luxury 

brands are allowed to pursue, according to what currently is the 

consumers’ perception. 

 

The first major distinction in the realm of legitimacy was already 

described as that between individual and social dimensions of 

legitimacies. First of all, individuals (consumers in our case), tend to 

attach to situations, phenomena and institutions meanings that make 

sense in their personal sphere of existence. In this sense, pragmatic 

legitimacy is triggered when individuals feel that an organisation is 

fulfilling one of their needs. In the theoretical framework, we presented 

the example of fast fashion industry, and how this fulfils the consumer’s 

need for affordable fashion. In the case of sustainable luxury, the need 

to fulfil is quite opposite: in fact, we can argue that in this case 

pragmatical legitimacy is achieved when brands manage to provide the 

consumer with the possibility of doing something good for the planet 

while consuming, even a luxury item. Our interviewees clearly showed 

their acknowledgement of not doing enough for the sake of sustainability 

and willingness to do something more when they are given the possibility 

to do so. Hence, pragmatical legitimacy stems from giving this possibility 

to the consumers. 

 

Relational legitimacy on the other hand, serves the social sphere of 

consumption, and gives consumers the possibility to acquire respect, 

dignity and status within their social group (Tost, 2011). Just similarly to 
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what happened for luxury brands in general, relational legitimacy in the 

realm of sustainable luxury is triggered when consumers can embody and 

show their personal values by wearing a brand which is sharing the same 

values as them. As already highlighted in the findings, many interviewees 

showed their willingness to show their opinions and ideologies through 

their consumption, stressing the relevance of other people’s opinion 

about their purchase behaviour. In this sense, relational legitimacy can 

be obtained by enabling consumers to make an ideological statement 

about themselves to others. 

 

The second cluster refers to the socially constructed perception of 

legitimacies, hence belonging to shared social norms and beliefs. As we 

will later further explain, the findings related to these specific legitimacies 

have to be intended only for individuals currently engaged in luxury 

consumption behaviours, i.e. users of the product category. We here 

assume that the same research conducted among non-users of luxury 

products would lead to completely different insights, hence to a 

completely different application of legitimacies to the sector. 

 

Cognitive legitimacy results from a feeling of taken-for-grantedness 

individuals have towards organisations (Kates, 2004). In our case, 

sustainable luxury tends to be a rather new construct in the mind of 

consumers. As emerged during our interviews, individuals still have really 

strong in their minds the perception of luxury as a mean to show off a 

status of wealth and exclusivity, even without sharing this value. We can 

hence argue that not only sustainable luxury is far from attaining a form 

of cognitive legitimacy, but sustainable luxury has to overcome the 

obstacle deriving from the cognitive legitimacy held by the luxury sector 

in general. 
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Regulative legitimacy, defined as the degree to which the industry 

conforms to the existing rules and regulations, could hardly be applied in 

this context, given the perception of a lack of regulation with regard to 

luxury production. Some of the interviewees, in fact, mentioned their 

scepticism towards an actual control from the authority, or in general any 

governmental institution, over the companies’ production. Furthermore, 

none of the interviewees mentioned authorities control and existing 

regulations as a factor affecting their perception of credibility towards the 

sustainable activities carried out and claimed by brands. 

 

Moral legitimacy, on the other hand, might result as the major struggle 

for sustainable luxury brands to attain. That stems from the individual 

perception that an entity is actually doing something morally or ethically 

good. The perception of moral and ethics is highly socially embedded, 

hence luxury brands’ challenge consists in convincing their audience that 

the claims they make about their sustainable activities are genuine and 

socially desirable. During our interviews, a common pattern in the rise of 

credibility issues towards sustainable brands emerged, namely a 

perception of instrumentalisation of ethical and sustainability issues for 

the sake of brand promotion. In addition, we observed a generalised 

scepticism from millennial consumers towards sustainable luxury brands 

which necessarily undermines and biases the process of moral 

judgement. 

 

Following the judgement formation process conceptualised by Tost 

(2011), and combining the insights collected in our research, we argue 

that the consumers’ evaluation of the brands tends to be rather passive 

in the majority of the cases, relying on the validity cues of endorsement 

and fulfilment of expectations. In particular, endorsement here is 

intended in relation to public figures with a high involvement to the brand, 

which serves as a warranty of trustworthiness to the entire company. 
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Whereas, with regard to the fulfilment of expectations, it clearly emerged 

from the interviews how consumers are increasingly raising their 

expectations for a more sustainable luxury, by even attaching a moral 

duty to companies towards national and international communities. 

Another relevant finding has to be related to the concept of transparency, 

which is not involved in the passive mode of judgement formation 

process, but considered as necessary in the evaluative mode. In fact, 

consumers, when deciding to take a further effort to evaluate the 

legitimacy of sustainable luxury brands, expect the brands to have a fair 

and transparent approach towards the activity they communicate and 

promote. 

 

Worth being noticed, is the fact that our research was carried out only 

among current users of the luxury sector, i.e. consumers engaged in 

luxury purchase behaviours, even though to different extents. As 

Humpreys and LaTour (2013) pointed out in their research, legitimacy is 

not only gained in the eyes of users of a specific service or sector, but 

even in the eyes of non-users. As a consequence, to have a complete and 

thorough understanding of the patterns which lead to legitimacy for the 

sustainable luxury sector, a further research carried out among non-users 

would be necessary, especially taking into account the high social 

symbolic value embodied in the luxury consumption. 

 

5.2 Highlight of findings in relation to the research questions 

 

At the beginning of this project, we divided the aim of our research into 

three major research questions. In this part of the discussion, we will 

highlight and organise our major findings in order to solve them. The 

answer to the first question will serve as theoretical implication of our 

research, whereas in the second and third answers we will discuss the 
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managerial implications of the research, using insights coming from both 

the interviews and the study cases to analyse which aspects of the 

communications positively affect the perception of legitimacy of the 

consumers. 

 

How do millennial consumers come up with a perception of credibility 

towards sustainable luxury brands? 

 

We have seen how the major challenge of sustainable luxury brands has 

to be found in attaining a high degree of moral legitimacy so to make it 

easier for consumers to come up with a pragmatical and relational 

legitimacy (Suchman, 1995). Since consumers tend to save cognitive 

energy in their judgement process towards entities, the most common 

mode of evaluation is the passive one. Consequently, validity cues 

become the most relevant means through which legitimacy is delivered 

to the consumers. Therefore, the focus of this question easily shifts 

towards the aspects of communications, which were found to serve as 

validity cues for moral legitimacy in the sustainable luxury realm. 

Fundamentally, in order for consumers to get to trust a sustainable luxury 

brand, it is necessary that they perceive the interest towards 

sustainability as authentic and genuine, i.e. they need to perceive that 

brand actually cares for the cause they support. This perception of 

genuineness and actual care moves through two main patterns, i.e. 

endorsement and effort towards long-term development (whether that is 

related to ethics or sustainability). 

 

Endorsement is justified by the relative easiness to trust a person rather 

than an organisation. In fact, ascribing credibility to a single individual 

rather than to a sum of processes and interests (i.e. companies) was 

observed to be noticeably easier for consumers. In particular, this 

credibility is directly related to a perception of genuineness and 
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authenticity of the individual commitment itself. Substantially, the 

consumer has to perceive that the endorser is taking a risk in committing 

to a specific cause, specifically related to reputation. In other words, the 

more consumers have a perception that the endorser is investing his 

reputation to the support of a cause, the more genuine the effort will be 

likely to be perceived. Worth being mentioned is that this form of 

endorsement is different from the more common celebrity endorsement. 

While in the case of celebrity endorsement brands take advantage of the 

image of an individual to attain lustre and prestige, the form of 

endorsement here presented is more related to the individual’s 

engagement in the support of sustainable causes and the reputational 

risk undertaken in doing it. 

 

On the other hand, the perception of a long-term effort has to be ascribed 

to the expectations consumers have towards sustainable luxury brands: 

the more they perceive their expectations fulfilled, i.e. the more they 

perceive brands to adhere to their moral duty towards national and 

international communities, the more likely they will get to trust them. 

Figure 24 shows this process thoroughly, showing how validity cues lead 

to the actual perception of moral legitimacy. 
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Figure 24 - Passive mode of judgement formation process for sustainable luxury brands 

 

Which factors of the strategic communications of the brands positively 

affect the consumers’ attitude towards the brand? 

 

Following the pattern presented in the previous paragraph, and 

combining its implications with the results observed in the study cases, 

we can easily identify how these validity cues were embedded in the 

communication strategy by brands and hence which are the factors of the 

strategic communication positively affecting the attitude towards the 

brand. 

 

Vivienne Westwood and Stella McCartney, as observed, always acted as 

main spoke-persons of their brands, by embedding their own values in 

the companies themselves. From a communication strategy perspective, 

this was clearly shown by talking on the behalf of the company in many 

occasions and always being on the forefront of their brands’ social media 

pages and communications channels in general. Furthermore, most of 

the brands mentioned over our interviews, reflect the same brand image, 
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featuring an endorser, which serves as a warranty of credibility for the 

company. 

 

The aspect of effort towards long-term development was integrated in 

the communication strategies through all those initiatives and activities 

that we ascribed to the environmental and social activism of the two 

brands. In fact, the educational purposes of the activities, not necessarily 

related to the core business of the company, were perceived by the 

consumers as a fulfilment to their expectations of moral duties of the 

brands. In particular, worth being mentioned is that what emerged to be 

the triggering factor from the interviews was not the content of the actual 

activities carried out, but rather the way through which they promoted 

them: instead of focusing on the actual brand’s engagement, the 

initiatives were perceived to be focused on the object of the support. 

 

A relevant aspect that emerged during the study cases is the integration 

of transparency within the communication strategies, as carried on by 

Stella McCartney. It was observed, over the interviews, that this 

engagement in transparency is only needed in the evaluative process of 

legitimation formation, hence that consumers recur to it only when they 

want to validate or question their perceptions about the brand. 

 

Summing up, to answer our original question, the two factors of the 

communication strategy positively affecting the attitudes of consumers 

towards sustainable luxury brands are personification of the brands, or 

endorsement, and activism, as it was explained in our case study section. 
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How can sustainable luxury brands improve their communication 

strategies for the sake of legitimacy? 

 

Comparing the findings derived from the case studies to those emerged 

in the interviews, we came up with four fundamental aspects which we 

argue to be necessary for luxury brands to improve the perception of 

moral legitimacy in the minds of the consumer. 

 

As highlighted and already discussed in the theoretical implications, the 

endorsement is necessary to improve the perception that the brand 

genuinely and authentically cares for the supported cause, and enhances 

this process by shifting the object of legitimacy from the company to the 

individual. The expectations of the consumers are easily fulfilled by 

stressing the relevance of the educational element in the brand’s 

institutional campaigns, if possible engaging in a form of activism that 

does not relate too heavily to the core business of the company, so that 

the perception of instrumentalisation is discouraged. 

 

A factor that clearly emerged from the interviews is the need for 

proximity and closeness, which translates into an urge for the brands to 

engage in a direct, clear and constant dialogue with the consumers. In 

this sense, a crucial role is played by social media, as already stated in 

the theoretical framework and validated by both case studies and 

interviews.  

 

Lastly, in terms of language, the visual elements tend to be perceived as 

the best way to effectively communicate to the consumer, especially in 

the fast-paced context in which the communication takes place. In 

particular, interviewees talked, both directly and indirectly, about the 

effectiveness of videos and photos in priming concepts and contents in 
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their memories, in relation to both the promotional and educational 

aspects of communications. 

 

Overall, we argue that the integration of these four elements, namely 

endorsement, activism, proximity and visual elements would improve the 

perception of legitimacy in the consumers’ minds. 
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6. CONCLUSIONS 
 

This project started with an acknowledgment of shift in the consumers’ 

attitudes and purchase behaviours in a broad sense. The power of 

sustainability and sustainable claims in general strongly increased over 

the last decades, setting new rules in the market, and forcing entire 

industries to massively adapt their production processes to this new 

trend. Nevertheless, the concept of sustainability represents a huge 

threat to companies and brands, in terms of legitimation. In fact, given 

the high amount information provided and the historical context in which 

we are living, consumers tend to be highly sceptical. This is true in 

particular when it comes to ethics and sustainability and especially when 

these concepts get associated with the realm of profit sector.  

Hence, our research started with the clear aim of unveiling how 

consumers come up with a perception of legitimacy towards sustainable 

luxury brands, and which factors of the communication strategies 

influence the most this perception. As a consequence, we set the focus 

of our project on the sole perception, i.e. not including rhetorical 

discussions about the actual sustainability of the processes and the 

selection of materials. 

 

In the first part of the thesis, we got a thorough overview of the current 

academic knowledge surrounding the elements involved in our research: 

consumers’ attitudes towards sustainable luxury, millennials’ consumers 

and perception of legitimation. With regard to the first pillar of our 

theoretical background, we highlighted how researchers have been 

disagreeing about the actual perception of sustainable luxury and, above 

all about the relevance sustainability has within the realm of luxury in the 

mind of consumers. Secondly, we collected the existing knowledge 

surrounding millennial generation and its approach to consumption. 

Nevertheless, we noticed a substantial lack of research with regard to 
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millennials’ attitude towards luxury consumption, which brought us to 

delve more in depth in this regard over the interviews, with the aim of 

being able to better contextualise our findings. Lastly, the third part of 

the theoretical framework collected the relevant existing theory built 

upon the concept of legitimation and its managerial implications: we only 

collected and presented those discussed forms of legitimacy which could 

have been relevant in relation to the sector we were investigating. 

 

The second part of this project was represented by the actual data 

collecting. For the sake of the aim, we decided to carry out two parallel 

forms of data collection: case studies, to understand how successful 

luxury brands are approaching communications, and interviews, to 

actually understand which is the consumers’ perception surrounding this 

topic. In the first part, we analysed and compared the two case studies’ 

communication strategies, highlighting substantial differences in the way 

they approach their consumers, mainly related to the way they treat and 

embed transparency. This first findings served as a hint to further 

investigate which is the role of transparency in the judgement formation 

process leading to the perception of legitimacy. Besides this major 

difference, the two brands were observed to carry out a substantial 

similar communication strategy, giving a high visibility to the causes 

supported and to the sensitisation of consumers to environmental and 

ethical issues they are fighting for. In this sense, we defined the kind of 

communication implemented as a sort of activism, both social and 

environmental. 

 

Following, the analysis collected all the insights necessary to actually 

understand the mental processes, both conscious and subconscious 

consumers undertake to come up with a perception of legitimacy. As 

above mentioned, we collected and clustered insights not only related to 

perception of legitimacy, but substantially related to every aspect of 
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luxury and consumption which was relevant for the sake of our 

exploratory research, especially considered a lack of actual research 

about the millennials’ approach to luxury consumption. 

 

In the third part, we discussed and compared the findings gathered 

through case studies and interviews in order to finally get a thorough 

understanding of the perception of consumers with regard to sustainable 

luxury brands. More specifically, the interviews lead us to understand the 

actual mental process undertaken by the consumers, whereas the case 

studies helped us in applying these theoretical implications to a more 

practical communication strategy. Substantially, the theoretical findings 

of this thesis were necessary for us to understand the mental process 

which lead to the actual perception of brands in the mind of consumers, 

hence to come up with managerial implications for sustainable luxury 

brands. 

 

The major finding of this project has to be found in the elaboration of the 

passive mode of judgement formation for moral legitimacy of the 

consumers. It clearly emerged over the observation how endorsement 

and perception of an effort towards a long-term development are likely 

to increase the  perception of credibility and trustworthiness of the 

brands. Considering that this process is strictly connected to millennials’ 

fundamental scepticism, the findings emerged through our analysis apply 

mainly to millennials consumers. Nevertheless, we are not able to exclude 

that our final strategic suggestions could not positively affect other target 

groups as well. The reason for this is that this project can be considered 

as the first application of managerial legitimation theories to the 

sustainable luxury sector, specifically focused on millennial consumers. 
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7. LIMITATIONS AND FURTHER RESEARCH 
 

As already mentioned in the introduction, this project can be considered 

as the first application of the legitimacy theory to the sustainable luxury 

sector. In particular, the theoretical implications of this research led to 

some highly specific yet necessary insights to the managerial implications 

for luxury brands to enhance their legitimacy in the eyes of consumer 

with regard to their sustainability claims. 

 

A major limitation of this research project has to be found in the nature 

of methodology adopted. In fact, focus group could have led us to a 

further understanding of the social and interactional aspect of the 

phenomenon investigated, namely the relevance of peer biases upon the 

perception of legitimacy of sustainable luxury brands, especially in 

relation to the consumers object of our research – millennial consumers. 

 

In addition, the second limitation, which implicitly suggests the possibility 

of a further research, is related to the selection of participants. In fact, 

legitimation is not only attained in the eyes of users of a specific product 

category but also, and especially, in the eyes of non-users. Given the 

highly managerial relevance of this project, we selected our interviewees 

on the basis of their engagement in luxury purchase. Nevertheless, to 

attain a thorough understanding of the perception of legitimacy with 

respect to entire sustainable luxury sector, a further research carried out 

among non-users would be suggested. 
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speak at University of Cumbria. 

   https://www.cumbria.ac.uk/about/news/articles/articles/iconic-

fashion-designer-and-environmental-activist-to-speak-at-university-of-

cumbria.php 

20MarieClaire.co.uk, THIS Is Why Vivienne Westwood Is The Most 

Inspiring Woman In Fashion. 

   http://www.marieclaire.co.uk/fashion/this-is-why-vivienne-westwood-

is-the-most-inspiring-woman-in-fashion-108299 
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APPENDIX 1 
 
Vigneron and Johnson Conceptual Framework 

 

(Vigneron & Johnson, 2004) 
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APPENDIX 2 
 
Strauss and Howe’s theory of cyclic generations 
 

 

(Strauss & Howe, 1997) 
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APPENDIX 3 
 

Adjectives most used by millennials to define themselves 
 

 

(Marketing to older and younger millennials, 2017) 
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APPENDIX 4 
 

Posts collected and analysed for Stella McCartney case study 
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APPENDIX 5 
 

Posts collected and analysed for Vivienne Westwood case study 
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APPENDIX 6 
 
List of planned and prompt questions 
 

INTRODUCTORY QUESTIONS 

• What’s your name and please do a little description of yourself and 

what you do. 

• What is Luxury according to you? 

• How often do you buy products from Luxury brands? on which 

elements you base your choice? 

• How would you define sustainability and luxury? 

• How relevant is sustainability in your day to day life? make an 

example of choice you made that you deem to be sustainable / 

ethical 

GRAND TOUR QUESTIONS 

• Is there a luxury brand you consider as particularly sustainable and 

for such a reason you are particularly attached to? 

• How did you discover this brand? 

• Why do you trust this brand? 

• Why you deem the activities that this brand does as reliable in 

terms of sustainability and ethic? 

• How would you define your relationship with this brand? 

PROMPT QUESTIONS 

• If I asked you to mention some of the sustainable activities carried 

on by this brand, what would you mention? 

• why in particular you have liked this activity?  
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• If you had to communicate this to your friends, how would you 

proceed? Which communication tools do you think would be more 

efficient? 

• Did you ever have any credibility issue with this brand? Was there 

a trigger for you to eventually question the credibility of the brand? 
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APPENDIX 7  
 
Stella McCartney clustering process  
 

# Date Communication activity Cause Supported 

Objective of the 

communication 

activity 

1 12/08/2017 Cause Support Animal Welfare Educational 

2 04/08/2017 Cause Support Animal Welfare 

Celebrity 

Endorsement  

/Informative 

3 04/08/2017 Cause Support Animal Welfare 

Celebrity 

Endorsement 

/Informative 

4 04/08/2017 Cause Support Animal Welfare 

Celebrity 

Endorsement 

/Informative 

5 02/08/2017 Cause Support Animal Welfare 

Celebrity 

Endorsement 

/Informative 

6 31/07/2017 Cause Support Animal Welfare Educational 

7 31/07/2017 Cause Support Animal Welfare Educational 

8 31/07/2017 Cause Support Animal Welfare Educational 

9 20/07/2017 Disclosure about R&D Animal Welfare Informative 

10 20/07/2017 Disclosure about R&D Animal Welfare Informative 

11 20/07/2017 Disclosure about R&D Animal Welfare Informative 

12 20/07/2017 Anti-Waste Campaign Environmental Issue Branding/Educational 

13 19/07/2017 Anti-Waste Campaign Environmental Issue Branding/Educational 

14 18/07/2017 Anti-Waste Campaign Environmental Issue Branding/Educational 

15 18/07/2017 Anti-Waste Campaign Environmental Issue Branding/Educational 

16 17/07/2017 Transparency/Products promotion Animal Welfare Branding 

17 20/06/2017 Product promotion 

Sustainable topic embedded in 

deisgn Branding 

18 20/06/2017 Disclosure about R&D Environmental Issue Informative 

19 20/06/2017 Product promotion 

Sustainable topic embedded in 

deisgn Branding 

20 19/06/2017 Cause Support Charity and Filantropy Informative 

21 19/06/2017 Cause Support Animal Welfare Informative 

22 13/06/2017 Disclosure about R&D Environmental Issue Informative 

23 13/06/2017 Disclosure about R&D Environmental Issue Informative 
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24 08/06/2017 Cause Support Oceans Educational 

25 07/06/2017 Cause Support Oceans Educational 

26 07/06/2017 Cause Support Oceans Informative 

27 07/06/2017 Cause Support Oceans Informative 

28 07/06/2017 Disclosure about R&D Oceans Informative 

29 07/06/2017 Cause Support Oceans Educational 

30 27/05/2017 Transparency/Products promotion Animal Welfare Informative 

31 25/05/2017 Transparency/Products promotion Animal Welfare Informative 

32 18/05/2017 Transparency/Products promotion Animal Welfare Informative 

33 24/04/2017 CleverCare Series Environmental Issue 

Involving 

consumer/Educational 

34 22/04/2017 CleverCare Series Environmental Issue 

Involving 

consumer/Educational 

35 20/04/2017 Transparency/Products promotion Animal Welfare Informative 

36 19/04/2017 CleverCare Series Environmental Issue 

Involving 

consumer/Educational 

37 13/04/2017 Transparency/Products promotion Animal Welfare Informative 

38 13/04/2017 CleverCare Series Environmental Issue 

Involving 

consumer/Educational 

39 11/04/2017 Cause Support Environmental Issue Informative 

40 10/04/2017 CleverCare Series Environmental Issue 

Involving 

consumer/Educational 

41 09/04/2017 Transparency/Products promotion Environmental Issue Informative 

42 28/03/2017 Transparency/Products promotion Environmental Issue Informative 

43 28/03/2017 Transparency/Products promotion Animal Welfare Informative 

44 27/03/2017 Transparency/Products promotion Environmental Issue Informative 

45 22/03/2017 Cause Support Environmental Issue Educational 

46 19/03/2017 Transparency/Products promotion Animal Welfare Informative 

47 15/03/2017 Transparency/Products promotion Environmental Issue Informative 

48 01/03/2017 Transparency/Products promotion Animal Welfare Informative 

49 26/02/2017 Transparency/Products promotion Environmental Issue Informative 

50 20/02/2017 Transparency/Products promotion Animal Welfare Informative 

51 16/02/2017 Transparency/Products promotion Environmental Issue Informative 

52 15/02/2017 Transparency/Products promotion Animal Welfare Informative 
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APPENDIX 8 
 

Vivienne Westwood clustering process 
 

# Date Communication activity Cause Supported 

Objective of the 

communication 

activity Ideology 

1 13/08/2016 VWCards Campaign 

Indvidual  

empowerment 

Interaction  

w/consumer Social Activism 

2 08/08/2016 Cause support Oceans Educational Environmental Activism 

3 07/08/2016 VWCards Campaign 

Freedom of 

thought Interaction w/consumer Social Activism 

4 31/07/2017 VWCards Campaign 

Freedom of 

thought Interaction w/consumer Social Activism 

5 28/07/2017 VWCards Campaign Environment Interaction w/consumer Social Activism 

        Educational Environmental Activism 

6 26/07/2017 VWCards Campaign 

Freedom of 

Sexual 

orientation Empowering Social Activism 

7 17/07/2017 VWCards Campaign 

Campaign 

release Interaction w/consumer Social Activism 

8 13/07/2017 VWCards Campaign 

Campaign 

release Interaction w/consumer Social Activism 

9 20/06/2017 Provoking talks Sustainability Educational Social Activism 

10 06/06/2017 Cause support 

Ecotricity - green 

energy Educational Environmental Activism 

11 06/06/2017 VWCards Campaign 

Freedom of 

thought Interaction w/consumer Social Activism 

12 31/05/2017 VWCards Campaign 

Freedom of 

thought Interaction w/consumer Social Activism 

13 30/05/2017 Cause support Oceans Educational Environmental Activism 

14 25/05/2017 Cause support Artisanal fashion Informative Social Activism 

15 22/05/2017 Cause support Artisanal fashion Informative Social Activism 

16 19/05/2017 Cause support Call 2 vote Educational Social Activism 

17 15/05/2017 Cause support 

Ecotricity - green 

energy Educational Environmental Activism 

18 15/05/2017 Cause support Artisanal fashion Informative Social Activism 

19 15/05/2017 VWCards Campaign 

Freedom of 

thought Interaction w/consumer Social Activism 
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20 10/05/2017 Award 

Charity and 

filantropy Branding Social Activism 

21 26/04/2017 Cause support Greenpeace Celebrity Endorsement Environmental Activism 

22 24/04/2017 Cause support Power of Water Educational Environmental Activism 

23 22/04/2017 Cause support Power of Water Educational Environmental Activism 

24 19/04/2017 Cause support Deforestation Educational Environmental Activism 

25 18/04/2017 Cause support Sustainability Educational Environmental Activism 

26 10/04/2017 Cause support Solar Panels Educational Environmental Activism 

27 07/04/2017 Products benefits 

Sustainable 

products Celebrity Endorsement Environmental Activism 

28 04/04/2017 Cause support Green Energy Educational Environmental Activism 

29 31/03/2017 Cause support Sustainability Educational Environmental Activism 

30 21/03/2017 Cause support Oceans Informative Environmental Activism 

31 17/03/2017 Cause support Sustainability Educational Environmental Activism 

32 14/03/2017 Cause support Refugees Crisis Informative Social Activism 

33 25/02/2017 Products Design Green Design Informative Environmental Activism 

34 20/02/2017 Cause support Green Energy Celebrity Endorsement Environmental Activism 

35 20/02/2017 Cause support Green Energy Celebrity Endorsement Environmental Activism 

36 18/02/2017 Cause support 

Ecotricity - green 

energy Interaction w/consumer Environmental Activism 

37 03/02/2017 Cause support 

African 

communities 

Support Informative Social Activism 

38 20/01/2017 Cause support Sustainability Celebrity Endorsement Environmental Activism 

39 11/01/2017 Cause support Call 2 vote Educational Social Activism 

40           

41 07/01/2017 Cause support Green Energy Informative Environmental Activism 

42 08/12/2016 Cause support 

Ecotricity - green 

energy Educational Environmental Activism 

43 05/12/2016 Cause support Green Economy Educational Social Activism 

44 24/11/2016 Cause support 

African 

communities 

Support Informative Social Activism 

      Artisanal fashion Informative Social Activism 

45 22/11/2016 Cause support Green Economy Celebrity Endorsement Environmental Activism 

46 26/10/2016 Cause support Handicraft Informative Social Activism 

47 17/10/2016 Get a Life Book Handicraft Informative Social Activism 
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48 14/10/2016 Get a Life Book Handicraft Informative Social Activism 

49 13/10/2016 Get a Life Book Handicraft Informative Social Activism 

50 13/10/2016 Get a Life Book Handicraft Informative Social Activism 

51 13/10/2016 Get a Life Book Handicraft Informative Social Activism 

52 11/10/2016 Get a Life Book Handicraft Informative Social Activism 

53 21/09/2016 Cause support 

Charity and 

filantropy Interaction w/consumer   

54 08/09/2017 Cause support Sustainability Repositioning sustainability Environmental Activism 

55 04/09/2017 Cause support Animal Welfare Educational Environmental Activism 

56 25/08/2017 Cause support Sustainability Repositioning sustainability Environmental Activism 
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APPENDIX 9 
 

Transcription of the interviews 
 

Anna 
 

Can I ask you your name and a little description of yourself? 

 

My name is Anna, I am 24 years old. I am about to graduate at the Esade University in 

Barcelona, I studied International Management. I studied in Spain and worked in France. 

I often happened to deal with sustainability, and sustainable development in general, 

especially when I was working in France, since I was interning at Unesco. Basically, this 

was at the centre of my job there. Then, even in Spain, during my master, I studied a 

lot about Corporate Social Responsability in general.  

 

What are luxury brands according to you? What do they mean to you? 

 

Obviously, there is according to me a social dimension in the luxury consumption. It is 

not about the object itself but it is more about what that represents. Even the fact that 

just one social class can afford to buy that, that is why it is not really about the item… 

And the more the object is differentiated from the mass products, even just in terms of 

complex design, not completely understandable, I think the buyers do not really 

appreciate the taste, it is just about the willingness to own something special. So, I 

think that is mainly about exclusivity, social exclusivity.  

 

And how often do you purchase luxury products? 

 

Well, actually, in the past, not that much. Especially when I was a teenager. Just 

because I was not interested in that, I was younger and I was living in a smaller social 

context. It didn’t really matter whether or not you would buy luxury products. Recently, 

it happened more, maybe a couple of times per year. 

 

So if you could buy luxury brand on a regular base, which would the factors affecting 

your choice be? 

 

Well, in the past, it was really about the product itself. I liked the product, and I bought 

it. It was really about the aesthetic of the items. Recently, I care about something else: 

like the philosophy, for example. I like wearing products of brands whose ideology I 

share somehow. Something which shows my ideology to the others. I like sharing my 

opinion through what I wear.  
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How would you define sustainability in the luxury sector? How do you see that 

happening? 

 

I think everything should happen at the same time. The public discourse about 

sustainability started years ago now, maybe twenty… 

But now, over last very few years, they are getting a higher relevance. I think it is 

related to the societal change we assisted, because of the economic crisis for example. 

It happened on a worldwide level, so what I expect from luxury is that… While before, 

it used to be associated to exclusivity and wealth, showing off to those who could not 

afford it, I think this would be disrespectful now. The poverty issue is growing bigger 

and bigger, and the gap is growing bigger and bigger.  

So I think that is really about respect. And luxury brands play a big role in this. Of 

course, we cannot expect everyone to afford luxury, but we could expect respect by 

giving something back to society. This is what is extremely important today in my 

opinion. 

 

So I guess, the ethical discourse is included in that of sustainability to you. 

 

Yeah, definitely. When we talk about sustainability we usually talk about the 

environment, which is an extremely relevant issue, obviously. Especially since 

companies are the main responsible for this, so they have the possibility to make an 

impact. But besides that, there is a human dimension, they are stakeholders, we are. 

Even the communities, the individuals in general, they come first somehow.  

 

How do you live sustainability in your daily life? 

 

Well, from the small things. When I go to the supermarket for example… recently I am 

really annoyed by the extremely industrial products, also because I like eating well. So, 

I do not like industrial products, but not because they are made by multi-national 

companies. Actually, there are many multi-national companies producing biological 

food. But I prefer natural products, with genuine ingredients, especially because food is 

the thing I consume the most. So yeah, I definitely take care of it. When it comes to 

luxury.. Well.. It depends on what you think about. If we just talk about fashion, you 

have to include the economic issue. For how contrary I could be to some companies, 

like fast fashion chains, there are other factors involved. Yet, I do not buy that much 

from fast fashion shops. I prefer to buy a few clothes, which can last longer. Like Max 

Mara for example. I am really proud of my being Italian for example, so I like to buy 

Italian products… I buy Max Mara a lot cause I like what it stands for.. the Italian 

authenticity, it’s genuine. I like the style, I like to represent this around the world.  

 

Is there a luxury brand you consider as particularly sustainable? 

 

Can I say more?  

 

Of course… 
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I have been working on this topic a lot recently, so I can think about many of them… 

Like Victoria, for example, even making low prices sneakers, they manage to stay 

sustainable. Or TOMS for example, for every shoe you buy they plant a tree. There are 

definitely many of them. In Italy, there are many of them as well, like Brunello Cucinelli. 

They invest a lot in the community they live in, which I believe to be somehow the 

meaning of sustainability itself. Or the Cotonificio Albini, for example. They trigger this 

economic growth, which involves the entire area, and the entire community can benefit 

from this spill-over effect. This local economic growth is something I really appreciate 

even about the brand I want to talk about, Luxottica. I think it is an excellent example. 

On the one hand, they really improved the local economy. All of the citizens in the area 

would tell you that they benefited somehow of the existence of the brand. They are 

extremely proud of it. Even in schools, there are many schools which are focused in the 

production of lens (ndr, the main activities of Luxottica). The possibility to create 

employment, education, I really appreciate it. So on the one hand, the high interest in 

the local community, which is something necessary in my opinion, on the other hand, 

as a multinational company, they decided to export this sense of sustainability even 

abroad, in the rest of the world. They have for example the project One sight. They try 

to make sight possible even for those who cannot afford the cures. Maybe we do not 

have this problem in Italy, but it exists elsewhere. And this is where they operate. They 

have doctors, sent there, in the third world countries. And I even read somewhere that 

employees can decide to give a part of their wage to this project, so it is something they 

try to promote as much as possible. And they try to sensitize everyone to this topic. 

Furthermore, when I was working at UNESCO, and I was working on the 2030 Agenda 

for the Durable Development, which was aimed at having private companies engaged 

in the sustainable development topic. There I got to know that Luxottica actively took 

part to this Agenda, and they are trying their best to stick to this.  

 

How did you discover this brand? Which is the first memory you have about it. 

 

I mean… I am Italian and that would impossible for me not to know it. No, I am joking, 

it is because I wear glasses, and I had Luxottica glasses for some years now. I have 

been wearing glasses since when I was a child.  

 

So, if I asked you to define the relationship you have with this brand what would you 

tell me? 

 

I have been wearing glasses since when I was 4, and I was really uncomfortable with 

this. Now everyone is wearing them, but it’s not easy to grow up being the only child 

with glasses. I was the “kid with glasses” to everyone else basically. […] 

And something I really loved, were these Ray Ban glasses, produced by Luxottica, 

without mask. They were completely invisible, and that was a complete revolution to 

me. It was like finally I wasn’t wearing glasses any more. That was a complete 

innovation, in general and to me. That improved my life, for how superficial this could 

seem. I am very grateful to this brand. […] 

 

How did you get to trust this brand? In relation to their sustainable claims? 
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The fact that it is really genuine. If you are a nice person, this conveys into everything 

you do. So, the fact that it was a solid brand, with strong principles at the basis, genuine 

principles. Like their being Italian, I am not talking about patriotism here, don’t get me 

wrong. It is just that being Italian means something in the luxury sector: high quality, 

innovation, curiosity, creativity. The fact that it was so authentic, and they started as a 

really simple company, in this small town of Italy, then they expanded abroad. They do 

their job well, and the better they do it, the more they expand. So, in general, this is 

why I got to trust them. Then, while working at UNESCO, I got to know that they were 

really being transparent and active in doing what they say to do. That reinforced my 

opinion. Even when I was working on CSR projects... you know, this sustainability thing 

now is a sort of a trend… and in the last ten years the crisis got really serious… I just 

realised respect was something really important to me, even from companies to the 

society. 

 

If I asked you to mention some of the sustainable activities carried on by this brand, 

what would you mention? 

 

To me, it is definitely the commitment towards the local community… The fact that they 

create employment, and education… They create possibilities for the individuals. And I 

see that as a really concrete effort. Many are talking about these massive projects in 

the underdeveloped countries, but what do they do for the local communities?  

Besides that, even the Onesight project. You know, I think this is necessary to them. 

Being them worldwide leaders in the glasses production, they have a duty towards 

international community. It is right they care of providing optical cures to those who 

cannot afford it.  

 

Was there a trigger for you to ever question the credibility of the brand? 

 

So far no, honestly speaking. There was nothing which did not really convince me. 

 

Can you think about any other luxury brand you don’t really feel like trusting? 

 

I would mention the fast fashion industry honestly, even though they are not luxury 

brands. I mean they were good from a managerial perspective. They understood the 

necessity of consumers: they exploited the constant needs of consumers, especially in 

our society, and they capitalized on this. But we are talking about managerial 

excellences. But they promoted wrong ideals… Even though Zara made an effort toward 

the promotion of sustainability, it wouldn’t be credible. It has been promoting from the 

very beginning the necessity to constantly buy, they told us to buy new clothes every 

week. I don’t like Zara for many different reasons honestly. They impose standards, not 

only with regard to clothes, but even to beauty standards. They don’t take the real 

shapes of women into account. It promotes a unique beauty standard. And they have a 

huge impact on society. They decide what everyone should wear. So, while the most 

exclusive brands tend to be targeted to niche consumers, fast fashion companies have 
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a huge impact on society. This is why I prefer to buy at MaxMara for example. And now, 

they (ndr, Zara) are even increasing the prices, I guess they are trying to reposition 

themselves in opposition to H&M. They are trying to turn into a low high-end, trying to 

become exclusive. I just think this is not fair. It is really not credible. And they copy a 

lot, of course they try to make fashion available to everyone, but I really don’t like this.  

Aurora 
 

Can I ask you your name and to make a little description of yourself? 

 

Hi, I am Aurora Rossini, I am 23 years old, I just dropped out from the course 

Management for Arts and Culture at Bocconi University. I worked for different 

magazines, included I-D Magazine, then decided to enter the Art world, where I worked 

on many different projects for contemporary art galleries, mainly regarding 

communications. I was part of a Collettivo, aimed the re-qualification of the 

contemporary scene in my own city, Bergamo. We also won a public space, and 

currently, I am the editor of an online magazine talking about street style and fashion 

in general. 

 

What do luxury brands represent to you? 

 

Let’s say that the concepts of Luxury and luxury brands evolved recently, especially in 

the last very few years.. I am not talking about the last ten, but rather the last 5 years. 

The concept of luxury changed a lot, especially in relation to Affordable Fashion, and for 

the tendency of many designers and brands to produce two parallel collections at the 

same time, one for Haute couture, luxury, and the other more pret-a-porter, more 

accessible to the big audience. We can still talk about a crisis in the luxury market, 

which saw some of the luxury sector’s pillars, as for example Colette, closing, even their 

e-shops, after 20 years of activities. And Colette was a true point of reference for the 

luxury sector as a whole… For both affordable and not affordable; and even for avant-

garde brands. Furthermore, a sort of gap is growing around the concept of luxury. There 

are two different sides: those whom we could define as High Luxury brands, and 

affordable luxury brands. A clear example of this could be Gucci. Gucci has always been 

luxury, since forever; even with the accessories collections.. has always been… Even 

with Tom Ford.. Ah, during the Tom Ford domain at Gucci, there has always been a 

segment of the brand dedicated to accessories, home décor, still luxury, but they tried 

to broaden their target group. But with Alessandro Michele […], Gucci has done 

something no one ever tried to do before: He transformed a high brand into a 

millennials’ brand, without changing the intrinsic luxury of the brand. The prices are 

now the same (as before…), they probably even increased, but the target segment they 

cover probably doubled recently. They basically proposed the audience a new concept 

of luxury. Yet, this audience is still a niche, since these purchases still require a high 

economic effort. It is hence necessary, even for new comers into the luxury market, to 

have a pretty high economic capital to enter the market. I would say this is the impasse 

of the luxury today. There’s a growing part of the population who’s getting into luxury, 
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even thanks to the introduction of high-end street style brands, as for example Margiela, 

Rick Owens, Raff Simmons. They started to be known and appreciated to a much wider 

audience, not a niche market any longer, still keeping their economic and reputational 

high-luxury value untouched. So yeah, there is this impasse into the luxury sector 

between what it could actually be, its actual market, and what it actually does and is. 

 

And what about your relationship with luxury brands? What do they represent to you? 

 

Let’s say that there are brands and products of certain brands that I would desire to 

have, that I crave for. For what they represent basically. Tendentially, in order for you 

to become a luxury brand, to be able to be classified as such, there are some premises, 

which are: a certain quality, a certain reputational capital, a certain structure, and a 

certain history behind. History means to me avant-garde here, of both the brand and 

the designer, in the previous, or current times. I can give you 2 clear examples for this, 

equal in some aspects but completely different in some others: Oscar De La Renta and 

Off-White. Oscar De La Renta is luxury, I tell you Oscar De La Renta, and I could be 

telling you Valentino, Elii Saab… Oscar De La Renta is one of the few who is still 

producing hand-made. So, you go and buy hand-made quality. You are not just paying 

for the reputation of the brand. You pay the time the brand invested on that product. 

And even Calvin Klein, under the artistic direction of Raff Simmons, works like this. The 

handicraft, with this kind of luxury, you pay for the handicraft. There’s then a second 

concept of luxury, you do not pay for the handicraft, you pay for the avant-garde. This 

is Off-White. Off White is not handicraft, it is not quality, you do not buy extra pure 

cotton, you do not buy exclusive hand-painted design. You do not go and buy shoes, 

though to be the non-plus-ultra of the comfort and the future. You go and buy the 

concept of the brand. You go and buy the design. My approach to luxury is a collections 

approach. There are some elements and accessories that I crave for having for the 

intrinsic value they have. I have a bum bag, from MMSX, the artisanal from Margiela, 

when Margiela was still there, so before it went to Galliano. I payed a capital for it, I 

used it four times in total. Yet, that thing is in every luggage, every backpack, wherever 

I go, it is with me. I have a sick relationship with it. I only used it a few times, but it 

has an extremely deep value to me. I see that as part of a legacy of fashion. This is 

constantly recognised, it never dies. Always talking about Margiela, the Tabi Boots, have 

the exact same meaning. The Tabi Boots were the big real success of the brand, even 

Margiela admitted it: “They are easy to recognise, they are replicable, they are 

modifiable in any shape and colour. But they are mine.” If you see a Tabi, in any kind 

of shop, you know they are Margiela’s. And still, there are thousands different versions 

of Tabi boots. You can buy one for 300 Euros, nothing extreme. You can find one for 

8000 Euros, depending on the collection, the historical period, the number of pieces 

produced, the designer. For example, one produced by Galliano, and produced by 

Martin, have really different intrinsic values, even though the materials are the same. 

What I see in luxury is the reputation of the handicraft which is behind it. This is what I 

mean. There are plenty of products that I would like to buy. There is a bag by Valentino, 

the last collection, they all followed the path drawn by Moschino with De Michele. They 

propose some 80s and pop restatements of their own collections, without changing their 

nature. So for example we have Dior dresses, classic ones,  you know they are 

handcrafted, they are tailored, high quality, with red stitching on the front. That is the 

detail which meets the taste. Because even that is luxury. Valentino now proposed again 
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one his leitmotiv of the 90’s which is VALENTINO without vocals, VLNTN. You can find 

that on every accessory, It didn’t have a huge resonance so far, but I am sure that is 

meant to be history, a cult. Just as, still in these last S/S 2017, Dior relaunched a series 

of clutch bags, that I crave for as if they were water in the desert, wearable, as if they 

were a fist. You just hold them, and you have these characters on the front saying 

J’ADIOR. In this case you pay the brand, and that feature of the brand. If you get a 

FENDI, a PRADA, a VOUITTON you pay for the historical capital of the brands. Unless 

we talk about Kim Jones and his last collections with Supreme, that is a whole different 

story. There is a huge revolution in the world of luxury, and everyone want it for different 

reasons. The basic reason is that if you are into fashion now and all the background, 

you can’t just avoid following the luxury, Because the luxury is now dividing into 3.0, 

millennials luxury, and I am here talking about LOUIS VUITTON x SUPREME, 

collaborations with artists, Nike and Tom Saatch. And then you have the haute couture, 

So you have a rising gap between high-end streetwear, everything I have been talking 

about so far, and Haute Couture. Its luxury on 2 different levels, price ranges similar 

and different at the same time.  

 

How often do you buy products from Luxury brands? on which elements you base your 

choice? 

 

I am a fashion editor, but interning at the same time. I earn 700 euros per month. So, 

a part of me is only looking at them. […] Yet, there is much I would like to buy, even 

clothes. I think the real luxury is buying clothes. The real luxury buyer does not buy 

accessories, the most recognisable, they are a status. A Celine, a Hermes bag, they are 

status, you recognise it. A 700 euros shirt by Jil Sander, no brand, no logo, white, in 

cotton: that is real luxury. The real luxury is not recognisable. Real luxury is being able 

to afford quality.  

Besides, when I can, I definitely do it, let’s say 3 or 4 times per year, mainly asking my 

parents for money. 

 

So if you could buy luxury brand on a regular base, which would the factors affecting 

your choice be? 

 

I would say, especially for the reason why I can’t buy luxury brand right now, as much 

as I would like to. I would choose no logo, high quality brands. Recognisable for some 

specific tailoring features, to be wearable on a daily base. And I would give up on the 

accessory, I would go for Yoji Yamamoto skirt, a Celine trench, a workwear suit by 

Galliano, Tom Brownie, even though he is only making male clothes. I would go for 

basic clothes, high quality, recognisable, representing something to me. And shoes, a 

lot of them. 

 

How would you define sustainability in the luxury sector? How do you see that 

happening? 

 

First of all, sorry for taking in it broad, there is no sustainability because there is no 

individual and collective knowledge about sustainability. In any sector. We are getting 

close to it. Even, and in some cases especially, with relation to propaganda of some 

brands. For example, PETA in the 90s got 5 top models and used them for its campaign 
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“Better naked that with a fur on”. It was in that exact moments, after decades of riots 

from them, the audience finally started to sympathize with them, and their concept of 

sustainability. While, actually, furs are the most sustainable product on the market. For 

how paradoxical it can seem, a man-made fur is not sustainable at all. Mainly because 

of the economic exchanges among national markets, and for their populations. For 

example, Quebec and Canada’s main economic activities are hunting and fishing and 

they sell their products to the world. There are researches which demonstrated that 

entire communities of this areas suffered of a crisis because of that specific PETA 

propaganda and the consequent interruption of economic exchanges, Furthermore, a 

man-made fur is made of plastic. And plastic is the least sustainable material in the 

world. This plastic is treated with chemical elements, and then coloured. Plus, there are 

not adequate disposal tools for these elements. So, wearing a man-made fur, bought in 

a fast fashion shop, because it is affordable, you might think to yourself that you are 

doing a conscious purchase, but you are actually doing something completely 

unstainable. There are sustainable man-made furs, but you can’t find them in fast-

fashion chains. Sustainability is not clear yet, to the audience. Many are getting close 

to it. Especially with the concept of ethical fashion, more than sustainable. Since ethical 

and sustainable might seem like synonym but they are not. Because an ethical luxury 

is not exploiting human work, resources, communities, environments for a lower price. 

Whereas, a sustainable luxury has a low environmental impact. Vivienne Westwood is 

the queen of ethical fashion, for many different reasons. She was the founder of the 

Ethical Fashion foundation, which sustains a slower culture of fashion, aiming at filling 

some ethical gaps. For example, Anglomania, I think was completely created in 

Bangladesh, not because it was not possible to create a wide range collection in the UK. 

She just decided to move her production in Bangladesh, where she took women who 

didn’t have their own sustainment tools, with a really high wage, so not exploiting 

them… giving them a long-term possibility of development, so in this way even investing 

in the women’s cause. Plus, ethical for the support of region, a local community. If you 

create employment, you create development, stimuli, opportunities. This is what luxury 

should be for. It is easy to say, Let’s create man-made furs and let’s take care of 

animals, while the Nike shoes we all buy are all made in Bangladesh and China. We all 

know it, no one says that, they are produced by kids. Or even adults, but exploited, in 

the worst working conditions. This is neither ethical nor sustainable, hence it is just 

fashion. And if this is only fashion, this is not luxury, it is nothing. 

  

How do you live sustainability in your daily life? 

 

Well, I think that is extremely relevant. I could be better, just as anyone else. There 

are things I try to optimize, like plastic glasses in the offices... I have been there for 6 

months now, trying to convince them to use cups instead of plastic glasses, since we 

have them. I sort waste, I use public transports, small things, you know. Then 

sustainability on a daily base is like saying everything and nothing at the same time. 

Since we buy three times the products we need, even when it comes to food. So here 

there is a personal choice, not buying food for a month, just buy it for a week and it will 

be over you think about that again. I think it is more a matter of small attentions on a 

daily base. Attention to what you do, without getting obsessed with that. Even though 

it should be, given the situation. 
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Is there a luxury brand you consider as particularly sustainable? 

 

Well… a sustainable brand. I think I will talk about Vivienne Westwood for a series of 

different reasons. For her daily effort, for her putting her face on it. There is her very 

famous campaign Don’t Waste our Water, in the UK, to fight against the water waste in 

the country; and the campaign was centred on her. It was featuring her under the 

shower and saying: “I take a shower every three days, since water is a precious 

resource”. Obviously, that was a disaster, cause everyone was criticising her for this, all 

the consequences you could expect by populism, when actually the message she wanted 

to send was extremely clear: close the  tap while you brush your teeth. 

Plus, she did a series of claims, even not particularly favourable to her brand. “You have 

to take my collection, you have to dare, you have to be Do It Yourself, Take and old 

coat, jeans, you see my collection, you like it, there is a patch you like. Take these 

clothes you are not wearing any longer, cut them, put a patch on it, make it yours. Be 

the change you want to be.” Yet she is a pillar of the contemporary fashion, even not 

being avant-garde. Even though she was the woman who invented the punk, no 

counter-argument on that. She is a pillar, daily releasing interviews, always ready to do 

it, to be involved in her brands activities. One of her last fashion show was a march in 

the city centre. She took part to many marches in London against waste, pollution, pro-

environment, against deforestatation. She was there, at the forefront, because she 

believes in it. Cause she knows that if she’s there, the audience will be there, she is a 

masses fomenter. Plus, she makes people talk about it, she makes news. If she wasn’t 

there, probably no one would talk about it, so she says, why not. Even now, there is 

going to be Bread and Butter, a culture and fashion festival sponsored by Zalando. And 

she is going to be there, talking about ethical fashion, since she is known as a pioneer 

and expert about it.  

 

How did you discover this brand? Which is the first memory you have about it? 

 

It was a picture with The Clash, I was really into punk back in the days. I was 14/15. I 

got to know Pink Floyd and The Clash. Through The Clash I got closer to punk, and I 

discovered the Ramones. In the UK, the youngsters’ discomfort was already discussed 

by The Who. In the UK youngsters have always been pretty active from this perspective, 

doing riots and protesting. The Clash took part to all of this, becoming the first Punk 

fashion band, entirely curated by Vivienne Westwood. The woman who created the 

punk. I was reading about music, and I discovered Vivienne. She took these pictures 

with super crazy clothes, without wearing bra… I don’t know I saw her and I was like 

“Who is she, I gotta know her”. And since when I discovered her, her brand, and she 

has always been an idol to me, a fetish. 

 

So, if I asked you to define the relationship you have with this brand what would you 

tell me? 

 

That is a fetish to me, definitely. I have never had Vivienne Westwood clothes, mainly 

because I can’t afford them. I have a cloth, given to me by my boss, and because my 

boss knew about my obsession with punk and her. This is a shoe, created for Melissa, 
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for the Anglofenia Collection. It is huge, unwearable, but it is out of the box, not in my 

closet, put on a shelf. Because it is symbol, I might even dislike her collection, but I 

don’t care, it is not about aesthetics.  

 

How did you get to trust this brand? 

 

When she put her face on it, no doubt about it. When she started to make public claims, 

and release interviews, even inconvenient ones, about the entire fashion system. She 

condemned it, she mentioned names of other brands. I though at the very beginning 

this was extreme, she was putting herself against anyone else, but that meant to me 

that she believed in that.  

 

If I asked you to mention some of the sustainable activities carried on by this brand, 

what would you mention? 

 

Definitely, the one I mentioned already about moving the brand’s production in 

Bangladesh, as a part of a broader project. It acted just as an NGO. I really appreciated 

that. It is not weird to hear to talk about production in Bangladesh, they all do it. It 

would be weirder to hear to talk about in-house production. But doing that to help the 

development of an entire area… I don’t know, it is a huge step. She took part to the 

game but changed the rules. She was the only one who could do that. There are others 

who are doing that, moving towards sustainability in the research of new materials, with 

these hard core activities… This could easily be like looking for textures not derived from 

exploitation, of any kind. Many are doing it in the luxury sector, not all of them though. 

Another example is the Blood Diamonds industry, it is not strictly related to brand and 

fashion, but in the last 20, 30 years the diamonds market had a shock and historical 

change after the riots in Congo, when it was publicly known the sad so called issue of 

the Blood Diamonds. The entire market collapsed, and it started to be highly controlled, 

even from the authorities, because buying blood diamond you are indirectly supporting 

the guerrillas. I think we could somehow define this sustainable luxury. 

 

Was there a trigger for you to ever question the credibility of this brand? 

 

At the very beginning, yes, I have to admit it. I felt like it was too much. This crazy old 

woman marching on the streets, with microphones, and models… Lagerfeld did 

something like this, but it was clearly satirical. It was a march of models, with banners 

saying Pussy Power, it was clearly satirical. 

But yeah, she did it for real, on a tank. In the centre of London. I thought, okay, how 

real is this and how is this advertising instead. But I wanna believe in this. 

 

So, what let you change your mind? 

 

I mean, everything she did before and after. If she wasn’t acting this crazy, she wouldn’t 

be Vivienne. Even for the Brexit, she talked about it so much. 
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Can you think about any other luxury brand you don’t really feel like trusting? 

 

Well, Tod’s, they never did clear claim. They have always been talking about the 

importance to his production of the Italian patrimony. That is still sustainability to me, 

but I perceived that as highly politically embedded, a popular cause to support. And 

Bottega Veneta, I am a hundred percent sure about the quality of their materials. With 

Vouitton for example, I buy one of their bags, and I know I have a high probability that 

the bag was made not in the best working and environmental conditions. If I buy a 

Bottega Veneta, I know that is handcrafted in Italy, with selected materials and by 

selected artisans, I know that is high quality, hence sustainable. Even the price 

convinces me, if it is high, and I know the quality is so good, it is sustainable. I don’t 

think anyone would ever doubt the trustworthiness of this brand. Yet, they never did 

any claim, they always kept a low profile from this perspective. That is something you 

know, because they demonstrated it over the past years, they don’t even need to make 

claims. They have been producing leather since forever. You spend 4000 euros for a 

trunk, and you knew it was meant to last forever. Because of the quality and the ways 

of production. You go and buy a Vuitton clutch bag today, and you know it is gonna last 

for a few months. That is incredible if you think about it. It is because the brand evolved 

and went in a different direction.  

 

So, if you were a brand, how would you promote your sustainability? 

I would be clear about the production process. I would take a movie maker, bring him 

to one of my factories, for three months, to film the production processes. When that is 

ready, we realise the video. I would just make clear that every part of the video is real, 

not sponsored, especially if I am a new brand and have to make clear to everyone who 

I am. 

Camilla 
 

Let’s start with a brief introduction on yourself... Who are you, how old are you… 

 

Okay so, my name is Camilla Di Marco, I’m 27 years old and I’m originally from, I am 

currently living and working in London, UK. And I am happy to do this interview today! 

 

Let’s start with a broad question… what is luxury according to you? 
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Okay, so I know this is going to sound very trivial, but to me luxury is something 

expensive. It’s not just expensive per se, it’s something that is expensive because it’s 

a combination of a series of processes and specifically these processes have to be 

something that make a product expensive, because they underwent some type of 

manufacturing, or planning that required special manufacturing or thinking of people. 

And what’s why the all process commutates in a product which is luxurious and 

expensive… 

 

In general, how often do you buy luxury products? 

 

Hmmm, it depends, possibly... Well, at the moment not often because unfortunately, 

because I think it’s something expensive I also think it’s something that stays at you 

for a long time , so my life in London is not my long term life, I’m here because I’m 

learning and I’m young, but at some point I’ll probably move back to my home country, 

Italy, and at that point, I will have my own house and I’ll have better finances, I’ll be 

able to purchase things that are luxurious.. at the moment, I generally only purchase 

like small things, that I’ll be able to bring back with me. This all idea of luxury is 

something that probably I take with me a bit from my current experiences and what I’m 

learning as a human being growing up, but also its knowledge that I gained from my 

family… so, my parents for example, they have many luxurious things in their house 

and obviously they purchase them because they believe they are items that are gonna 

last for a long time and they have the finances to buy them… so one day, I’ll probably… 

but I don’t know until then it’s probably like small things, mini products for like my 

health and things that I can easily transport. 

 

Do you apply this concept to every kind of luxury product? 

 

Well, the idea is that, luxury is kind of a big tree, with also branches, and I would love 

at some point of my life to say I have experienced every single branch on this tree, but 

before that time, I only apply to one single branch, so it’s not just like… just saving the 

planet, or saving the life of an animal… through these like special processes that I was 

talking about at the beginning, but for me specifically today… it’s just like how can I 

improve my day to day life. So, I buy like products that are like organic, or have 
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undergone specific processes... I’m sorry im using this term quit a lot, but I’m trying to 

make the point quite clear. It’s like something that can improve my day to day 

experiences, so that kind of what I’m focusing… that’s like the branch of healthy… no 

chemical contents… and things that I can feel on my skin.  

 

In general, on which elements do you base your clothing or your fashion luxury 

purchases? 

 

Well, more than thinking… I’m a very practical person… so, again, I live in London, which 

is a place where you don’t have much space for keep your things… So what I think, I 

try to combine my practicality with the idea that I have of luxury. So, specifically, I 

think: do I need a coat? And I do research, and I start looking… so maybe the colour, 

so I end up searching on the web of a particular brand and I delve a bit more in depth 

and I start thinking: well do I just wanna spend 50 pounds for a coat? Or maybe 200, 

500? For an actual coat that not only is a great material, but has also been produced in 

a way that is like, a bit more conscious, of the environment specifically… so that’s kind 

of how I select my products. It’s not like, Oh, I wanna buy the luxury. It’s like, I wanna 

buy a coat, I start doing research, and I end up wanting to spend a bit more money and 

make sure that it’s not just because great quality, but it’s also because it’s been 

produced in that specific way.  

I mean, it’s like, experience has proved, and I’m talking about my parents’ experience 

here, they bought these sweaters, I cannot remember the brand, this luxury sweater, 

which was made in this specific way, and this was like back in the 90s, so she had these 

sweaters for like 20 years, and now I wear like a couple of them, and it’s really like, she 

probably spent at the time 300 thousands liras, which was like, a lot of money, who 

would spend that much back in the days? But, in the long term, it proved that it was 

worth it, cause not only did she wore it for years, but now I’m wearing them. And you 

just have that feel on your skin, just you can feel the difference.  

 

Moving to sustainability, how relevant is sustainability in your luxury purchases? 

 

Sustainability to me is very important, again, I was talking about this tree of luxury. At 

the moment, I’m talking about eco-friendly. So, things that are produced in a way that 
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is good or better, for the environment. so, that’s the sustainability that I kind of focus 

on in my everyday life. So, recently for example I switched to products for the washing 

machine that are more compact, so when you wash, the result is good, but you’re not 

straining on the environment because of the discarded soap after you wash will go and 

drain, so you will have a less quantity, so a smaller impact on the environment. or, I 

have been using this wash soap, which is a brand called Enetto I believe, which is quite 

expensive and they basically produce their products with at least 90% of natural 

ingredients, so like oil, or bananas, they have less chemicals basically. And then also, 

when the soap washes off from your body and goes in the drain, its discarded in the 

sea, and being natural, this soap as a smaller impact on the environment. And it’s good 

for your skin, it’s a state of mind that I can feel that on my skin, and that makes me 

feel better, mentally. So, that’s how I generally choose sustainable pieces, so eco-

friendly, low-chemical impact, and things that make me feel better. At the beginning I 

was saying, products are expensive. It’s not that they have to be not affordable, it’s 

just within the affordable range... You can pay 2 pounds for like DOVE’s moisturising 

soap, you can pay 4 or 6 pounds for these Enetto, and I do prefer to pay the difference 

for these reasons.  

 

In general, how relevant is sustainability in your day-to-day life? 

 

Ehm, it’s very important. I think it’s because we live on a world where it’s very easy to 

get information… there’s this continuous flow of information, whether on the internet, 

whether on television, your phone, it’s difficult not to be informed, you cannot live under 

rock, and yeah, obviously, I’m talking about first world problems here. For first world 

people, which we are very lucky to be, it’s very easy to gain information. So, if you’re 

not gaining information at all, whether its right or wrong, it’s just information. Politically, 

we all know what’s been happening and how some very important people have decided 

to deny the fact that are world is changing, and the environment is changing, and then 

you know, it’s kind of difficult not to have information and to deny facts. So, to me it’s 

very important to be sustainable in the day to day, because I have access to information, 

impart of the first world, and I also am well-educated, so I try to read as much as I can 

and to read as much as I can, because I am more conscious. So, and these are like 

things I think anyone can actually notice, even like you’re not someone who is reading 

all of the time, cause we life a fast-paced life so, it’s not, even if you do have access, 

sometimes, you prefer not to be so conscious about things, cause you kind of don’t have 
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the mental time. But like, for example, when I was living in Milan, which is a very 

polluted city, I would wash my hair maybe every 2 or 3 days, much more often than I 

do now. I’m sorry that’s gross, but it’s a fact. I would do that not so much because my 

hair was dirty per se, but it was the fact that I could smell the environment in my hair, 

felt like somebody had burnt my hair. But I was normal, I wasn’t questioning myself 

and I was using these really cheap products, since when I moved to London. Im not 

saying that is less polluted, I didn’t do any research about it, I really doubt that in a city 

with 8 million inhabitants there’s less pollution than in Milan, but since it’s much more 

windy than Milan, and it’s an island, I can smell that much less in my hair… so it’s like, 

now I’m conscious, of what is happening because I noticed the difference... Oh, the 

environment, oh pollution, and now I don’t use those foamy products, I use products 

that have low chemicals, and are more moisturizing and can give  me like a good result 

to make me feel better. So, if consciousness goes from reading a lot about things but 

it’s also being able to just stop for a moment and just think about what is happening in 

your life and kind to give it a logical answer. So, to me the fact city are polluted, now 

you don’t have seasons anymore, summer, winter, summer, winter. This is something 

not only affecting our environment, its change and probably not a positive change. So, 

I try as much as possible to select little things in my everyday life that try and help as 

much as possible towards the general environment. and I think, if everyone did that, 

we would live in such a healthier world.  

 

Let’s move to more specific questions… is there a luxury brand that you consider as 

particularly sustainable or ethical and that you want to talk about? 

 

Well, I could easily talk about Stella McCartney, because I think everybody knows what 

Stella McCartney does and the idea that she has had as a designer, how she has 

introduced products that are not even made of leather, but she studies methods so that 

she can have these beautiful purses or wallets, whatever she wants to design with 

sustainable materials that are less harmful towards animals… and through processes 

that are less harmful for the environment, that would kind of be the easy way… I think 

she’s very cool, not just as a designer because of course I like her minimal style, but 

that’s my particular taste, but she’s also cool like an entrepreneur, cause that was like 

of a forward thinking, on her part, because back in the days nobody was doing that, 

and also because she had this all idea of sustainability and environmentally friendly, 

and not harmful towards animals… and that she has kind of evolved and has evolved 
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with her, and I think it was from this year’s campaign that she made this all speech 

about what she think is sustainable and it’s kind of like a state of mind, I happened to 

agree with her on so many things, but would I purchase Stella McCartney products? 

Yes, but my finances don’t let me... so as much as I admire her as an entrepreneur, as 

a human being and as a designer, I would prefer to talk about something else that I 

would purchase more… Given my finances and given the idea of it, so I’m not really 

tech-savvy, I’m slow learner, I’m kind of old school, but I have become a bit dependent 

on Instagram, just because it gives me kind a way to access the world through like 

images, captioning people’s lives, and through Instagram I discovered this new brand, 

that is called BaYou With Love, and the founder is Nikki Reed, she’s an actress, and she 

basically paired up with the founder of Freedom of Animals, and they create this brand 

which produces anything from like handbags, to clothing, scarves, accessories, and it’s 

all sustainable. And its sustainable in a way that is ethical, that uses law chemicals in 

their manufacturing processes, and it recycles mainly plastics that then they apply in 

their clothing, and also most of clothing is organic and made of the discarded part of 

cotton, what they use is the cupro, which is like the discarded part of the cotton and its 

very cool, cause again, they have this really minimal style, and they use these very 

pastel colours, cause even their paintings are low chemicals, and this is something that 

to me is luxury, as in the first world we have access to. Its more in that price range that 

is more affordable in the luxury sector, still expensive but more affordable than Stella 

McCartney, and it something that admire not only because of how they process things 

and how they are very conscious about many different things, cause obviously she’s 

conscious about the environment, and how the manufacturing processes have an impact 

on the planet, but she paired up with somebody who is very conscious about animals 

and about how manufacturing processes have impact on animals. So, it’s like, the 

combination I think it’s great, the best part I think is that its American, and they produce 

every single item in America. This is quite interesting cause for someone like me, I have 

a degree in business, so it’s quite interesting to see how you would employ people from 

the place where you actually develop, the brand and where you source the products 

from. Its kind like, it’s a beautiful idea, it’s a beautiful concept from a business point of 

view and it’s also ethical, so… 

 

How did you get to trust this brand? 
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Well, the fact that is pretty easy to get information about the brand per se, like their 

transparency is there, so you can go on their website and you see, so if somebody is a 

bit sceptical… its not even about being sceptical, its more about being informed and 

curious. If you wanna spend your money that you sacrifice things that you set aside and 

you are like making a conscious choice, I think it’s good that you have information, so 

that transparency is very important, and also the fact that all these two people who 

founded this company they are not designers, they don’t need necessarily to make this 

money out of a business, an entrepreneurial idea, but specifically I follow Nikki Reed, 

and she participates a lot in like things that are for like animals, her husband has also 

been very present on social media, and they advocate for causes for animals, and for 

the environment, so if they were trying to fool the person who is buying the product, 

they would have much more to lose, cause I can buy a scarf for 200 pounds and then if 

it ends up being something that it’s not what I thought it was, I would buy it again, But 

to them, if they produce something, and as you can see, it’s a real passion for them, 

what they are really present on social media for, rather than their acting skills, then if 

they decide to put together such a complex idea, because business is complex, is not 

something easy, they have a lot more to lose if it fails or fi they are not honest with the 

products that they make. So, that’s why I kind of trust, that’s what… endorsement 

basically, endorsement is something to me that is really important. Someone who has 

just spoken clearly about what they believe in, what their passion is, on multiple 

platforms, through time, that serves to me as the biggest guarantee that you can have, 

because they would have much more to lose from a reputation point of view than I 

would. So, that’s how I would trust more rather than just like reading the label saying, 

oh they purchase this product from Italy… 

 

How would you define your relationship with this brand? 

 

Well my relationship is that I like them, I like the pieces that make, I like the idea that 

they are trying to sell, so are probably stronger than the actual items that they are 

trying to sell, so that even kind of place in their favour, because if I have to look at a 

blouse or a shirt it wouldn’t be the most beautiful I ve seen, but it’s the idea behind, it’s 

the concept that makes it beautiful, so then I would probably buy it. That’s the 

relationship that I have, and I have bought a brand from their online platform, so…  
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If I ask you to mention some sustainable activity that the brand is carrying out, in 

particular? 

 

Well the most important partnership it’s the foundation of the company itself, the fact 

that a normal person, an actor, partnered with who has some good idea about how she 

sees sustainability and what she wants to do with her life and her curiosity, aiming to 

explore something else that it’s not just like acting, partners up with someone who must 

have had a lot of experience with how the world works towards animals, for example, 

that to me is like the most important partnership. Ehm, I don’t know specifically if in 

the future, this is a very recent brand, it was born this year, it’s not something that has 

been around for centuries, but I do think that just the foundation was so strong that 

they have like a good future ahead of them, good premises. So that’s the most important 

partnership, ehm, I hope that they partner with organisations, I’m sure they do, because 

the processes that they use are like, how to use plastic, to like maybe like I don’t know 

threat, maybe the actual material that the clothes are made of… Or the bags are made 

of probably it something that they use in bags… or the fact that how you can take the 

bad part out of the cotton plant, that generally manufacturing would discard cause it’s 

not good enough for asking clothing, and how they would actually use and transform it 

to fit their purpose, I’m sure they must partner with who knows how to do this things, 

because, at the end of the day, I mean, she’s a great actor, he must be an advocate for 

animals rights, but how does that fit into what they are trying to do? They must partner 

with experts that no one knows wanna do these things, so to me this are the most 

important partnerships. I don’t know if you are referring to like maybe, like, cause I 

know brands like Stella McCartney, they might partner with like famous people to come 

up with something alternative design-wise, but I don’t know if they have… 

 

No, I was just referring to general activities, like what they do to be sustainable, ethical… 

Leaving the brand aside, if you were to represent or to work for a company that is 

sustainable, how would you communicate it? 

 

See, thank you for this question cause you kind of touched a point that I ve been trying 

to advocate in my current workplace. So, I work for a company which is called Yonex, 

and I work for their UK subsidiaries. It’s a Japanese company, and thy re present in 

many sports, mainly famous in Asia, and in the UK the presence is mainly in badminton 
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and golf. They basically design, well you can even call them luxury goods, because of 

the way the manufacturing processes are, compared to competitor brands, that then 

are used in these sports… so tennis they do the rackets, they also do clothing in shoes, 

but it’s like mini, the rackets its like the main element, or like the golf clubs, the 

badminton rackets, gear, so that’s the company I work for. Now, obviously it’s kind of 

luxury cause we have different lines that are manufactured in a different way, and based 

on that they are more or less expensive, and more or less valuable in sustaining the all 

workload of a tennis player or badminton player… So be worth what you are paying your 

money for, but last… because it’s in the sport sector, and it’s also luxury, it’s very 

competitive, like there are lots of brands out there that are doing like similar products, 

or trying to work with the same idea, trying to cover the same market. So, rather than 

trying to explore new markets or like trying to diversify your business, I think it’s very 

important when you are working in such a competitive type of market to diversify 

yourself, not in what you do so much, but how you do it. So, especially with this new 

change and how people see the world and specifically millennials see the world, back in 

the eyes see the world in your eyes, nowadays you see your life through a phone, so 

it’s really important to have a social media presence, so that you capture the millennials 

attention, and I think there’s lot of people kind of like me and you, more conscious 

about the environment, and how something is produced, and our willing to pay more to 

actually get a product that is not just good per se, but its also made with good ideas, 

so have my company partnered with a charity, which is called Right to play, and with 

the sole intention of doing good, because obviously this company uses sport to teach 

children, or sports company, so what a better way to actually capture the people that 

are more concerned with like bigger issues than just what racket you’re buying, or what 

shoes you are gonna wear, than actually partnering with a charity that does things with 

a non-profit scope, so I really think that it’s really important to actually have a direct 

dialogue with millennials and also people that are more conscious, cause I think the 

millennials would be in the long term more conscious that we were, or we will be, and 

to do that by pairing with bigger entities and institutions that have a lot more knowledge 

in terms of sustainable health, environment, and so on. So that’s kind of my view of 

reality, obviously because it’s a sport company, you can go out and save trees, but I do 

understand what you are trying to tell me and I do think that social media presence and 

having direct dialogue with millennials is very important, and I think what you can do is 

in different ways based on the sector that you are coming from. Sports, that was an 

easy solution, not so easy, but it seems like the right choice to make, so that, cause we 

get lots of questions from people: ”Oh so, the shoes that you make, what kind of leather 

is that?” and you have to explain Oh, it’s this specific leather, made in a way that is not 
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harmful to the animals, so it’s not actual real leather but it’s like a component that is 

like similar, and has the durability of real leather, but it’s not actual leather. So, there 

are people that are conscious, about the way shoes are made, like did they kill 20 

animals to make one pair of shoes? Or did they put a thought in it? Are they more 

respectful towards certain issues? And I think that’s what can diversify yourself… Not 

just as a human being, cause it’s like to do good if you pair obviously with the charity, 

but it’s also as like a brand, because obviously if I need to buy a racket, from two 

competitors, and they are the same price, how do I make the choice? If even the design 

its similar, the price is similar? It’s very difficult to make a choice, and this can add 

value to your product. As, generally, people who have good ideas, like BeYo With Love, 

add value to the clothing they make, because they have good products, and good ideas. 

So that’s how I think we should invest in Millennials, and their kind of dialogue with 

them, making them understand that there is like a bigger concern than just taking a 

selfie. 

 

Did you ever have any credibility issue about this brand, or more in general, do you 

have any luxury brand that you don’t trust in terms of sustainability? 

 

I didn’t have any trust issue with BeYo, I mean I was a bit sceptical with it. I was like 

Oh, she’s an actress, what is she doing? But then, I got, because of my scepticism, I 

started researching that, and looking at pictures, captions, and would be due to like 

links and websites, and you would start looking and, you know… As I said at the 

beginning, I’m not really tech-savvy, but I put one on the other, and that kind of created 

different layers to my knowledge about the brand, and now I can tell you I’m not 

sceptical at all, cause of the approach, because of the way that she has put her own 

face on the brand itself. Like, she actually models the clothing. She puts her own face 

on it, which to me is very important, as if I am passionate about something, I would 

put my face on it, I won’t use a third party to do so, because I’m scared of the outcome, 

because I strongly believe in it. So, to me passion is always something that is very 

important, in anything that you do, and should be what should win over sceptical people, 

and generally it does. So, my approach towards this brand specifically is not sceptical. 

Obviously, I am at the beginning because I am towards anything in life, that’s just my 

character. But now, after doing this kind of research and see selected elements of how 

the business was constructed and put together, I am not sceptical at all. As to other 

brands I am still sceptical towards, unfortunately I am not a fashionista and I am not 
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like a fashion guru, I like to think that but I’m not, so… I can tell you for sure that a 

brand that I’m a bit sceptical about and it’s not just one brand, I don’t have a name for 

you, if you are talking about specific brand, but for example… As I was saying before, 

because we live in such a world where the worldwide web provides us with tons of info, 

with just one click, we can have easy access to most information, if I am sceptical 

towards something, is towards maybe a brand, not one specific, that presented so many 

facts of how the world is today, still does not change. So, for example, we have seen 

on the internet like how these people can go on safaris and shoot animals, or we have 

seen how people when you make something… in the master I did I actually had a 

sustainability class and Social Responsibility, actually CSR, and in this class, lots of 

videos of anything that was related between business and sustainable matters… And 

they showed a video on this class of how things are made, because sometimes you don’t 

think like, oh yeah I’ve this new beautiful leather jacket but how did this leather jacket 

become such? And they showed us how normal processes, things that have been like 

that for the last 500 years of animal being killed, what is discarded and what is kept, 

how then the leather jacket is born… And to be honest I still remember a couple of this 

videos because it is nothing that you see in your everyday life and that you can actually 

delete form your memory easily… So, because I have seen them and I can have easy 

access to this, and I am sure that if I go on the internet I can easily put that video back 

up, I mean, you don’t have to go to a fancy CSR class to a master program... You can 

just go to www. Whatever… Google, that I don’t understand how brand cannot try to 

find like sustainable ways of making things, and to be honest, I am an animal lover but 

I do not live my life thinking Oh, I have to but these pair of shoes because otherwise I 

would kill ten animals, or a cow, If I need a pair of shoes, I go and buy a pair of shoes, 

whether it’s made with cow leather or not. But at the same time, I do not understand 

someone who only produces leather jackets. Like beautiful, made with the best leather 

ever, can still survive in a world where we have access to all these information, and 

unfortunately and sadly it’s probably because, even if we have the information we as 

most people decide not to see it. If I am sceptical it’s towards brands which do not 

embrace change, which keep the same business model constant. For example, a 

company might feel that if they have been successful for the last 50 years they do not 

need to change things. But because I am a believer that change is possible and that the 

world can be improved - rather than just destroyed - a business model does need 

adjustment in order to guarantee long term sustainability. So, those are the brands that 

I am sceptical about, the ones that do not embrace change and show these millennials 

that are our future and are the ones that need to be educated in a better way that we 

were, of how the world is going and how it will end up. What we can do in our little 
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reality to actually improve it… So, I don’t have a specific brand but like let’s say anything 

that produces fancy furs, coats and things like that. 

 

So, you would expect brands to adapt to the needs of sustainability and ethics? So, for 

example brand who produce leather products or furs, you would expect them to 

introduce a sustainable line? 

 

Yes… 

 

And then, if I asked you about you mistrusting some already ethical brands, did you 

ever experience anything like this? 

 

Well, I am a sceptical person, but that is just my approach to everything in life, it has 

nothing to do with a specific brand or idea, it’s just how I am… but I have never had an 

instance where I have actually been fed an idea by a brand and then something 

happened and I though, really? Never had anything like that, even if obviously there 

are so many revelations… it is so risky for brands to say, hey this is P leather and then 

it’s actually like snakes again… so I am sceptical but I am sure that if you do your 

research right, and because there are lot of transparency and information, you can be 

a bit less sceptical, not like being oh, I’ll just get a leap on this one and I’ll just trust 

them with my eyes closed, but you can logically see if what they are saying is true or 

not…  

Damiano 
 

Can I ask you your name and to make a little description of yourself? Whatever you 

deem like worth being mentioned. 

 

I am Damiano Marchetti, I would define myself as an open-minded person. I am really 

into fashion and really excited to talk about this topic. 

 

What do luxury brands represent to you? 
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Well, I have a peculiar concept of luxury, which is not directly related to what we wear. 

Yet, I think we use clothes to demonstrate to other what we are, and what we think. 

So, buying luxury brands can be a way to treat ourselves, to feel good, basically. Since 

it represents what we are, it is relevant that we choose brands which reflect what we 

think, what we believe.  

 

How often do you buy products from Luxury brands?  

 

I have to admit I spend pretty much a lot for clothes, so I cannot really buy luxury 

products too often. It might happen that 4/5 times per year I buy luxury products.. 

yeah every 2/3 months. 

 

On which elements you base your choice mostly? 

 

Since I am really passionate about this topic, I tend to be pretty up to the date. I follow 

this brands on many different social media: Facebook, twitter, Instagram... I am really 

interested in fashion, sneakers in particular. And since I see that as a way of expressing 

myself, I choose products mainly according to what I like… yeah my decisions are pretty 

much based on aesthetics of the products.  

 

How would you define sustainability in the luxury sector? How do you see the two 

interacting? 

 

Well, let’s admit this sustainability topic is highly discussed and frequent. Since we leave 

in a highly consumeristic society, there is some need for regulations about this. In 

particular, in the Luxury sector, it is necessary for brands to be convincing about this, 

that is the only way they have to attract customers. I really think this is fundamental. 

Plus, since this topic is so discussed, brands can easily leverage their engagement for 

the sake of their business activities.  

 

How do you live sustainability in your daily life? 

 

Well, starting from the small things. Like the separate collection of waste, for example. 

I mean, this the basis I relly think, and hope, everyone does it. It also happened to me, 

sometimes, to join some projects of waste collection around the city, cleaning streets, 

to promote this idea of sustainability and ecology. 

 

Is there a luxury brand you consider as particularly sustainable?  

 

Yeah, definitely. Almost one year ago I was on my beloved social media, and I 

discovered this brand to which I ended up being really attached. It is called Off-White, 

and that was created by this designer, this guy, he’s called Virgil Abloh, if I’m not wrong. 

I saw him as a sort of activist, he talked about sustainability a lot. And this really 

convinced me of the validity of this brand. But besides that, I was really fascinated 

about the idea behind the brand. He’s an architect and he has this goal of merging 
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fashion, architecture, and interior design all in one. In many interviews, he claimed to 

be a really innovative brand, even talking about recycling materials. Many of his 

products are created through recycled materials. It is really popular and appealing to 

the youngsters, he knows how to speak to them. In particular, with relation to the 

sustainability topic, he promoted many different campaigns. There is the one, a 

collaboration with IKEA, which aims at producing houses and furniture suited to students 

and youngsters in general. They tend to move a lot, young people, and he is trying the 

optimize the creation of familiar spaces in houses. He wants to improve the liveability 

of spaces.  

 

How did you discover this brand? Which is the first memory you have about it? 

 

I found about this brand on Instagram, I was following some brands related to it and it 

just popped out on my feed. 

 

So, if I asked you to define the relationship you have with this brand what would you 

tell me? 

 

I have to say that is brand I constantly follow, I know the people behind it. I bought 

some of this brand’s products, and I am really happy with them. He is even collaborating 

with different brands, even very popular, like Nike, Air Jordan, and so on… 

 

How did you get to trust this brand? 

 

I saw this interview to Virgil Abloh, and it was sponsored by High Snobiety. He was 

talking about sustainability and he really captured my attention. Since that moment on 

I really got engaged by him, as a person, and his ideology. The fact that he was doing 

something for the society, even though that was just creating smart sustainable 

furniture. And I liked this fact that he was talking about the history behind his products. 

It is not just about the object itself to him, but about the history.  

 

If I asked you to mention some of the sustainable activities carried on by this brand, 

what would you mention? 

 

Yeah, this campaign targeted to Millennials, in collaboration with IKEA. The aim is to get 

involved into a project which goes beyond the brand itself. It is much more related to 

interior design than to fashion… He wants to create these smart furniture, which could 

be as useful as possible, highly functional to the daily life of youngsters, even with 

respect to what they study or do in general. 

It is more about the optimization of spaces. For example, in the same interview I was 

talking about before, I saw some previews of this hypothetical rooms which will be 

produced, with beds embedded in the wall, foldable tables… All of these products can 

clearly be adapted to different needs, and they can be used with many different aims.  

I really appreciated this activity, that is just moving around many different topics, such 

as fashion, and interior design. And that was not easy to succeed, considering how 

different the sectors were. Plus, I even feel really involved in this activity, as a Millennial. 

And what I really like about him is that he constantly keeps evolving, and innovating, 

going beyond the boundaries. He broadens his perspectives. 



 
 

176 

 

Was there a trigger for you to ever question the credibility of the brand? 

No, not really. I think he was smart enough so far, and his strategy was pretty cool. 

Yet, this is very young brand and already reached the peak of success. I mean, since it 

so young, we can never say. There is still time to evaluate the job from a broader 

perspective. 

 

Can you think about any other luxury brand you don’t really feel like trusting? 

 

From this point of view, there are different brands promoting the high level of 

sustainability in their activities, but I have to admit, I wouldn’t trust them that much. 

Plus, since sustainability is such a popular issue right now, we can never be sure about 

how honest they are being. I can think about something, but I don’t feel like exposing 

because I am not really informed about their activities. I might mention the big ones, 

such as Prada, or Hermes. You know, you hear a lot about exploitation of work forces, 

or materials. Some brands are so big and you feel like you can never really know what 

they do and how they do it. 

 

Elisa 
 

So, could you tell me what’s your name and can you introduce yourself, make a little 

description of who are you, where you live what you do… 

 

Okay, so, my name is Elisa Silvestri, and I have moved to London 6 years ago, to study 

fashion and after graduating from a course in Styling and Photography I went on into 

working within different fashion… for different fashion brands and fashion organisations 

and are right now very focused on fashion buying, merchandising and styling as well… 

so very much about the creative industry in general.. and yes. 

 

What is luxury according to you, how would you define it? 

 

Well to me luxury, first of all, has to be tied up with an experience. So, obviously, luxury 

is something that people should kind of aim to, admire.. something a bit 

unapproachable. So, for me, I believe it has to be complete, as well, in a way, so I 

would like to find myself in an environment that goes from, I don’t know, the shop, 

where something is sold, up to the consumer service, up to actual quality of the garment 

that has to b, like, very high, but most of all you have to be selling a dream, behind the 

garment. So its really about the experience that you have as a consumer, overall, when 

going into the shop, and buying the garment. So, obviously as said the quality of the 
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garment is very important, but it’s the story behind the garment, and the way I think 

the fashion brand kind of creates that, ehm, really for me… defines luxury.  

 

Do you think that, this has always defined luxury, or this is a sort of revolution? 

 

No, I think this has developed… For sure, right now, a lot more. Because I think in the 

past, luxury was very, was a lot more difficult to obtain, in a way. So, maybe there were 

less people that were able to buy certain products, while right now there is definitely a 

lot more opportunity for people to buy luxury goods and to be introduced into the luxury 

industry. So I believe in that way fashion brands really need to re-invent themselves 

and come up with new strategies to attract the consumer. And, for me, personally, it is 

really about that connection that you have to the actual garment, while before maybe 

people were only looking for the materials, that were used to produce that specific item. 

I believe now, even with like social media it has really become more like an object of 

desire, and so it’s very important for me to create that story again, as said already to 

kind of… yeah. 

 

So, in general, how relevant is for you the sustainability in a luxury purchase? 

 

So, I believe that, right now we talk a lot about fast fashion, and in a way it really is 

important to distinguish between that fast fashion and the more kind of luxury market, 

and in a way, unfortunately we know that the fast fashion business is mostly anti-

sustainable, because it is a fast-fashion, and therefore it is obviously hard to produce, 

even though, like, shops like H&M has introduced like a more sustainable capsule 

collection, stuff like that… but I think that’s where luxury brands can really, during these 

times, distinguish themselves form everything else that is happening in the fashion 

industry. And I think pushing on sustainability, really kind of elevates the, like, the name 

of the luxury brands, because it’s that extra, you know, again story as well, that can 

attract the costumer as well as, obviously, being good for our planet, which is not, you 

know, something to forget about, so… yes. 

 

How often do you buy products from luxury brands? 

 

Well, regularly I would say. Like, weekly.  

 

Is it something that you developed over time, or you always have been interested in? 

 

So, obviously, I think there was always like, you know, not a passion, but a will to like 

buy into that kind of lifestyle in a way. But in terms of luxury products in general so not 
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even thinking about fashion, it’s something that you kind of develop, at least in my 

case, cause when you are young you do not maybe are as attracted into the real quality 

of what you’re buying but it’s more about, you know, there is a different approach. 

While growing older, well, not older, you know… You believe to watch and appreciate 

really the quality of different products and you even decide to buy less but, you know, 

of a certain quality, rather than buy, 10 times more, of a garment that you are just 

going to use like one time and then… not again. So I think it’s something that you kind 

of develop, it’s a consciousness that you kind of develop over the years, but it’s also 

like, you can’t really generalize it. I think it has to do a lot with your culture and how 

much you are involved about what is happening around you, and how much do you 

care… as well… and I think right now it’s really difficult because of how much we get 

bombarded like constantly, with like ads, and you know promotions, and they just want 

you to buy everyday something. But it’s is really about how your education in that kind 

of sense, influences you as a consumer. 

 

So, you think you environment influenced you as a a consumer… 

 

Yes, a absolutely… And obviously working for a fashion brand and being part of it from 

the inside just gives you a different perspective on the quality of the products. Like, 

some luxury brands are not as luxurious as they want you to believe. 

 

As, do you have any example? 

 

Ehm, no… 

 

Okay, on which elements do you usually make you luxury products behaviour? 

 

Well, for sure the materials used. So looking at the label is quite important for me when 

selecting a label… so, what is that made of, and the origin even. 

Also, I would say unfortunately, but this is just the way it is, I would get influenced by 

the, you know, influencers, and Ads, and desires they create for you. So, yes, I do get 

what inspired by what’s happening around me. Well, so, obviously not really in terms 

of what is luxury, but when talking about what is the object of desire it is really easy for 

me to think, okay, I might go and buy. 

 

Anything else? Like peer to peer, or like, price? 
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Well, absolutely. I would not go and buy something if I think that is stupidly priced. So, 

in a way always look about the value of money... I think... And also, also if I believe 

that is something that is going to last. You know, longer, because especially for 

accessories I’d rather invest in like a pair of shoes or a bag form a luxury retailer and 

say, okay, I am gonna invest more money, but this is gonna last probably for the next, 

10 years, rather than go and buy every 2 months a bag from, I don’t know where, that 

I know it is gonna be broken, probably, after so and so… 

 

How relevant is sustainability in your day-to-day life? You have any example you can 

make. 

 

I think that it’s the little things, that even if sometimes you do not do every day, they 

kind of make you think about the environment… So stupid things like washing your 

plastic waste before you throw them away… and recycling. I am really into, like, 

recycling, in terms of waste, for sure. And I really value the nature, in a way that, I 

would not throw things on the floor if I go and do like a picnic in the park, I would always 

like make sure I take everything back with me. I really, you know, I really appreciate 

our earth and the nature especially, so I would never do something that goes against 

that. But at the same time I am like a nowadays consumer, so I know that I do actually 

do a lot of things that are not environmentally friendly, like... you know. 

 

So, you would define yourself as well informed in terms of sustainability and… 

 

I think I am, but at the same there is always room for knowing more about it. Sometimes 

it’s… we live in such a fast-paced world that is difficult to keep up with everything. So, 

it is good to have it on the back of your mind and I do have it, but… Then, I am not 

gonna lie. It is not like, my first priority. 

 

Do you think that this is something that is going to change for you… 

 

Probably, because it is all about your education, and what you are and what you want 

to be as well. So, I think that definitely, if I was going to read more about global warming 

about what is happening in our world, I would get more influenced from it, and possibly, 

you know, be more active. 

 

So, moving to more specific questions, is there a brand that you consider as particularly 

sustainable and for such a reason you are particularly attached to? 
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Well, I have to say, that I have been recently buying more than few pieces by Stella 

McCartney. I think their label is pretty unique, especially in terms of sustainability. The 

fact that it has never used any sort of leather, or fur, or you know any kind of material… 

It is completely vegan, it is a vegan label. It is quite fascinating. I do have accessories, 

and bags and I have to say, the quality is really impeccable. Even though is not real 

leather, and a lot of people have this misconception that in order to be real luxury, it 

has to be made with certain materials, while the process of actually creating some of 

these renewable, regenerated raw materials or for the production these goods is a 

luxury in itself, I believe. Also, I know cachemire, that has always been believed to be 

on the main luxury materials, creating you know sweaters, coats, and whatever, is really 

unsustainable. So, the fact that a label like Stella has found a way to regenerate all 

cachemire and like create a same kind of level of quality for this product, I think is very… 

is genius. I really do value how much effort she is putting in trying to create a label that 

is almost on 360 degrees sustainable. Especially she is not only thinking about the actual 

garment, but also about the design of stores, so from her packaging, to literally has 

been thought about and is going in that direction of being 1000% sustainable. So, yes… 

 

How did you discover this brand? 

 

Well, I know it since a long time, especially because she was studying at central Saint 

Martin and I studied there as well. I knew she was the daughter of Paul McCartney, and 

the very first thing I knew was like... You know his daughter studied in the same 

university as me, and she opened a fashion label, and so I… but obviously at the time I 

did not know anything about her being sustainable. I mean, she probably was, but not 

as much as today, and I think what is really interesting is also, the all kind of advertising 

they do, which is all working around this all idea of sustainability. So, even the way they 

create their visual and creative, like, ideas have always to do with this kind of 

conception. 

 

How did you get to trust this brand? 

 

That is a difficult question, especially because you could question any brand, but you 

cannot have them 100% proofed but, ehm… I don’t know. I think having both their 

items, and I kind of believe the materials that they write down are the ones that they 

use. I do not think they would ever lie, they cannot lie, as well. 

 

But, for example, the first time you bought an item from them, were you doubtful or 

were you sure about their claims. Or you always trusted the brand. 
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Yeah, I think so, also cause it is not like a small brand, they are part of a bigger group, 

so this kind of an additional warranty, proof, that you know we are talking about a real 

luxury brand, and it is tested and controlled. 

 

So, would you say the way of communicating affects your perception? 

 

Definitely, in a positive way. Because it is really informative, and they found a smart 

way to showcase sustainability… some people could argue, sustainability can be some 

kind of a boring topic... I mean, not boring, but people would never say: Oh, lets watch 

a movie about sustainability! You know… So I think it was very smart of them to create, 

especially on the website for example, they made it in a funny way to actually make 

people aware of what is happening without being boring. 

 

How would you define your relationship with this brand? 

 

I think just the fact that is a British brand, and one of the main reason I came to London 

was that I was really fascinated about British designers, and the famous ones are all 

very different to one another, so I don’t know like Galliano, or Alexander McQueen, they 

are all St Martin alumni and they all went in different directions. But I think with Stella 

McCartney is really about how she made it, how she found a niche in the fashion system. 

I mean she is not obviously the only one. There is also Vivienne Westwood who is really 

about being, you know, involved in the sustainability business, but I think Stella being 

more of a younger generation, because she is not been around for a lot, unlike Vivienne 

Westwood.  I really think for Stella is about her speaking to the younger generations.  

 

Can you think about a specific activity carried on by this brand? 

 

I mean, I know they do a lot of like collaborations with, what’s that called, organisations 

that are actively involved in protecting the planet. So, I know they created... I think 

that was a Falabella Backpack, where like part of the money would go to these 

foundations... Or, again, the fact that their shops are always filled with like sustainable 

materials, or… I don’t know. 

 

You talked about the experiential value of luxury and you mentioned you bought 

something by Stella McCartney, how would you define you experience in a Stella shop? 

 

I think again, you know, in the shop, it’s all being handled as a regular luxury brand, so 

the all customer experience is welcoming, you know, the description of the goods before 
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you buy them is very precise, they really kind of making you enjoy the experience of 

being a consumer.  

I think all these visual and campaigns they do, they all work around the idea of the 

story behind the products that you buy. So, again, if you look at the video they are 

about their collaborations with this and that persons, and so, and so. Then you really 

start to think, if I buy this bag, you know, I can even donate to this organisation, so 

again, there is a story behind the bag, so again, anytime you are going to wear the bag 

you will know you have done something good, in a way. 

So, I think it takes all the boxes of being a luxury brand and creating that experience 

for the consumer, and again the story… 

 

Imagine yourself being a company, how would you communicate to millennials? 

 

Definitely social media, because like for example, on their website they have all of these 

videos, people do not really want to read paragraphs and paragraphs about 

sustainability. While a video is really concise, and precise, you can, you know, transmit 

a direct message. Again, they use a lot of celebrities and really high-end models, that 

again, are really associated to a sustainable lifestyle, because it is obviously important 

to have someone that represents your idea of brand and sells the product, so it has to 

be properly combined. So, yeah I think having the right models is necessary and I think 

they do it really well.  

 

In general, did you ever question the credibility of the brand? 

 

Well, the only thing would just be pricewise, for some items. Obviously, even though 

the creation of a specific product made in accordance to sustainability is a long process, 

so you kind of pay for the work behind… I have questions whether like a fake leather 

can cost as much as a real leather... I have to be honest about this. In terms of raw 

materials, it would be interesting to know the actual price of these materials before they 

sell it… That would be my only question… 

 

So, you mentioned both Stella McCartney and Vivienne Westwood, both brands for 

which designers put themselves and the forehead of the brands. Do you think this 

affected your perception? 

 

I think the fact that both Stella and Vivienne are both involved in this march against 

the, well not again like for... sustainability, it kind of makes you wanna be part of their 

organisation, of their group. You kind of feel like you have some sort of leaders, so it is 

a lot easier to associate yourself with the issue and so I think that is very empowering 

for people, also the watch the commitment they have for sustainability. I think the fact 
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that is the actual designer… but that’s in general, with sustainability… when you have a 

designer that is so much involved with the brand, and really represents its ideals, in the 

collection but also in like his world and kind of involves the customer to his vision, I 

mean it is the same with Gucci and Alessandro Michele. Its vision is so strong, and he 

is really managing to apply his vision to his product, but also to create an Alessandro 

Michele world, that people admire and want to be part of. The same goes for Stella 

McCartney, she is a strong woman, that when you look at her is just like empowering, 

you would just buy what she does and the way she creates her designs and her little 

world, so it is really easy for people to get attracted by her and her way of living… so 

it’s more like a lifestyle in general , it’s not about all the products anymore, but it’s 

about creating  a story, and in this specific case, a story about her as a woman, as a 

mother, as a designer, as an active person in terms of sustainability and this is 

something people really admire and want to be part of. 

 

 Elisabetta 
 

Can I ask you your name and to make a little description of yourself? 

 

Well, my name is Elisabetta Tacconelli. I am currently studying in Rome but I will move 

soon to Paris, to proceed with my academic path in foreign languages, such as Chinese 

and Russian, focused on translation and interpretation. I come from a humanistic and 

artistic background. I studied in an art academy, which represented a pillar in my 

education. I work with art, but at the same time I am into it on a personal level. I also 

work as an art journalist. 

 

What do luxury brands represent to you? 

 

Well, I see luxury, in general, as a category applicable to every media. Talking about 

luxury consumption, it is about consuming goods which require a certain economic effort 

and whose identity is connected to that of a particular medium. It is because a Vuitton 

bag is not like buying an Eastpack backpack, which is why luxury is not just a category 

of physical products, requiring a higher economic effort, compared to commodities. I 

mainly see luxury as an aesthetic category, connected to the media. To a luxury a 

product we connect a different idea and way of communicating. It is not about the idea 

of spending a lot of money for the bag, but that represents the reason why that bag 

was purchased. 

 

How often do you buy products from Luxury brands? 

 

We could say, once every couple of months. Since I have been recently working, I had 

the chance to spend more money on this. Since many luxury brands are connected to 

the use of materials of a high quality and a warranty of durability, I focused more on 

the use and purchase of luxury brands rather than very cheap and delicate durability 

products. I stopped buying in fast fashion chains, such as Primark and Zara, also 
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because they really disappointed me recently. I am mainly talking about Zara here, I 

have to admit, I cannot avoid going to Primark sometimes.  

 

So, if you could buy luxury brand on a regular base, which would the factors affecting 

your choice be? 

 

Well, durability, for sure, reliability then. Or, I mean, that really depends on the brand 

obviously, but one definitely expects reliability from luxury brands. That really depends 

on the social effort of the designer. Recently, I even consider the design. Now that I am 

growing, the research of peculiar design is getting more and more relevant to me. Not 

because I want to be represented by an image or a logo, but at least a certain kind of 

design which represents me, my ideas, my mindset, and does not make me 

uncomfortable with relation to the society in which I live. Something which makes me 

comfortable, yeah. Lastly, something which is incredibly relevant to me is the 

sustainability of materials. I mean, we live in a notoriously consumeristic era and 

resources are running out. We need to start considering this increasing lack of 

resources, we just have to increase our sensitiveness to this topic, even for a practical 

reason. 

 

How would you define sustainability in the luxury sector? How do you see the two 

interacting? 

 

I honestly believe this is the only way to do it (ndr, luxury). We cannot count on endless 

resources, on the creation of new materials, create something new. We have to 

understand how to use already existing things, not just materials, and as natural as 

possible. It is more than known that some of the materials nature is giving us in 

abundance stay totally unemployed, while we keep producing plastic and other harmful 

materials. I know many brands are already going in this direction, and I really wish at 

some point this is turning into a new standard. Also because, we, as consumers, are 

starting to be really conscious and sensitive to this regard. From a communication point 

of view, a brand which has a sustainable way of producing, or even just a sustainable 

style, using recycled materials or offering employment to underdeveloped populations, 

give the consumer a justification to buy and consume them, and furthermore they give 

the consumer a valid reason to follow and support them.  We just can’t exclude the 

effort any longer. 

 

How do you live sustainability in your daily life? 

 

Well, I do my best. Starting from avoiding to throw away things, giving them a new life. 

I recently made a table out of a door, for example. I sometimes do restoration of old 

furniture not to throw it away. Even objects like lamps, for example. I just try to give 

things a new life. I also try to recycle, as far as the state allows us to do it. Sometimes 

you put a huge effort in recycling, then you get to know trash is collected all together 

without taking care of the citizens’ efforts. I try to consume as least as possible products 

that I know won’t last. Unless I have the urgency to do it, I try to avoid things I do not 

really need.  

 



 
 

185 

Is there a luxury brand you consider as particularly sustainable? 

 

I recently noticed, from this point of view, a designer that I have always been following 

in various steps of my life. Especially because many activities she was involved into 

started to be publicly discussed. And I was really impressed by all of this. I am talking 

about Vivienne Westwood. I have always been following her, since she was McClaren’s 

spouse, and he has always had a huge influence on me. I have always been attached 

to the Punk mindset, aesthetics, and somehow ethics. I have always been attracted by 

her involvement in social causes. She is not one of those persons who lives in her bubble 

of fame and success. She has always been part of the society itself, from the 

underground cultures, to the massive audience, and always took part to national 

debates. In the past years, around 2012, I have noticed she took this clearly sustainable 

direction, with projects aimed at the use of disposable materials: cables, wheels, old 

clothes. This is something I was really impressed by, even from an aesthetic perspective 

is really connected to her way of expression, it had something punk in it, I found it really 

coherent. That demonstrated a contact with the street, with the people. All the materials 

she used were talking about a life which had been, and somehow could still exist. I even 

saw an artistic purpose in this, this is what really impressed me. In my academic career, 

I studied about many artists who dedicated themselves to this cause, and I felt right 

the idea of giving her a credibility from this point of view. And this artistic element, saw 

that as necessary even within the concept of luxury itself, Luxe is a form of art somehow. 

I followed the project, I can’t remember the name now, connected to ethical fashion, 

and she dedicated to the production of her collection in African countries, using local 

products, and creating employment in the area. She created a product with an incredible 

value, form every point of view, even considering the identities involved in this process: 

both the underdeveloped communities, and her, who put her faces on it, since the idea 

was hers.  

 

How did you discover this brand? Which is the first memory you have about it? 

 

That is easy, I discovered about her through the Sex Pistols. I saw pictures of them with 

her, I found out she was McLaren’s spouse, and from the very beginning she curated 

the aesthetics of these street boys, completely unleashed, at 360 degrees. This is how 

I discovered her, for her connection with the British punk. Then, I saw her design as 

really similar to my vision of the world and the society, and this makes me feel extremely 

comfortable. This is why I decided to keep following her. The first memory I have is a 

picture of Sid Vicious with a very peculiar shirt, I investigated about the origin of that 

cloth, and I found out about her.  

 

How did you get to trust this brand? 

 

Probably there are many different factors. Starting from her willingness to preserve her 

first shop, in King’s Road as headquarter, the World’s End I think it is called now. The 

idea of being detached from the idea of growing bigger and bigger, exporting the brand, 

for the sake of a social growth, for the sake of the efforts she was making to make a 

change. I found her always really loyal to herself, I don’t think this is the only reason, 

but it’s still pretty strong. Since I followed her from the very beginning, and since I was 

really attached to the values she was first promoting, it was a base for letting the social 
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dissent grow. Considering this effort… or better, not even the effort, I would define that 

as a vocation, to listen to people and their nervous complaints, that was fundamental 

to me. This is the reason why I still found her really valid, and genuine. I don’t think I 

will ever doubt her actions in the future. She is a person who always did that, with the 

willingness to do that, because she is interested in that and because she really cares 

about that. Obviously, this is part of her strategy, but this is her way of participating, 

of collaborating to the collective development. 

 

If I asked you to mention some of the sustainable activities carried on by this brand, 

what would you mention? 

 

Definitely the Ethical Fashion Collection. It had a huge resonance in the environment, I 

am talking about the fashion environment. She went there, in Kenya and Uganda, and 

worked with local producers, women especially, something else I really appreciated, 

using recycled materials. What really impressed me is that we have been talking about 

sustainability and environment a lot, but we never talk about recycled materials, the 

two topics never overlap. In the moment when we talk about sustainability, we can talk 

about natural material and not harmful resources, but what really matters is recycling, 

which is what she did. She did create new material we will have to dispose of at some 

point. She re-used existing material and resources, giving them a new shape. 

Furthermore, and that is the artistic aspect of it, she used the job of local producers, 

giving them the possibility to take part to a worldwide known project, even culturally. I 

mean, African countries have always been abused by artists and companies, but the 

projects often end up being advertising material. But her… even through pictures you 

can see that, because she documented the entire process… You can really see that the 

protagonist is not her brand, is not her, is not her bag… The protagonists are the 

workers. It really touched me, even on an emotional level, for all the features involved… 

the sustainability, the identity of a population, and especially for this blurred line I 

noticed between what other brands did, often using natural materials for the sake of 

sustainability, and what she did: the re-use of existing material and the communities’ 

development. I saw that as an example from many different perspectives. I really expect 

all of the luxury brands to go towards this direction, I see that as the only possible 

direction.  

 

Was there a trigger for you to even question the credibility of this brand? 

 

Yes, actually. I saw that effort of her towards this African local communities, and I saw 

many other institutions, and brands taking care of this before, taking care of this 

exploitation. When I heard to talk about this project, I immediately thought about the 

classical CSR justification, I thought maybe she just felt the need to follow this common 

pattern. So, considering how much I looked up to her, I thought she could just take 

care of local British communities, instead of going so far, and that African communities 

were just a way to promote her brand further. Nevertheless, talking to people, and 

looking at the resonance this project had, I noticed how the focus was not on her, but 

rather on the development and the project itself, on the communities as I said. I could 

barely read her name in the news about the project. 
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Can you think about any other luxury brand you don’t really feel like trusting? 

 

Not really, I have to be honest, I didn’t really make research from this perspective. I 

didn’t gather information about the level of sustainability of the brands. I prefer when 

brands come to you to promote their activities, informing and educating you.  

No, I can’t really think about anything honestly right now. 

 

So, if you were a brand, how would you promote your sustainability? 

 

Well, honestly, I am for the revolution, the square, If we keep travelling through the 

institutional communication in the elite, it is difficult for brands to want the consumer 

to be engaged. It is necessary to fill this gap between companies and consumers. I 

guess, If I were a brand, I would focus on activities, I would create a direct contact with 

consumers. The risk you run with the luxury products, which is the most common way 

doing it, is letting the consumer to get closer to the brand. Because brands feel more 

important, and they want consumers to crave for them, to aspire to them. The main 

consequence of this, is that the consumer ends up knowing nothing about the brand, 

about its productive system.  

I really believe people need to be informed, and engaged. Not engaging in massive 

communication activities, but rather engaging in practical activities that have a 

resonance in the post. Plus, what is relevant, is the presence of the brand, its 

personification somehow. I wanna meet who is behind the brand, not just hear to talk 

about it. I might be extreme from this perspective, but I really deem the communication 

in person is extremely necessary to get people to trust you. 

 

Gianfranco 
 

What’s your name and please do a little description of yourself and what you do. 

 

My name is Gianfranco Maria Losterzo, I am 25 years old and in the last 6 I have lived 

in Milan first to study and then to work. I know work for a fashion brand for men's called 

Massimo Piombo. I cover several roles, given that it’s a small company, but I mainly 

focus on e-commerce which is an area that has always fascinated me even before from 

the client side. 

 

I am not going to ask you how much you spend on these type of products… 

 

The answer would be as much as I earn each month more or less. 
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What is Luxury according to you? 

 

The concept of Luxury in general for me is mainly linked to scarcity in terms of difficulty 

to find a product. Personally, I believe that lately this element is fading away. On the 

other side, luxury for me is also exclusivity, not only in terms of availability but also in 

terms of affordability. This is often due to economic reasons that be the product price 

and\or the customer economic range.  

Obviously, these two elements combined lead to a series of factors such as desirability 

or a certain object: the less likely I can have it, the more I want it. A classical human 

dynamic I’d say. 

Specifically, a luxury brand to me is a brand that position itself both on the economic 

side and the availability side on a higher position with respect to a more common and 

widespread brand such as Zara. For example, you can find a Zara shop almost 

everywhere, even in small cities whereas a Gucci shop in Italy you would only be able 

to find it in the main cities as Milan and Rome or in small locations but where money 

are concentrated as Porto Cervo.  

 

Is this something that has a strong meaning to you as a luxury customer? 

 

Well yes, it means that luxury is looking for me. The shop in Porto Cervo is not there 

because the brand is interested in the city but because the brand knows the wealthy of 

tourists that are visiting that location  ( as an arab with many wifes and a huge bank 

account). 

This is also connected to what I was saying before about distribution and exclusiveness. 

It’s a game, you believe it’s difficult to find but the truth is that the brand is actually 

coming to you and looking for you. At the end is the brand that needs the consumer 

rather than the reverse as the consumer do not truly need the product.    

 

How relevant is for you sustainability in a luxury purchase? 

 

For me personally not that much. I mean this considering myself and answering to this 

question from my personal point of view as this is not in my mindset. My personal 

mindset does not include empathy toward the animal world. I do not have any reserve 

towards the use of animals for leather or fur, eating or producing meats and all the 

related. If you’d ask me would you buy this pink YSL fur from fall-winter season 2015 

and I could afford it at that time I would buy it in spite of being real fur.  

If you ask more in general instead, I do believe that sustainability does cover an 

important role nowadays. I am not part of it yet, but I know that there is a growing 

trend towards it. Many bands are banning fur in primis, those who work with leather are 

looking for a more sustainable way of treating it even if just few have decided to 

substitute it completely. Personally, I find quite deceiver that they try to find a more 

ethical way to still produce and use animal skin. Is the same as saying that you are 
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doing a lethal injection to a prisoner rather than shot him, the end is always the same. 

In the end, contradictory is what defines it better according to my point of view. 

However, I do believe that this might be important to someone. If there is a market for 

this it means that there is enough question.  

 

How often do you buy products from Luxury brands?  

 

In the last two years I have bought more frequently since I started to work and thus I 

am economically independent and this has allowed me to be able to buy more luxury 

product. Not with the frequency that I wish though. When I was a student and I was 

dependent on my parents I was still buying luxury products - as I have always loved 

them - but with a very low frequency. I’d say from one purchase every 3-4 months to 

not one product a month. Of course luxury product is very general, if we are talking 

about a 300€ jumper than I might even buy two in a month, if we are talking about an 

YSL boots which I bought for 950€ than I will probably not buy anything else for a month 

or so.  

Overall, I’d say that I buy 1 to 2 luxury product a month, a sort of gift to myself every 

time I receive my salary. 

 

On which elements you base your choice of Luxury products to buy? 

 

I would say quality but I would be lying if I put this as first element. In reality I purchase 

products more due to their design rather than their quality. Obviously, the luxury 

product 90% of times, to justify a certain price, has necessarily a better quality with 

respect to a commercial product. It is also true that when we are dealing with a boots 

of YSL that cost 950€ we are also buying a product of the highest quality. There is a 

massive difference between a luxury shoes and a commercial brand one both in 

material, production, etc. When we are talking about a t-shirt is much more difficult to 

do a consideration as this. Between a 30€ American Apparel one and a 500€ Givenchy 

one there is almost no difference in quality, especially with materials such as cotton.  

Quality in these kind of items has an importance more at a psychological level to justify 

the price rather than at an actual level.  

Concerning the design is a mixture between the trend and the personal taste that 

evolves with time. At 25 years now I am trying to build what is known as a permanent 

closet which means that it will last for years. Not a seasonal one as it happened to me 

in the past where you wear a certain item just for one season. Based on this reasoning 

I’d say that lately my choice of design is much more based on personal taste that I can 

see as long lasting. Of course sometimes I do buy certain products that are on the 

moment hype as the Gucci loafer.   

Of course in our subconscious fashion and trends always influence us this is the reason 

why there is a market and demand.  
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How relevant is sustainability in your day to day life? make an example of choice you 

made that you deem to be sustainable and/or ethical. 

 

I am very sensible on that. I am always trying to be ecological, to do the differentiate 

garbage to promote recycling, to not throw garbage on the floor. More in general if I 

can walk or take the train instead of the car. I do like the idea to be sustainable. I am 

not committed to the level of protesting or doing voluntary work but in my own sphere 

I am trying to do my best. As I said before I am more favourable to the environmental 

sustainability rather than the animal ethic. 

Considering this, I am much more interested in the production process rather than the 

actual material selection. How they reduce the impact on the planet not if the save the 

animal. 

 

Is there a luxury brand you consider as particularly sustainable and for such a reason 

you are particularly attached to? 

 

For sure Stella McCartney, I mean this brand was born on this idea.Even if this is much 

more focus on the animal sustainability that I do not care much about.  

More in general the Kering group is trying to be much more ethical and sustainable, also 

because Marco Bizzari, the current CEO of Gucci, after being in Stella McCartney he 

moved to Bottega Veneta and then to Kering Group. 

Bottega Veneta works mainly on leather goods and they work it in a very sustainable 

way. This approach has been extended to the entire Kering group. Bvlgari as well in the 

production process and in the dimonds selection is very sustainable and ethical, also at 

human and community level.  

I don’t know why but in my mind right now I can only think of brands from the north 

like Scandinavia. Also Acne to me is a sustainable brand, knowing the product and its 

design I believe it to be sustainable, on the path of Stella McCartney I’d say. 

But in particular if I have to pick a brand to talk about I’d say Bottega Veneta. 

 

How did you discover this brand? 

 

The first memory that I have was during an episode of Gossip Girl where a thief stole a 

pair of shoes to Chuck Bass and he said “they stole my Bottega”. In that period I started 

to get interested in that, then of course moving to Milan I started to noticed around the 

shops and the product. The first thing I recognise is their signature braided leather 

especially in their bags. I have never been a client for economic reasons at first and due 

to design and personal taste right now. 

 

How would you define your relationship with this brand? 
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It’s a relationship of admiration, it’s a brand that I deem to be really exceptional. If I 

had to buy a classical pair of shoes it would be one of my main choice. Same for their 

luggage products. I do admire the brand overall.  

 

Why you deem the activities that this brand does as reliable in terms of sustainability 

and ethic? 

 

To be honest, I started to trust this brand by reading of it. Articles on Business of Fashion 

for example I discovered their shift towards a more sustainable way of treating leather. 

It’s much more difficult for an historical brand such as Bottega Veneta to change and 

adapt to these new processes rather than for a new brand like Stella McCartney that 

was developed with these processes in mind. This is why I trust and admire Bottega 

Veneta. I would also say that the fact that Marco Bizzarri also worked at Stella 

McCartney before moving to Bottega Veneta also influenced the evolution of this brand 

towards sustainability.  

 

If I asked you to mention some of the sustainable activities carried on by this brand, 

what would you mention? 

Personally I would not be able to mention any specific activity given that I do not know 

the different processes that are needed to work a material such as leather in a 

sustainable way. On the other way I can tell you that overall they focus on the process 

in general. 

 

If you had to communicate this to your friends, how would you proceed? Which 

communication tools do you think would be more efficient? 

 

For a brand such as Bottega Veneta the best way to communicate it is the way i 

approach it, through information not advertising. It’s a classic brand and I would say 

that their choice to move towards sustainability is much more a choice of the long term. 

Their current customers are probably not too leaning on sustainability but their new and 

future ones are. Therefore I would communicate it in a much more informative way, 

essential rather than pushing it trough advertising.  

 

Did you ever have any credibility issue with this brand? Was there a trigger for you to 

eventually question the credibility of the brand? 

 

Personally, I never had any doubt on this brand and their commitment.  

 

Which are brands that on the other hand you do not trust? 
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On the luxury sector, right now I would not have any credibility issue, I would be much 

more doubtful for a brand such as H&M which ask you to bring the old clothes into 

recycle but at the same time produces using underpaid workers. 

 

 Joele 
 

Can I ask you your name and to make a little description of yourself? 

 

My name is Joele Iapadre, I am 25 years old and I am a recent graduate in Fashion 

design. 

 

What do luxury brands mean to you? 

 

Okay… Well… I definitely think the brand which best represents my vision of luxury is 

Margiela. Especially the collection Artisanal, the real Margiela, the one from the 90s… 

Until 2003 more or less. He was the only one who could actually make, not only eco-

sustainable fashion, but really recycled, like.. he was really green. But at the same, he 

didn’t lose the focus on aesthetics, even that was extremely relevant to him, absolutely 

mind blowing. 

 

How often do you buy luxury products? 

 

When I can, I definitely do it, maybe three times per year. Especially when it comes to 

leather goods… I prefer luxury products when it comes to leather. At least I know leather 

comes from sustainable sources… If you think that eco-leather is made out of oil… At 

least in that I make an effort. 

 

Upon which factors do you base you luxury purchases? 

 

Mainly, the aesthetics, definitely. I might seem superficial, but I like it. Right after that, 

I like to buy sustainable products. Of course, if I see something deeper and more 

valuable I go for it… I mean, if I had to choose among two items that I like at the same 

level, I would definitely go for the most sustainable. Even the Made in Italy factor, or 

even Made in France, I value that pretty much… Things like that. 

 

How do you live sustainability in your day-to-day life? 

 

I mean, the most stupid thing I can think about… the separated collection of waste… If 

I know there is something I can do, I do it. Even though maybe, after they collect it, 

they just mix everything together. But you try, I try to be the change I want to see. 

 

What about sustainability and luxury? How do you see the two interacting? 
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When it comes to sustainability and fashion… unfortunately that is just unreachable, 

They just speculate on it a lot. If you think that when you buy a fur from H&M you are 

making a huge damage to the environment, it just makes you want cry, but sometimes 

you just have to, I mean especially if you look at the price of sustainable furs.  

 

So if I asked to you to mention a sustainable brand… 

Yeah Margiela, definitely… 

 

So, if I asked you to define the relationship you have with this brand what would you 

tell me? 

In terms of sustainability, it is absolutely unreachable.. But I mean if I could, I would 

spend all of my money to buy products from this brand. 

 

How did you discover about this brand? 

Studying, I made research about it. 

 

How did you get to trust this brand? 

 

Yeah, sustainability is not core for Margiela, but what is inner in the conception of the 

brand is grunge recycle, the Do It Yourself philosophy, so that is the core of the brand.. 

everything stems from it. 

 

If I asked you to mention some of the sustainable activities carried on by this brand, 

what would you mention? 

 

No, nothing in particular, it is so intrinsic in the brand that he doesn’t really need 

activities to promote its sustainability. That is part of it. It is all about deconstructing 

and reconstructing, so… 

 

Was there a trigger for you to ever question the credibility of the brand? 

 

Yes, honestly. I see everything as mass-standardized. The fact that they were recycling 

gave uniqueness to every single product they produced, to all of their creations… Now 

you see the same products 5, 6, 7, 10 times… There is not much of sustainable, really 

recycled behind… there is everything but sustainability behind, and you feel that, you 

see that.  

 

Can you think about any other luxury brand you don’t really feel like trusting? 

 

It might be a bit unpopular… I mean, without making too much research, Stella 

McCartney. She made this huge news, when she was making the Olympics suits for 

Great Britain… obviously she promoted them as super green, super sustainable, but 

they found out they were all made in China… They were transported in this huge boats, 

they were actually sewed on the boats… I mean, the absolute anti-green. 
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Interviewee Question Quote

Descriptive 

Code

Interpretive 

Code

Overarching 

theme 

Aurora Luxury brands 

conception

the concepts of Luxury and luxury brands evolved recently, 

especially in the last very few years

Perception of two 

different luxuries

Evolution of 

luxury

Millennials' 

luxury
Aurora Luxury brands 

conception

for the tendency of many designers and brands to produce two 

parallel collections one for Haute couture, luxury, and the other 

more pret-a-porter, more accessible 

Perception of two 

different luxuries

Evolution of 

luxury

Millennials' 

luxury

Aurora Luxury brands 

conception

We can still talk about a crisis in the luxury market Perception of crisis 

of luxury sector

Evolution of 

luxury

Millennials' 

luxury

Aurora Luxury brands 

conception

with Alessandro Michele […], Gucci has done something no one ever tried 

to do before: He transformed a high brand into a millennials’ brand

Perception of two 

different luxuries

Evolution of 

luxury

Millennials' 

luxury

Aurora Luxury brands 

conception

this is the impasse of the luxury today. There’s a growing part 

of the population who’s getting into luxury

Growing interest in 

luxury

Evolution of 

luxury

Millennials' 

luxury
Aurora Luxury brands 

conception

thanks to the introduction of high-end street style brands keeping their 

economic and reputational high-luxury value untouched

Perception of crisis 

of luxury sector

Evolution of 

luxury

Millennials' 

luxury

Aurora Relationship with 

luxury brands

there are brands and products of certain brands that I would desire to 

have, that I crave for For what they represent basically

High symbolic value 

of luxury

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Aurora Relationship with 

luxury brands

a certain quality, a certain reputational capital, 

a certain structure, and a certain history behind.

Relevance of high 

quality

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Aurora Relationship with 

luxury brands

History means to me avant-garde here I can give you 2 clear examples for 

this

Perception of two 

different luxuries

Evolution of 

luxury

Millennials' 

luxury

Aurora Relationship with 

luxury brands

Oscar De La Renta is one of the few who is still producing hand-made. 

So, you go and buy hand-made quality

Relevance of high 

quality

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Aurora Relationship with 

luxury brands

You are not just paying for the reputation of the brand. 

You pay the time the brand invested on that product.

Relevance of high 

quality

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Aurora Relationship with 

luxury brands

There’s then a second concept of luxury, you do not pay for the handicraft, 

you pay for the avant-garde

Aestethic value of 

luxury

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Aurora Relationship with 

luxury brands

(Speaking of OffWhite) You go and buy the concept of the brand. You go 

and buy the design

Aestethic value of 

luxury

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury



Aurora Relationship with 

luxury brands

My approach to luxury is a collections approach. Aestethic value of 

luxury

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Aurora Relationship with 

luxury brands

There are some elements and accessories that I crave for

 having for the intrinsic value they have. 

Aestethic value of 

luxury

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Aurora Relationship with 

luxury brands

I have a sick relationship with it. I only used it a few times,

 but it has an extremely deep value to me. 

Aestethic value of 

luxury

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Aurora Relationship with 

luxury brands

What I see in luxury is the reputation of the handicraft which is 

behind it

Handicraft as a 

primary factor 

affecting 

consumption

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Aurora Relationship with 

luxury brands

(talking about Dior clutches) I crave for as if they were water in 

the desert

Reputational value 

of luxury

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Aurora Relationship with 

luxury brands

If you get a FENDI, a PRADA, a VOUITTON you pay for the historical capital 

of the brands

Reputational value 

of luxury

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Aurora How often do 

you purchase?

The real luxury buyer does not buy accessories, the most recognisable, 

they are a status

Reputational value 

of luxury

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Aurora Purchase 

behaviour factors

I would choose no logo, high quality brands. Recognisable for some specific 

tailoring features

Aestethic value of 

luxury

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Aurora Purchase 

behaviour factors

I would go for basic clothes, high quality, recognisable, representing 

something to me

Relevance of high 

quality

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Aurora Sustainability 

and Luxury

there is no sustainability because there is no individual and collective 

knowledge about sustainability

Perceived 

incapability of 

actually knowing 

Skepticism 

towards 

sustainability

Skepticism 

Aurora Sustainability 

and Luxury

For how paradoxical it can seem, a man-made fur is not sustainable 

at all. Mainly because of the economic exchanges among national 

markets

Humans welfare 

and environmental 

conscousness over 

animals welfare

Sustainability 

as ethics

Sustainability



Aurora Sustainability 

and Luxury

Sustainability is not clear yet to the audience. Perceived 

incapability of 

actually knowing 

Skepticism 

towards 

sustainability

Skepticism

Aurora Sustainability 

and Luxury

Since ethical and sustainable might seem like synonym but they are not. Humans welfare 

and environmental 

conscousness over 

animals welfare

Sustainability 

as ethics

Sustainability

Aurora Sustainability 

and Luxury

she took women who didn’t have their own sustainment tools, with a really 

high wage, so not exploiting them

Relevance of long 

term development 

sustainable 

activities

Positive 

perception of 

long term 

effort

Perception of 

legitimacy

Aurora Sustainability 

and Luxury

giving them a long-term possibility of development, so in this way even 

investing in the women’s cause

Relevance of long 

term development 

sustainable 

activities

Positive 

perception of 

long term 

effort

Perception of 

legitimacy

Aurora Sustainability 

and Luxury

ethical for the support of region, a local community Relevance of long 

term development 

sustainable 

activities

Positive 

perception of 

long term 

effort

Perception of 

legitimacy

Aurora Sustainability 

and Luxury

If you create employment, you create development, stimuli, opportunities. 

This is what luxury should be for

Relevance of long 

term development 

sustainable 

activities

Positive 

perception of 

long term 

effort

Perception of 

legitimacy

Aurora Sustainability 

and Luxury

It is easy to say, Let’s create man-made furs and let’s take care of animals, 

while the Nike shoes we all buy are all made in Bangladesh and China.

Humans welafer 

over animals 

welfare

Positive 

perception of 

long term 

Perception of 

legitimacy

Aurora Sustainability in 

daily life

I could be better, just as anyone else. Recognition of lack 

of strong effort

Self 

commitment 

in 

Millennials' 

core ideals

Aurora Sustainability in 

daily life

There are things I try to optimize, Self consciousness 

about the actual 

commitment

Self 

commitment 

in 

sustainability

Millennials' 

core ideals

Aurora Sustainability in 

daily life

I think it is more a matter of small attentions on a daily base. Self consciousness 

about the actual 

commitment

Self 

commitment 

in 

sustainability

Millennials' 

core ideals

Aurora Sustainable 

brand

For her daily effort Importance of 

brand's effort

Increased 

perception of 

the brand 

actually 

Perception of 

legitimacy

Aurora Sustainable 

brand

for her putting her face on it Importance of risk 

taking

Increased 

perception of 

the brand 

actually 

Perception of 

legitimacy



Aurora Sustainable 

brand

she did a series of claims, even not particularly favourable to her brand Importance of risk 

taking

Increased 

perception of 

the brand 

actually 

Perception of 

legitimacy

Aurora Sustainable 

brand

She is a pillar, daily releasing interviews, always ready to do it Importance of risk 

taking

Increased 

perception of 

the brand 

actually 

Perception of 

legitimacy

Aurora Sustainable 

brand

to be involved in her brands activities. Importance of 

brand's effort

Increased 

perception of 

the brand 

actually 

Perception of 

legitimacy

Aurora Sustainable 

brand

She took part to many marches in London Importance of 

brand's effort

Increased 

perception of 

the brand 

actually 

Perception of 

legitimacy

Aurora Sustainable 

brand

She was there, at the forefront Role of the designer 

in the forefront

Easiness to 

trust a person 

rather than 

an 

Perception of 

legitimacy

Aurora Sustainable 

brand

because she believes in it. Role of the designer 

in the forefront

Easiness to 

trust a person 

rather than 

an 

Perception of 

legitimacy

Aurora Sustainable 

brand

Cause she knows that if she’s there, the audience will be there Importance of risk 

taking

Increased 

perception of 

the brand 

actually 

Perception of 

legitimacy

Aurora Sustainable 

brand

she is a masses fomenter Importance of risk 

taking

Increased 

perception of 

the brand 

actually 

Perception of 

legitimacy

Aurora Sustainable 

brand

she makes news Importance of risk 

taking

Increased 

perception of 

the brand 

actually 

Perception of 

legitimacy

Aurora Sustainable 

brand

since when I discovered her, her brand, and she has always been an idol to 

me, a fetish.

Esteem feelings Corresponden

ce between 

perception of 

legitimacy 

and positive 

Perception of 

legitimacy

Aurora Relationship with 

the brand

That is a fetish to me, definitely Esteem feelings Corresponden

ce between 

perception of 

legitimacy 

and positive 

Perception of 

legitimacy



Aurora Relationship with 

the brand

it is symbol, I might even dislike her collection, but I don’t care, it is not 

about aesthetics

Esteem feelings Corresponden

ce between 

perception of 

legitimacy 

and positive 

Perception of 

legitimacy

Aurora How did you het 

trust it?

When she put her face on it Role of the designer 

in the forefront

Easiness to 

trust a person 

rather than 

an 

Perception of 

legitimacy

Aurora How did you het 

trust it?

When she started to make public claims, and release interviews, Role of the designer 

in the forefront

Easiness to 

trust a person 

rather than 

an 

Perception of 

legitimacy

Aurora How did you het 

trust it?

even inconvenient ones, about the entire fashion system. Importance of risk 

taking

Increased 

perception of 

the brand 

actually 

Perception of 

legitimacy

Aurora How did you het 

trust it?

She condemned it, she mentioned names of other brands. Importance of risk 

taking

Increased 

perception of 

the brand 

actually 

Perception of 

legitimacy

Aurora How did you het 

trust it?

I though at the very beginning this was extreme, she was putting 

herself against anyone else,

Importance of risk 

taking

Increased 

perception of 

the brand 

actually 

Perception of 

legitimacy

Aurora How did you het 

trust it?

but that meant to me that she believed in that. Importance of risk 

taking

Increased 

perception of 

the brand 

actually 

Perception of 

legitimacy

Aurora Sustainable 

Activity

the one I mentioned already about moving the brand’s production in 

Bangladesh, as a part of a broader project

Relevance of long 

term development 

sustainable 

activities

Positive 

perception of 

long term 

effort

Perception of 

legitimacy

Aurora Sustainable 

Activity

It acted just as an NGO. Relevance of long 

term development 

sustainable 

activities

Positive 

perception of 

long term 

effort

Perception of 

legitimacy

Aurora Did you ever 

question its 

credibility?

I felt like it was too much. Overpresence of 

causes supported

Perception of 

strumentalisat

ion

Credibility 

issues

Aurora Did you ever 

question its 

credibility?

This crazy old woman marching on the streets, with microphones, 

and models…

Overpresence of 

causes supported

Perception of 

strumentalisat

ion

Credibility 

issues

Aurora Did you ever 

question its 

credibility?

she did it for real, on a tank. In the centre of London. Overpresence of 

causes supported

Perception of 

strumentalisat

ion

Credibility 

issues



Aurora Did you ever 

question its 

credibility?

I thought, okay, how real is this and how is this advertising 

instead. 

Overpresence of 

causes supported

Perception of 

strumentalisat

ion

Credibility 

issues

Aurora How did you 

solve this trust 

issue?

everything she did before and after Importance of risk 

taking

Increased 

perception of 

the brand 

actually 

Perception of 

legitimacy

Aurora How did you 

solve this trust 

issue?

If she wasn’t acting this crazy, she wouldn’t be Vivienne. Importance of risk 

taking

Increased 

perception of 

the brand 

actually 

Perception of 

legitimacy

Aurora Any other luxury 

brand you do not 

trust?

Tod’s, they never did clear claim Lack of clarity in 

sustainable claims

Perception of 

strumentalisat

ion

Credibility 

issues

Aurora Any other luxury 

brand you do not 

trust?

They have always been talking about the importance to his production of 

the Italian patrimony

Perception of 

politicisation

Perception of 

strumentalisat

ion

Credibility 

issues

Aurora Any other luxury 

brand you do not 

trust?

I perceived that as highly politically embedded Perception of 

politicisation

Perception of 

strumentalisat

ion

Credibility 

issues

Aurora Any other luxury 

brand you do not 

trust?

Bottega Veneta, I am a hundred percent sure about the quality of their 

materials

Relevance of high 

quality

High 

perception of 

legitimacy for 

high quality 

Perception of 

legitimacy

Aurora Any other luxury 

brand you do not 

trust?

With Vouitton for example, I buy one of their bags, and I know I have a 

high probability that the bag was made not in the best working and 

environmental conditions

Relevance of 

consistency over 

the years

Lack of actual 

information

Credibility 

issues

Aurora Any other luxury 

brand you do not 

trust?

If I buy a Bottega Veneta, I know that is handcrafted in Italy, with 

selected materials and by selected artisans

Relevance of high 

quality

High 

perception of 

legitimacy for 

high quality 

Perception of 

legitimacy

Aurora Any other luxury 

brand you do not 

trust?

I know that is high quality, hence sustainable. Relevance of high 

quality

High 

perception of 

legitimacy for 

high quality 

Perception of 

legitimacy

Aurora Any other luxury 

brand you do not 

trust?

Even the price convinces me, if it is high, and I know the quality is so good, 

it is sustainable

Relevance of high 

quality

High 

perception of 

legitimacy for 

high quality 

Perception of 

legitimacy

Aurora Any other luxury 

brand you do not 

trust?

(talking about Bottega Veneta and thei sustainability)they always 

kept a low profile from this perspective

Relevance of 

consistency over 

the year

High 

perception of 

legitimacy for 

high quality 

Perception of 

legitimacy



Aurora Any other luxury 

brand you do not 

trust?

That is something you know Relevance of 

consistency over 

the year

High 

perception of 

legitimacy for 

high quality 

Perception of 

legitimacy

Aurora Any other luxury 

brand you do not 

trust?

because they demonstrated it Relevance of 

consistency over 

the year

High 

perception of 

legitimacy for 

high quality 

Perception of 

legitimacy

Aurora Any other luxury 

brand you do not 

trust?

they don’t even need to make claims Relevance of 

consistency over 

the year

High 

perception of 

legitimacy for 

high quality 

Perception of 

legitimacy

Aurora How would you 

communicate 

sustainability?

I would be clear about the production process Assumption of 

relevance of 

transparency

Role of 

transparency

Perception of 

legitimacy

Aurora How would you 

communicate 

sustainability?

especially if I am a new brand Assumption of 

relevance of 

transparency

Role of 

transparency

Perception of 

legitimacy

Elisabetta

Luxury brands 

conception

it is about consuming goods which require a certain economic effort high symbolic value 

of luxury

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Elisabetta

Luxury brands 

conception

a Vuitton bag is not like buying an Eastpack backpack high symbolic value 

of luxury

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Elisabetta

Luxury brands 

conception

I mainly see luxury as an aesthetic category high symbolic value 

of luxury

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Elisabetta

Luxury brands 

conception

It is not about the idea of spending a lot of money for the bag, but that 

represents the reason why that bag was purchased

high symbolic value 

of luxury

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Elisabetta

How often fo you 

purchase?

Since many luxury brands are connected to the use of materials of a high 

quality and a warranty of durability I focused more on the use and 

purchase of luxury brands

high symbolic value 

of luxury

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Elisabetta

Purchase 

behaviour factors

Well, durability, for sure, reliability then Relevance of 

reliability

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury



Elisabetta

Purchase 

behaviour factors

one definitely expects reliability from luxury brands Relevance of 

reliability

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Elisabetta

Purchase 

behaviour factors

the research of peculiar design is getting more and more relevant to me...a 

certain kind of design which represents me, my ideas, my mindset

high symbolic value 

of luxury

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Elisabetta

Purchase 

behaviour factors

and does not make me uncomfortable with relation to the society in which I 

live.

high symbolic value 

of luxury

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Elisabetta

Sustainability 

and Luxury

something which is incredibly relevant to me is the sustainability of 

materials

Sustainability as a 

factor

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Elisabetta

Sustainability 

and Luxury

I honestly believe this is the only way to do it (ndr, luxury). Embedded in the 

concept of luxury 

itself

Sustainability 

in terms of 

environmenta

l 

Sustainability

Elisabetta

Sustainability 

and Luxury

We cannot count on endless resources, on the creation of new materials Recycling material 

seen as mandatory 

step for sustainable 

brands

Sustainability 

in terms of 

environmenta

l 

consciousness

Sustainability

Elisabetta

Sustainability 

and Luxury

We have to understand how to use already existing things, not just 

materials, and as natural as possible

Recycling material 

seen as mandatory 

step for sustainable 

brands

Sustainability 

in terms of 

environmenta

l 

consciousness

Sustainability

Elisabetta

Sustainability 

and Luxury

we, as consumers, are starting to be really conscious and sensitive to this 

regard

Increase in 

awareness from the 

consumer point of 

view

Sustainability 

in terms of 

environmenta

l 

Sustainability

Elisabetta

Sustainability 

and Luxury

a brand which has a sustainable way of producing, or even just a 

sustainable style, using recycled materials

Recycling material 

seen as mandatory 

step for sustainable 

brands

Sustainability 

in terms of 

environmenta

l 

consciousness

Sustainability

Elisabetta

Sustainability 

and Luxury

or offering employment to underdeveloped populations, Humans welfare 

and environmental 

conscousness over 

animals welfare

Sustainability 

as ethics

Sustainability



Elisabetta

Sustainability in 

daily life

I do my best. Starting from avoiding to throw away things Self consciousness 

about the actual 

commitment

Self 

commitment 

in 

sustainability

Millennials' 

core ideals

Elisabetta

Sustainability in 

daily life

I recently made a table out of a door, for example Self consciousness 

about the actual 

commitment

Self 

commitment 

in 

sustainability

Millennials' 

core ideals

Elisabetta

Sustainability in 

daily life

I also try to recycle, as far as the state allows us to do it. Self consciousness 

about the actual 

commitment

Skepticism 

towards 

institutions

Skepticism

Elisabetta

Sustainable 

brand

I have always been attracted by her involvement in social causes. Brand as self 

expression

Corresponden

ce between 

the designer's 

and the 

Perception of 

legitimacy

Elisabetta

Sustainable 

brand

She is not one of those persons who lives in her bubble of fame and 

success

Role of the designer 

in the forefront

Easiness to 

trust a person 

rather than 

an 

Perception of 

legitimacy

Elisabetta

Sustainable 

brand

She has always been part of the society itself, from the underground 

cultures

Role of the designer 

in the forefront

Easiness to 

trust a person 

rather than 

an 

Perception of 

legitimacy

Elisabetta

Sustainable 

brand

always took part to national debates Importance of 

brand's effort

Increased 

perception of 

the brand 

actually 

Perception of 

legitimacy

Elisabetta

Sustainable 

brand

I have noticed she took this clearly sustainable direction, with projects 

aimed at the use of disposable materials

Recycling material 

seen as mandatory 

step for sustainable 

brands

Sustainability 

in terms of 

environmenta

l 

consciousness

Sustainability

Elisabetta

Sustainable 

brand

That demonstrated a contact with the street, with the people. Role of the designer 

in the forefront

Easiness to 

trust a person 

rather than 

an 

Perception of 

legitimacy

Elisabetta

Sustainable 

brand

I studied about many artists who dedicated themselves to this cause, and I 

felt right the idea of giving her a credibility from this point of view. (ref to 

Africa support) 

high symbolic value 

of luxury

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Elisabetta

Sustainable 

brand

she dedicated to the production of her collection in African countries, using 

local products and creating employment in the area.

Relevance of long 

term development 

sustainable 

activities

Positive 

perception of 

long term 

effort

Perception of 

legitimacy



Elisabetta

Sustainable 

brand

She created a product with an incredible value, form every point of view, 

even considering the identities involved in this process

Relevance of long 

term development 

sustainable 

activities

Positive 

perception of 

long term 

effort

Perception of 

legitimacy

Elisabetta

Relationship with 

the brand

I saw her [talking about Vivienne Westwood] design as really 

similar to my vision of the world and the society,

Esteem feelings Corresponden

ce between 

perception of 

legitimacy 

and positive 

Perception of 

legitimacy

Elisabetta

How did you het 

trust it?

The idea of being detached from the idea of growing bigger and 

bigger, exporting the brand, for the sake of a social growth, for the 

sake of the efforts she was making to make a change

Perception of high 

commitment to the 

sustainability cause.

Increased 

perception of 

the brand 

actually 

Perception of 

legitimacy

Elisabetta

How did you het 

trust it?

I found her always really loyal to herself Perception of high 

commitment to the 

sustainability cause.

Increased 

perception of 

the brand 

actually 

Perception of 

legitimacy

Elisabetta

How did you het 

trust it?

Considering this effort… or better, not even the effort, I would define that 

as a vocation, to listen to people and their nervous complaints

Importance of 

brand's effort

Increased 

perception of 

the brand 

actually 

Perception of 

legitimacy

Elisabetta

How did you het 

trust it?

this is her way of participating, of collaborating to the collective 

development.

Importance of 

brand's effort

Increased 

perception of 

the brand 

actually 

Perception of 

legitimacy

Elisabetta

Sustainable 

Activity

She went there, in Kenya and Uganda, and worked with local producers, 

women especially, something else I really appreciated, using recycled 

materials.

Relevance of long 

term development 

sustainable 

activities

Positive 

perception of 

long term 

effort

Perception of 

legitimacy

Elisabetta

Sustainable 

Activity

when we talk about sustainability, we can talk about natural material and 

not harmful resources

Increase in 

awareness from the 

consumer point of 

view

Sustainability 

in terms of 

environmenta

l 

Sustainability

Elisabetta

Sustainable 

Activity

but what really matters is recycling Recycling material 

seen as mandatory 

step for sustainable 

brands

Sustainability 

in terms of 

environmenta

l 

consciousness

Sustainability

Elisabetta

Sustainable 

Activity

she used the job of local producers, giving them the possibility to take part 

to a worldwide known project, even culturally

Relevance of long 

term development 

sustainable 

activities

Positive 

perception of 

long term 

effort

Perception of 

legitimacy

Elisabetta

Sustainable 

Activity

I mean, African countries have always been abused by artists and 

companies, but the projects often end up being advertising 

material.

Sustainable claims 

leading to 

skepticism

Perception of 

strumentalisat

ion

Credibility 

issues



Elisabetta

Sustainable 

Activity

even through pictures you can see that, because she documented the 

entire process… You can really see that the protagonist is not her brand, is 

not her, is not her bag… The protagonists are the workers.

Perception of a 

genuine effort

Positive 

perception of 

long term 

effort

Perception of 

legitimacy

Elisabetta

Sustainable 

Activity

I really expect all of the luxury brands to go towards this direction 

[talking about sustainability], I see that as the only possible 

direction.

Embedded in the 

concept of luxury 

itself

Sustainability 

in terms of 

environmenta

l 

Sustainability

Elisabetta

Did you ever 

question its 

credibility?

I saw many other institutions, and brands taking care of this 

before, taking care of this exploitation

Sustainable claims 

leading to 

skepticism

Perception of 

strumentalisat

ion

Credibility 

issues

Elisabetta

Did you ever 

question its 

credibility?

When I heard to talk about this project, I immediately thought 

about the classical CSR justification, I thought maybe she just felt 

the need to follow this common pattern

Sustainable claims 

leading to 

skepticism

Perception of 

strumentalisat

ion

Credibility 

issues

Elisabetta

How did you 

solve this trust 

issue?

I noticed how the focus was not on her, but rather on the development and 

the project itself, on the communities as I said. I could barely read her 

name in the news about the project.

Perception of a 

genuine effort

Positive 

perception of 

long term 

effort

Perception of 

legitimacy

Elisabetta

Any other luxury 

brand you do not 

trust?

I didn’t gather information about the level of sustainability of the brands. I 

prefer when brands come to you to promote their activities, informing and 

educating you

Need to be 

informed by the 

consumer

Lack of actual 

information

Credibility 

issues

Elisabetta

How would you 

communicate 

sustainability?

It is necessary to fill this gap between companies and consumers. I 

guess, If I were a brand, I would focus on activities, I would create 

a direct contact with consumers

Importance of 

feeling the brand 

closer

Easiness to 

trust a person 

rather than 

an 

Perception of 

legitimacy

Elisabetta

How would you 

communicate 

sustainability?

(Talking about luxury brands) The main consequence of this, is that the 

consumer ends up knowing nothing about the brand, about its productive 

system

Perceived 

incapability of 

actually knowing

Skepticism 

towards 

sustainability

Skepticism

Elisabetta

How would you 

communicate 

sustainability?

what is relevant, is the presence of the brand, its personification somehow. 

I wanna meet who is behind the brand, not just hear to talk about it.

Importance of 

feeling the brand 

closer

Easiness to 

trust a person 

rather than 

an 

Perception of 

legitimacy

Anna

Luxury brands 

conception

there is according to me a social dimension in the luxury 

consumption

high symbolic value 

of luxury

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Anna

Luxury brands 

conception

It is not about the object itself but it is more about what that 

represents.

high symbolic value 

of luxury

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Anna

Luxury brands 

conception

Even the fact that just one social class can afford to buy that, that is why it 

is not really about the item…

high symbolic value 

of luxury

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury



Anna

Luxury brands 

conception

And the more the object is differentiated from the mass products, even just 

in terms of complex design, not completely understandable, I think the 

buyers do not really appreciate the taste, it is just about the willingness to 

own something special. So, I think that is mainly about exclusivity, social 

exclusivity.

Aestethic value of 

luxury

Factors 

affecting 

Millennials' 

purchase 

intentions

Millennials' 

luxury

Anna

How often fo you 

purchase?

Well, actually, in the past, not that much. Especially when I was a 

teenager. Just because I was not interested in that, I was younger and I 

was living in a smaller social context.

high symbolic value 

of luxury

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Anna

Purchase 

behaviour factors

In the past, it was really about the product itself. I liked the product, and I 

bought it. It was really about the aesthetic of the items.

high symbolic value 

of luxury

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Anna

Purchase 

behaviour factors

Recently, I care about something else: like the philosophy, for example high symbolic value 

of luxury

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Anna

Purchase 

behaviour factors

I like wearing products of brands whose ideology I share 

somehow. Something which shows my ideology to the others. I like 

sharing my opinion through what I wear.

high symbolic value 

of luxury

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Anna

Sustainability 

and Luxury

I think everything should happen at the same time. The public discourse 

about sustainability started years ago now, maybe twenty…

Increase in 

awareness from the 

consumer point of 

view

Sustainability 

in terms of 

environmenta

l 

Sustainability

Anna

Sustainability 

and Luxury

But now, over last very few years, they are getting a higher 

relevance (talking sustainable activities). I think it is related to the 

societal change we assisted, because of the economic crisis for 

example.

Influence of crisis 

over the luxury 

perception

Evolution of 

luxury

Millennials' 

luxury

Anna

Sustainability 

and Luxury

While before, it used to be associated to exclusivity and wealth, 

showing off to those who could not afford it, I think this would be 

disrespectful now.

Influence of crisis 

over the luxury 

perception

Evolution of 

luxury

Millennials' 

luxury

Anna

Sustainability 

and Luxury

The poverty issue is growing bigger and bigger, and the gap is 

growing bigger and bigger. So I think that is really about respect. 

And luxury brands play a big role in this.

Perceived moral 

duty for luxury 

brands

Evolution of 

luxury

Millennials' 

luxury

Anna

Sustainability 

and Luxury

we cannot expect everyone to afford luxury, but we could expect respect 

by giving something back to society. This is what is extremely important 

today in my opinion.

Perceived moral 

duty for luxury 

brands

Millennials 

expectations 

about luxury

Perception of 

legitimacy

Anna

Sustainability 

and Luxury

When we talk about sustainability we usually talk about the environment, 

which is an extremely relevant issue, obviously.

Increase in 

awareness from the 

consumer point of 

view

Sustainability 

in terms of 

environmenta

l 

Sustainability

Anna

Sustainability 

and Luxury

Especially since companies are the main responsible for this, so they have 

the possibility to make an impact.

Increase in 

awareness from the 

consumer point of 

view

Millennials 

expectations 

about luxury

Perception of 

legitimacy



Anna

Sustainability 

and Luxury

But besides that, there is a human dimension, they are 

stakeholders, we are. Even the communities, the individuals in 

general, they come first somehow.

Humans welfare 

and environmental 

conscousness over 

animals welfare

Sustainability 

as ethics

Sustainability

Anna

Sustainability in 

daily life

from the small things. Self consciousness 

about the actual 

commitment

Self 

commitment 

in 

sustainability

Millennials' 

core ideals

Anna

Sustainability in 

daily life

When I go to the supermarket for example… recently I am really annoyed 

by the extremely industrial products, also because I like eating well. So, I 

do not like industrial products, but not because they are made by multi-

national companies. Actually, there are many multi-national companies 

producing biological food. But I prefer natural products, with genuine 

ingredients, especially because food is the thing I consume the most

Perceived 

corrspondence 

between 

sustainable and 

healthy prodcuts

Self 

commitment 

in 

sustainability

Millennials' 

core ideals

Anna

Sustainability in 

daily life

If we just talk about fashion, you have to include the economic 

issue. For how contrary I could be to some companies, like fast 

fashion chains, there are other factors involved.

Economic factor Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Anna

Sustainability in 

daily life

Yet, I do not buy that much from fast fashion shops. I prefer to buy a few 

clothes, which can last longer. Like Max Mara for example.

Relevance of high 

quality

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Anna

Sustainability in 

daily life

I am really proud of my being Italian for example, so I like to buy Italian 

products… I buy Max Mara a lot cause I like what it stands for.. the Italian 

authenticity, it’s genuine. I like the style, I like to represent this around the 

world.

Handicraft as a 

primary factor 

affecting 

consumption

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Anna

Sustainable 

brand

I have been working on this topic a lot recently, so I can think about many 

of them… Like Victoria, for example, even making low prices sneakers, they 

manage to stay sustainable

Perceived paradox 

in low prices brand 

and sustainability

Sustainability 

in terms of 

environmenta

l 

Sustainability

Anna

Sustainable 

brand

Or TOMS for example, for every shoe you buy they plant a tree. There are 

definitely many of them

Perceived paradox 

in low prices brand 

and sustainability

Sustainability 

in terms of 

environmenta

l 

Sustainability

Anna

Sustainable 

brand

In Italy, there are many of them as well, like Brunello Cucinelli. They invest 

a lot in the community they live in, which I believe to be somehow the 

meaning of sustainability itself.

Relevance of 

community 

development

Positive 

perception of 

long term 

Perception of 

legitimacy

Anna

Sustainable 

brand

They trigger this economic growth, which involves the entire area, and the 

entire community can benefit from this spill-over effect.

Relevance of 

community 

development

Positive 

perception of 

long term 

Perception of 

legitimacy

Anna

Sustainable 

brand

This local economic growth is something I really appreciate even about the 

brand I want to talk about, Luxottica

Relevance of 

community 

development

Positive 

perception of 

long term 

Perception of 

legitimacy



Anna

Sustainable 

brand

On one hand, they really improved the local economy. All of the citizens in 

the area would tell you that they benefited somehow of the existence of the 

brand.

Relevance of 

community 

development

Positive 

perception of 

long term 

Perception of 

legitimacy

Anna

Sustainable 

brand

They are extremely proud of it. Even in schools, there are many schools 

which are focused in the production of lens (ndr, the main activities of 

Luxottica)

Relevance of 

community 

development

Positive 

perception of 

long term 

Perception of 

legitimacy

Anna

Sustainable 

brand

The possibility to create employment, education, I really appreciate it. Relevance of 

community 

development

Positive 

perception of 

long term 

Perception of 

legitimacy

Anna

Sustainable 

brand

as a multinational company, they decided to export this sense of 

sustainability even abroad, in the rest of the world

Perceived moral 

duty for luxury 

brands

Positive 

perception of 

long term 

Perception of 

legitimacy

Anna

Sustainable 

brand

project One sight. They try to make sight possible even for those who 

cannot afford the cures. Maybe we do not have this problem in Italy, but it 

exists elsewhere. And this is where they operate.

Increased 

perception of 

the brand 

actually 

Perception of 

legitimacy

Anna

Sustainable 

brand

I even read somewhere that employees can decide to give a part of 

their wage to this project, so it is something they try to promote as 

much as possible. And they try to sensitize everyone to this topic.

Perception of high 

commitment to the 

sustainability cause.

Increased 

perception of 

the brand 

actually 

Perception of 

legitimacy

Anna

Sustainable 

brand

when I was working at UNESCO, and I was working on the 2030 Agenda 

for the Durable Development, which was aimed at having private 

companies engaged in the sustainable development topic. There I got to 

know that Luxottica actively took part to this Agenda, and they are trying 

their best to stick to this.

Positive 

reinforcement

Positive 

perception of 

long term 

effort

Perception of 

legitimacy

Anna

How did you get 

trust it?

I had Luxottica glasses for some years now. I have been wearing 

glasses since when I was a child. […]. I am very grateful to this 

brand.

Long term 

relationship with 

the brand

Corresponden

ce between 

perception of 

legitimacy 

and positive 

Perception of 

legitimacy

Anna

How did you get 

trust it?

The fact that it is really genuine. If you are a nice person, this conveys into 

everything you do.

Perceived 

authenticity

Increased 

perception of 

the brand 

actually 

Perception of 

legitimacy

Anna

How did you get 

trust it?

So, the fact that it was a solid brand, with strong principles at the basis, 

genuine principles.

Perceived 

authenticity

Increased 

perception of 

the brand 

actually 

Perception of 

legitimacy

Anna

How did you get 

trust it?

Like their being Italian, I am not talking about patriotism here, 

don’t get me wrong. It is just that being Italian means something 

in the luxury sector: high quality, innovation, curiosity, creativity.

Esteem feelings Corresponden

ce between 

perception of 

legitimacy 

and positive 

Perception of 

legitimacy



Anna

How did you get 

trust it?

The fact that it was so authentic, and they started as a really simple 

company, in this small town of Italy, then they expanded abroad.

Perception of high 

commitment to the 

sustainability cause.

Increased 

perception of 

the brand 

actually 

Perception of 

legitimacy

Anna

How did you get 

trust it?

They do their job well, and the better they do it, the more they expand. So, 

in general, this is why I got to trust them.

Perception of high 

commitment to the 

sustainability cause.

Increased 

perception of 

the brand 

actually 

Perception of 

legitimacy

Anna

How did you get 

trust it?

Then, while working at UNESCO, I got to know that they were really being 

transparent and active in doing what they say to do. That reinforced my 

opinion.

Positive 

reinforcement

Positive 

perception of 

long term 

Perception of 

legitimacy

Anna

How did you get 

trust it?

Even when I was working on CSR projects... you know, this sustainability 

thing now is a sort of a trend… and in the last ten years the crisis got really 

serious… I just realised respect was something really important to me, 

even from companies to the society.

Influence of crisis 

over the luxury 

perception

Evolution of 

luxury

Millennials' 

luxury

Anna

Sustainable 

Activity

To me, it is definitely the commitment towards the local 

community… The fact that they create employment, and 

education… They create possibilities for the individuals.

Relevance of 

community 

development

Positive 

perception of 

long term 

Perception of 

legitimacy

Anna

Sustainable 

Activity

And I see that as a really concrete effort. Relevance of 

community 

development

Positive 

perception of 

long term 

Perception of 

legitimacy

Anna

Sustainable 

Activity

Many are talking about these massive projects in the underdeveloped 

countries, but what do they do for the local communities?

Relevance of 

community 

development

Positive 

perception of 

long term 

Perception of 

legitimacy

Anna

Sustainable 

Activity

(Talking about Luxottica)Being them worldwide leaders in the 

glasses production, they have a duty towards international 

community. It is right they care of providing optical cures to those 

who cannot afford it.

Perceived moral 

duty for luxury 

brands

Millennials 

expectations 

about luxury

Perception of 

legitimacy

Anna

Did you ever 

question its 

credibility?

So far no, honestly speaking. There was nothing which did not really 

convince me.

Perception of high 

commitment to the 

sustainability cause.

Increased 

perception of 

the brand 

actually 

Perception of 

legitimacy

Anna

Any other luxury 

brand you do not 

trust?

I would mention the fast fashion industry honestly, even though they are 

not luxury brands.

Perceived paradox 

in low prices brand 

and sustainability

Perceived 

paradox in 

low prices 

brand and 

Credibility 

issues

Anna

Any other luxury 

brand you do not 

trust?

It has been promoting from the very beginning the necessity to 

constantly buy, they told us to buy new clothes every week.

Perceived 

opposition in core 

values

Perceived 

paradox in 

low prices 

brand and 

Credibility 

issues

Anna

Any other luxury 

brand you do not 

trust?

They don’t take the real shapes of women into account. It promotes a 

unique beauty standard. And they have a huge impact on society. They 

decide what everyone should wear. So, while the most exclusive brands 

tend to be targeted to niche consumers, fast fashion companies have a 

huge impact on society.

Perceived moral 

duty for fashion 

brands in general

Sustainability 

as ethics

Credibility 

issues



Anna

Any other luxury 

brand you do not 

trust?

they (ndr, Zara) are even increasing the prices, I guess they are trying to 

reposition themselves in opposition to H&M. They are trying to turn into a 

low high-end, trying to become exclusive. I just think this is not fair. It is 

really not credible. And they copy a lot, of course they try to make fashion 

available to everyone, but I really don’t like this.

Relevance of 

consistency over 

the year

Sustainability 

as ethics

Credibility 

issues

Ciappi

Luxury brands 

conception

The concept of Luxury in general for me is mainly linked to scarcity in 

terms of difficulty to find a product

high symbolic value 

of luxury

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Ciappi
Luxury brands 

conception

[scarcity] Personally, I believe that lately this element is fading away. Perception of two 

different luxuries

Evolution of 

luxury

Millennials' 

luxury

Ciappi

Luxury brands 

conception

On the other side, luxury for me is also exclusivity, not only in terms of 

availability but also in terms of affordability.

high symbolic value 

of luxury

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Ciappi

Luxury brands 

conception

these two elements combined lead to a series of factors such as desirability 

or a certain object: the less likely I can have it, the more I want it. A 

classical human dynamic I’d say.

high symbolic value 

of luxury

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Ciappi

Luxury brands 

conception

a luxury brand to me is a brand that position itself both on the economic 

side and the availability side on a higher position with respect to a more 

common and widespread brand such as Zara.

high symbolic value 

of luxury

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Ciappi

Purchase 

behaviour factors

My personal mindset does not include empathy toward the animal world. I 

do not have any reserve towards the use of animals for leather or fur, 

eating or producing meats and all the related.

Humans welfare 

and environmental 

conscousness over 

animals welfare

Sustainability 

as ethics

Sustainability

Ciappi

Purchase 

behaviour factors

If you ask more in general instead, I do believe that sustainability does 

cover an important role nowadays.

Increase in 

awareness from the 

consumer point of 

view

Sustainability 

in terms of 

environmenta

l 

Sustainability

Ciappi

Purchase 

behaviour factors

I am not part of it yet, but I know that there is a growing trend towards it. Humans welfare 

and environmental 

conscousness over 

animals welfare

Sustainability 

as ethics

Sustainability

Ciappi

Purchase 

behaviour factors

Many bands are banning fur in primis, those who work with leather are 

looking for a more sustainable way of treating it even if just few have 

decided to substitute it completely.

Humans welfare 

and environmental 

conscousness over 

animals welfare

Sustainability 

as ethics

Sustainability



Ciappi

Purchase 

behaviour factors

Personally, I find quite deceiver that they try to find a more ethical way to 

still produce and use animal skin. In the end, contradictory is what defines 

it better according to my point of view.

Humans welfare 

and environmental 

conscousness over 

animals welfare

Sustainability 

as ethics

Sustainability

Ciappi

Purchase 

behaviour factors

However, I do believe that this might be important to someone. If there is 

a market for this it means that there is enough question.

Humans welfare 

and environmental 

conscousness over 

animals welfare

Sustainability 

as ethics

Sustainability

Ciappi

How often do 

you purchase

Overall, I’d say that I buy 1 to 2 luxury product a month, a sort of 

gift to myself every time I receive my salary.

Luxury as a reward Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Ciappi

Purchase 

behaviour factors

I would say quality but I would be lying if I put this as first 

element. In reality I purchase products more due to their design 

rather than their quality.

Aestethic value of 

luxury

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Ciappi

Purchase 

behaviour factors

Obviously, the luxury product 90% of times, to justify a certain price, has 

necessarily a better quality with respect to a commercial product.

Relevance of high 

quality

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Ciappi

Purchase 

behaviour factors

Concerning the design is a mixture between the trend and the 

personal taste that evolves with time.

Aestethic value of 

luxury

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Ciappi

Purchase 

behaviour factors

At 25 years now I am trying to build what is known as a permanent closet 

which means that it will last for years. Not a seasonal one as it happened to 

me in the past where you wear a certain item just for one season. Based 

on this reasoning I’d say that lately my choice of design is much more 

based on personal taste that I can see as long lasting

Relevance of high 

quality

Factors 

affecting 

Millennials' 

purchase 

intentions

Millennials' 

luxury

Ciappi

Sustainability in 

daily life

I am very sensible on that. I am always trying to be ecological, to 

do the differentiate garbage to promote recycling, to not throw 

garbage on the floor

Self consciousness 

about the actual 

commitment

Self 

commitment 

in 

sustainability

Millennials' 

core ideals

Ciappi

Sustainability in 

daily life

general if I can walk or take the train instead of the car. I do like 

the idea to be sustainable.

Self consciousness 

about the actual 

commitment

Self 

commitment 

in 

sustainability

Millennials' 

core ideals

Ciappi

Sustainability in 

daily life

I am not committed to the level of protesting or doing voluntary work but 

in my own sphere I am trying to do my best.

Self consciousness 

about the actual 

commitment

Self 

commitment 

in 

sustainability

Millennials' 

core ideals



Ciappi

Sustainability in 

daily life

I am much more interested in the production process rather than 

the actual material selection. How they reduce the impact on the 

planet not if the save the animal.

Humans welfare 

and environmental 

conscousness over 

animals welfare

Sustainability 

as ethics

Sustainability

Ciappi

Sustainable 

brand

For sure Stella McCartney, I mean this brand was born on this idea. Even if 

this is much more focus on the animal sustainability that I do not care 

much about.

Humans welfare 

and environmental 

conscousness over 

animals welfare

Sustainability 

as ethics

Sustainability

Ciappi

Sustainable 

brand

More in general the Kering group is trying to be much more ethical and 

sustainable, also because Marco Bizzari, the current CEO of Gucci, after 

being in Stella McCartney he moved to Bottega Veneta and then to Kering 

Group.

Individual's legacy 

affecting the 

brand's perception

Easiness to 

trust a person 

rather than 

an 

Perception of 

legitimacy

Ciappi

Sustainable 

brand

Bottega Veneta works mainly on leather goods and they work it in a very 

sustainable way.

Relevance of high 

quality

High 

perception of 

legitimacy for 

Perception of 

legitimacy

Ciappi

Relationship with 

the brand

The first thing I recognise is their signature braided leather especially in 

their bags. I have never been a client for economic reasons at first and due 

to design and personal taste right now.

Reputational value 

of luxury

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Ciappi

Relationship with 

the brand

It’s a relationship of admiration, it’s a brand that I deem to be really 

exceptional.

Esteem feelings Corresponden

ce between 

perception of 

legitimacy 

and positive 

Perception of 

legitimacy

Ciappi

Relationship with 

the brand

If I had to buy a classical pair of shoes it would be one of my main choice. 

Same for their luggage products. I do admire the brand overall.

Esteem feelings Corresponden

ce between 

perception of 

legitimacy 

and positive 

Perception of 

legitimacy

Ciappi

How did you get 

trust it?

I started to trust this brand by reading of it. Articles on Business of Fashion 

for example I discovered their shift towards a more sustainable way of 

treating leather.

Relevance of high 

quality

High 

perception of 

legitimacy for 

Perception of 

legitimacy

Ciappi

How did you get 

trust it?

It’s much more difficult for an historical brand such as Bottega Veneta to 

change and adapt to these new processes rather than for a new brand like 

Stella McCartney that was developed with these processes in mind. This is 

why I trust and admire Bottega Veneta.

Perception of a 

genuine effort

Positive 

perception of 

long term 

effort

Perception of 

legitimacy

Ciappi

How did you get 

trust it?

I would also say that the fact that Marco Bizzarri also worked at 

Stella McCartney before moving to Bottega Veneta also influenced 

the Evolution of this brand towards sustainability.

Individual's legacy 

affecting the 

brand's perception

Easiness to 

trust a person 

rather than 

an 

Perception of 

legitimacy



Ciappi

Sustainable 

Activity

Personally I would not be able to mention any specific activity given that I 

do not know the different processes that are needed to work a material 

such as leather in a sustainable way. On the other way I can tell you that 

overall they focus on the process in general.

Need to be 

informed by the 

consumer

Lack of actual 

information

Credibility 

issues

Ciappi

How would you 

communicate 

sustainability?

For a brand such as Bottega Veneta the best way to communicate it 

is the way i approach it, through information not advertising.

Relevance of high 

quality

High 

perception of 

legitimacy for 

high quality 

Perception of 

legitimacy

Ciappi

How would you 

communicate 

sustainability?

It’s a classic brand and I would say that their choice to move towards 

sustainability is much more a choice of the long term.

Perception of a 

genuine effort

Positive 

perception of 

long term 

effort

Perception of 

legitimacy

Ciappi

How would you 

communicate 

sustainability?

Their current customers are probably not too leaning on sustainability but 

their new and future ones are.

Perception of two 

different luxuries

Evolution of 

luxury

Millennials' 

luxury

Ciappi

How would you 

communicate 

sustainability?

Therefore I would communicate it in a much more informative way, 

essential rather than pushing it through advertising.

Relevance of high 

quality

High 

perception of 

legitimacy for 

high quality 

Perception of 

legitimacy

Ciappi

Did you ever 

question its 

credibility?

Personally, I never had any doubt on this brand and their 

commitment.

Relevance of high 

quality

High 

perception of 

legitimacy for 

Perception of 

legitimacy

Ciappi

Any other luxury 

brand you do not 

trust?

On the luxury sector, right now I would not have any credibility issue, I 

would be much more doubtful for a brand such as H&M which ask you to 

bring the old clothes into recycle but at the same time produces using 

underpaid workers.

Relevance of 

consistency over 

the year

Sustainability 

as ethics

Credibility 

issues

Damiano

Luxury brands 

conception

I have a peculiar concept of luxury, which is not directly related to what we 

wear. Yet, I think we use clothes to demonstrate to other what we are, and 

what we think.

High symbolic value 

of luxury

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Damiano

Luxury brands 

conception

So, buying luxury brands can be a way to treat ourselves, to feel 

good, basically.

Luxury as a reward Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Damiano

Luxury brands 

conception

Since it represents what we are, it is relevant that we choose brands which 

reflect what we think, what we believe.

High symbolic value 

of luxury

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Damiano

Purchase 

behaviour factors

Since I am really passionate about this topic, I tend to be pretty up to the 

date.

Role of social media Most 

meaningful 

forms of 

Millennials' 

luxury

Damiano

Purchase 

behaviour factors

I follow this brands on many different social media: Facebook, twitter, 

Instagram... I am really interested in fashion, sneakers in particular.

Role of social media Most 

meaningful 

forms of 

Millennials' 

luxury



Damiano

Purchase 

behaviour factors

And since I see that as a way of expressing myself, I choose products 

mainly according to what I like… yeah my decisions are pretty much based 

on aesthetics of the products.

High symbolic value 

of luxury

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Damiano

Sustainability 

and Luxury

Well, let’s admit this sustainability topic is highly discussed and frequent. Perceived 

incapability of 

actually knowing

Skepticism 

towards 

sustainability

Skepticism

Damiano

Sustainability 

and Luxury

Since we leave in a highly consumeristic society, there is some need for 

regulations about this.

Perceived 

incapability of 

actually knowing

Skepticism 

towards 

sustainability

Skepticism

Damiano

Sustainability 

and Luxury

In particular, in the Luxury sector, it is necessary for brands to be 

convincing about this, that is the only way they have to attract customers. 

I really think this is fundamental.

Embedded in the 

concept of luxury 

itself

Sustainability 

in terms of 

environmenta

l 

Sustainability

Damiano

Sustainability 

and Luxury

Plus, since this topic is so discussed, brands can easily leverage their 

engagement for the sake of their business activities

Embedded in the 

concept of luxury 

itself

Sustainability 

in terms of 

environmenta

l 

Sustainability

Damiano

Sustainability in 

daily life

Well, starting from the small things. Like the separate collection of waste, 

for example.

Self consciousness 

about the actual 

commitment

Self 

commitment 

in 

sustainability

Millennials' 

core ideals

Damiano

Sustainability in 

daily life

It also happened to me, sometimes, to join some projects of waste 

collection around the city, cleaning streets, to promote this idea of 

sustainability and ecology.

Self consciousness 

about the actual 

commitment

Self 

commitment 

in 

sustainability

Millennials' 

core ideals

Damiano

Sustainable 

brand

Almost one year ago I was on my beloved social media, and I discovered 

this brand to which I ended up being really attached. It is called Off-White

Role of social media Most 

meaningful 

forms of 

Millennials' 

luxury

Damiano

Sustainable 

brand

I saw him as a sort of activist, he talked about sustainability a lot. And this 

really convinced me of the validity of this brand.

Role of the designer 

in the forefront

Easiness to 

trust a person 

rather than 

an 

Perception of 

legitimacy

Damiano

Sustainable 

brand

But besides that, I was really fascinated about the idea behind the brand. 

He’s an architect and he has this goal of merging fashion, architecture, and 

interior design all in one.

Aestethic value of 

luxury

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Damiano

Sustainable 

brand

In many interviews, he claimed to be a really innovative brand, even 

talking about recycling materials. Many of his products are created through 

recycled materials.

Recycling material 

seen as mandatory 

step for sustainable 

brands

Sustainability 

in terms of 

environmenta

l 

consciousness

Sustainability

Damiano

Sustainable 

brand

It is really popular and appealing to the youngsters, he knows how to 

speak to them.

Millennial's 

engagement in the 

activities promoted

Easiness to 

trust a person 

rather than 

an 

Perception of 

legitimacy



Damiano

Sustainable 

brand

In particular, with relation to the sustainability topic, he promoted many 

different campaigns.

Role of the designer 

in the forefront

Easiness to 

trust a person 

rather than 

an 

Perception of 

legitimacy

Damiano

Sustainable 

brand

There is the one, a collaboration with IKEA, which aims at producing 

houses and furniture suited to students and youngsters in general. They 

tend to move a lot, young people, and he is trying the optimize the creation 

of familiar spaces in houses. He wants to improve the liveability of spaces.

Millennial's 

engagement in the 

activities promoted

Easiness to 

trust a person 

rather than 

an 

organisation

Perception of 

legitimacy

Damiano

Relationship with 

the brand

I found about this brand on Instagram, I was following some brands 

related to it and it just popped out on my feed.

Role of social media Most 

meaningful 

forms of 

Millennials' 

luxury

Damiano

Relationship with 

the brand

I have to say that is brand I constantly follow, I know the people behind it. Role of the designer 

in the forefront

Easiness to 

trust a person 

rather than 

an 

Perception of 

legitimacy

Damiano

How did you get 

trust it?

I saw this interview to Virgil Abloh, and it was sponsored by High Snobiety. 

He was talking about sustainability and he really captured my attention.

Role of the designer 

in the forefront

Easiness to 

trust a person 

rather than 

an 

Perception of 

legitimacy

Damiano

How did you get 

trust it?

Since that moment on I really got engaged by him, as a person, and his 

ideology.

Role of the designer 

in the forefront

Easiness to 

trust a person 

rather than 

an 

Perception of 

legitimacy

Damiano

How did you get 

trust it?

The fact that he was doing something for the society, even though that was 

just creating smart sustainable furniture.

Millennial's 

engagement in the 

activities promoted

Easiness to 

trust a person 

rather than 

an 

Perception of 

legitimacy

Damiano

How did you get 

trust it?

And I liked this fact that he was talking about the history behind his 

products.

Role of the designer 

in the forefront

Easiness to 

trust a person 

rather than 

an 

Perception of 

legitimacy

Damiano

Sustainable 

Activity

Yeah, this campaign targeted to Millennials, in collaboration with IKEA. The 

aim is to get involved into a project which goes beyond the brand itself.

Millennial's 

engagement in the 

activities promoted

Easiness to 

trust a person 

rather than 

an 

Perception of 

legitimacy

Damiano

Sustainable 

Activity

He wants to create these smart furniture, which could be as useful as 

possible, highly functional to the daily life of youngsters, even with respect 

to what they study or do in general.

Millennial's 

engagement in the 

activities promoted

Easiness to 

trust a person 

rather than 

an 

Perception of 

legitimacy

Damiano

Sustainable 

Activity

I really appreciated this activity, that is just moving around many different 

topics, such as fashion, and interior design.

Aestethic value of 

luxury

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury



Damiano

Sustainable 

Activity

Plus, I even feel really involved in this activity, as a Millennial. And what I 

really like about him is that he constantly keeps evolving, and innovating, 

going beyond the boundaries. He broadens his perspectives.

Millennial's 

engagement in the 

activities promoted

Easiness to 

trust a person 

rather than 

an 

Perception of 

legitimacy

Damiano

Did you ever 

question its 

credibility?

I think he was smart enough so far, and his strategy was pretty cool. Yet, 

this is very young brand and already reached the peak of success. I mean, 

since it so young, we can never say. There is still time to evaluate the job 

from a broader perspective.

Conceptual value of 

luxury

Skepticism 

towards 

institutions

Skepticism

Damiano

Any other luxury 

brand you do not 

trust?

From this point of view, there are different brands promoting the high level 

of sustainability in their activities, but I have to admit, I wouldn’t trust 

them that much

Sustainable claims 

leading to 

skepticism

Lack of actual 

information

Credibility 

issues

Damiano

Any other luxury 

brand you do not 

trust?

Plus, since sustainability is such a popular issue right now, we can never be 

sure about how honest they are being.

Sustainable claims 

leading to 

skepticism

Lack of actual 

information

Credibility 

issues

Damiano

Any other luxury 

brand you do not 

trust?

I can think about something, but I don’t feel like exposing because I am 

not really informed about their activities

Sustainable claims 

leading to 

skepticism

Lack of actual 

information

Credibility 

issues

Damiano

Any other luxury 

brand you do not 

trust?

You know, you hear a lot about exploitation of work forces, or materials. 

Some brands are so big and you feel like you can never really know what 

they do and how they do it.

Perceived 

incapability of 

actually knowing

Skepticism 

towards 

sustainability

Skepticism

Elisa

Luxury brands 

conception

to me luxury, first of all, has to be tied up with an experience Experiential aspect 

of luxury

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Elisa

Luxury brands 

conception

luxury is something that people should kind of aim to, admire.. something 

a bit unapproachable.

high symbolic value 

of luxury

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Elisa

Luxury brands 

conception

So its really about the experience that you have as a consumer, 

overall, when going into the shop, and buying the garment.

Experiential aspect 

of luxury

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Elisa

Luxury brands 

conception

obviously as said the quality of the garment is very important, but it’s the 

story behind the garment, and the way I think the fashion brand kind of 

creates that, ehm, really for me… defines luxury.

Aestethic value of 

luxury

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Elisa

Luxury brands 

conception

this has developed. I think in the past, luxury was very, was a lot more 

difficult to obtain, in a way. So, maybe there were less people that were 

able to buy certain products,

Growing interest in 

luxury

Evolution of 

luxury

Millennials' 

luxury

Elisa

Luxury brands 

conception

while right now there is definitely a lot more opportunity for people 

to buy luxury goods and to be introduced into the luxury industry.

Growing interest in 

luxury

Evolution of 

luxury

Millennials' 

luxury



Elisa

Luxury brands 

conception

So I believe in that way fashion brands really need to re-invent themselves 

and come up with new strategies to attract the consumer.

Growing interest in 

luxury

Evolution of 

luxury

Millennials' 

luxury

Elisa

Luxury brands 

conception

it is really about that connection that you have to the actual garment, while 

before maybe people were only looking for the materials, that were used to 

produce that specific item.

high symbolic value 

of luxury

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Elisa

Luxury brands 

conception

I believe now, even with like social media it has really become more like an 

object of desire, and so it’s very important for me to create that story 

again, as said already to kind of… yeah.

Aestethic value of 

luxury

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Elisa

Sustainability 

and Luxury

right now we talk a lot about fast fashion, and in a way it really is 

important to distinguish between that fast fashion and the more kind of 

luxury market

Perceived paradox 

in low prices brand 

and sustainability

Perceived 

paradox in 

low prices 

brand and 

Credibility 

issues

Elisa

Sustainability 

and Luxury

fast fashion business is mostly anti-sustainable, because it is a fast-

fashion, and therefore it is obviously hard to produce, even though, 

like, shops like H&M has introduced like a more sustainable capsule 

collection, stuff like that… but I think that’s where luxury brands can really, 

during these times, distinguish themselves form everything else that is 

happening in the fashion industry

Low price hence low 

sustainable 

standards 

Perceived 

paradox in 

low prices 

brand and 

sustainability

Credibility 

issues

Elisa

Sustainability 

and Luxury

And I think pushing on sustainability, really kind of elevates the, like, the 

name of the luxury brands, because it’s that extra, you know, again story 

as well, that can attract the costumer as well as, obviously, being good for 

our planet, which is not, you know, something to forget about, so… yes.

high symbolic value 

of luxury

Factors 

affecting 

Millennials' 

purchase 

intentions

Millennials' 

luxury

Elisa

Luxury brands 

conception

But in terms of luxury products in general so not even thinking about 

fashion, it’s something that you kind of develop, at least in my case, cause 

when you are young you do not maybe are as attracted into the real 

quality of what you’re buying but it’s more about, you know, there is a 

different approach.

Relevance of high 

quality

Factors 

affecting 

Millennials' 

purchase 

intentions

Millennials' 

luxury

Elisa

Luxury brands 

conception

While growing older, well, not older, you know… You believe to watch and 

appreciate really the quality of different products and you even decide to 

buy less but, you know, of a certain quality, rather than buy, 10 times 

more, of a garment that you are just going to use like one time and then… 

not again

Relevance of high 

quality

Factors 

affecting 

Millennials' 

purchase 

intentions

Millennials' 

luxury

Elisa

Luxury brands 

conception

I think it has to do a lot with your culture and how much you are involved 

about what is happening around you, and how much do you care

Increase in 

awareness from the 

consumer point of 

view

Sustainability 

in terms of 

environmenta

l 

Sustainability

Elisa

Luxury brands 

conception

right now it’s really difficult because of how much we get bombarded like 

constantly, with like ads, and you know promotions, and they just want you 

to buy everyday something.

Perceived 

incapability of 

actually knowing

Skepticism 

towards 

sustainability

Skepticism



Elisa

Purchase 

behaviour factors

Well, for sure the materials used. So looking at the label is quite important 

for me when selecting a label… so, what is that made of, and the origin 

even.

Origins of the 

products affecting 

the purchase 

behaviour

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Elisa

Purchase 

behaviour factors

I would say unfortunately, but this is just the way it is, I would get 

influenced by the, you know, influencers, and Ads, and desires they create 

for you.

Importance of 

endorsment

Most 

meaningful 

forms of 

Millennials' 

luxury

Elisa

Purchase 

behaviour factors

obviously not really in terms of what is luxury, but when talking about what 

is the object of desire it is really easy for me to think, okay, I might go and 

buy

Importance of 

endorsment

Most 

meaningful 

forms of 

Millennials' 

luxury

Elisa

Purchase 

behaviour factors

also if I believe that is something that is going to last Relevance of high 

quality

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Elisa

Purchase 

behaviour factors

especially for accessories I’d rather invest in like a pair of shoes or a bag 

form a luxury retailer and say, okay, I am gonna invest more money, but 

this is gonna last probably for the next, 10 years

Relevance of high 

quality

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Elisa

Sustainability in 

daily life

I think that it’s the little things, that even if sometimes you do not do every 

day, they kind of make you think about the environment

Self consciousness 

about the actual 

commitment

Self 

commitment 

in 

sustainability

Millennials' 

core ideals

Elisa

Sustainability in 

daily life

stupid things like washing your plastic waste before you throw them away… 

and recycling. I am really into, like, recycling, in terms of waste, for sure.

Self consciousness 

about the actual 

commitment

Self 

commitment 

in 

sustainability

Millennials' 

core ideals

Elisa

Sustainability in 

daily life

I really value the nature, in a way that, I would not throw things on the 

floor if I go and do like a picnic in the park, I would always like make sure I 

take everything back with me.

Self consciousness 

about the actual 

commitment

Self 

commitment 

in 

sustainability

Millennials' 

core ideals

Elisa

Sustainability in 

daily life

But at the same time I am like a nowadays consumer, so I know 

that I do actually do a lot of things that are not environmentally 

friendly

Recognition of lack 

of strong effort

Self 

commitment 

in 

Millennials' 

core ideals

Elisa

Sustainability in 

daily life

there is always room for knowing more about it [sustainability] we live in 

such a fast-paced world that is difficult to keep up with everything

Recognition of lack 

of strong effort

Self 

commitment 

in 

Millennials' 

core ideals

Elisa

Sustainability in 

daily life

I am not gonna lie. It is not like, my first priority. Recognition of lack 

of strong effort

Self 

commitment 

in 

Millennials' 

core ideals

Elisa

Sustainability in 

daily life

it is all about your education, and what you are and what you want to be as 

well.

high symbolic value 

of luxury

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Elisa

Sustainability in 

daily life

if I was going to read more about global warming about what is happening 

in our world, I would get more influenced from it, and possibly, you know, 

be more active.

Recognition of lack 

of strong effort

Self 

commitment 

in 

Millennials' 

core ideals



Elisa
Sustainable 

brand

I have been recently buying more than few pieces by Stella McCartney.

Elisa

Sustainable 

brand

I think their label is pretty unique, especially in terms of sustainability. The 

fact that it has never used any sort of leather, or fur, or you know any kind 

of material… It is completely vegan, it is a vegan label.

Perception of strong 

brand values

Increased 

perception of 

the brand 

actually 

Perception of 

legitimacy

Elisa

Sustainable 

brand

It is quite fascinating. Perception of strong 

brand values

Increased 

perception of 

the brand 

actually 

Perception of 

legitimacy

Elisa

Sustainable 

brand

I do have accessories, and bags and I have to say, the quality is really 

impeccable. Even though is not real leather, and a lot of people have this 

misconception that in order to be real luxury, it has to be made with certain 

materials,

Relevance of high 

quality

Increased 

perception of 

the brand 

actually 

Perception of 

legitimacy

Elisa

Sustainable 

brand

the process of actually creating some of these renewable, regenerated raw 

materials or for the production these goods is a luxury in itself

Perception of strong 

brand values

Increased 

perception of 

the brand 

actually 

Perception of 

legitimacy

Elisa

Sustainable 

brand

I know cachemire, that has always been believed to be on the main luxury 

materials, creating you know sweaters, coats, and whatever, is really 

unsustainable. So, the fact that a label like Stella has found a way to 

regenerate all cachemire and like create a same kind of level of quality for 

this product, I think is very… is genius.

Relevance of high 

quality

Increased 

perception of 

the brand 

actually 

caring

Perception of 

legitimacy

Elisa

Sustainable 

brand

I really do value how much effort she is putting in trying to create a label 

that is almost on 360 degrees sustainable.

Importance of 

brand's effort

Increased 

perception of 

the brand 

actually 

Perception of 

legitimacy

Elisa

Sustainable 

brand

Especially she is not only thinking about the actual garment, but also about 

the design of stores, so from her packaging, to literally has been thought 

about and is going in that direction of being 1000% sustainable.

Perception of high 

commitment to the 

sustainability cause.

Increased 

perception of 

the brand 

actually 

Perception of 

legitimacy

Elisa

Relationship with 

the brand

I know it since a long time, especially because she was studying at central 

Saint Martin and I studied there as well. I knew she was the daughter of 

Paul McCartney, and the very first thing I knew was like...

Long term 

relationship with 

the brand

Corresponden

ce between 

perception of 

legitimacy 

and positive 

Perception of 

legitimacy

Elisa

Relationship with 

the brand

I think what is really interesting is also, the all kind of advertising they do, 

which is all working around this all idea of sustainability. So, even the way 

they create their visual and creative, like, ideas have always to do with this 

kind of conception.

Embeddedness of 

sustainable claim in 

the advertising 

communication

Increased 

perception of 

the brand 

actually 

caring

Perception of 

legitimacy

Elisa

How did you get 

trust it?

I think having both their items, and I kind of believe the materials that they 

write down are the ones that they use. I do not think they would ever lie, 

they cannot lie, as well.

Origins of the 

products affecting 

the purchase 

behaviour

Legitimacy 

deriving from 

the institution 

they belong 

to or partner 

Perception of 

legitimacy



Elisa

Did you ever 

question its 

credibility?

also cause it is not like a small brand, they are part of a bigger group, so 

this kind of an additional warranty, proof, that you know we are talking 

about a real luxury brand, and it is tested and controlled.

Origins of the 

products affecting 

the purchase 

behaviour

Legitimacy 

deriving from 

the institution 

they belong 

to or partner 

Perception of 

legitimacy

Elisa

Relationship with 

the brand

it is really informative, and they found a smart way to showcase 

sustainability

High availability of 

information about 

the brand's 

processes

Increased 

perception of 

the brand 

actually 

Perception of 

legitimacy

Elisa

Relationship with 

the brand

some people could argue, sustainability can be some kind of a boring 

topic... I mean, not boring, but people would never say: Oh, lets watch a 

movie about sustainability!

Elisa

Relationship with 

the brand

I think it was very smart of them to create, especially on the website for 

example, they made it in a funny way to actually make people aware of 

what is happening without being boring.

Positive perception 

about the way they 

engage consumer

Increased 

perception of 

the brand 

actually 

Perception of 

legitimacy

Elisa

Relationship with 

the brand

just the fact that is a British brand, and one of the main reason I came to 

London was that I was really fascinated about British designers, and the 

famous ones are all very different to one another

Long term 

relationship with 

the brand

Corresponden

ce between 

perception of 

legitimacy 

and positive 

Perception of 

legitimacy

Elisa

Relationship with 

the brand

I think with Stella McCartney is really about how she made it, how she 

found a niche in the fashion system.

Role of the designer 

in the forefront

Easiness to 

trust a person 

rather than 

an 

Perception of 

legitimacy

Elisa

Relationship with 

the brand

I mean she is not obviously the only one. There is also Vivienne Westwood 

who is really about being, you know, involved in the sustainability business

Elisa

Relationship with 

the brand

I think Stella being more of a younger generation, because she is not been 

around for a lot, unlike Vivienne Westwood.  I really think for Stella is 

about her speaking to the younger generations

Millennial's 

engagement in the 

activities promoted

Easiness to 

trust a person 

rather than 

an 

Perception of 

legitimacy

Elisa

Sustainable 

Activity

I mean, I know they do a lot of like collaborations with, what’s that called, 

organisations that are actively involved in protecting the planet.

Importance of 

causes support

Increased 

perception of 

the brand 

actually 

Perception of 

legitimacy

Elisa

Sustainable 

Activity

I think that was a Falabella Backpack, where like part of the money would 

go to these foundations

Importance of 

causes support

Increased 

perception of 

the brand 

actually 

Perception of 

legitimacy

Elisa

Sustainable 

Activity

the fact that their shops are always filled with like sustainable materials Perception of high 

commitment to the 

sustainability cause.

Increased 

perception of 

the brand 

actually 

Perception of 

legitimacy

Elisa

How did you get 

trust it?

I think all these visual and campaigns they do, they all work 

around the idea of the story behind the products that you buy



Elisa

How did you get 

trust it?

if you look at the video they are about their collaborations with this 

and that persons, and so, and so.

Embeddedness of 

sustainable claim in 

the advertising 

communication

Increased 

perception of 

the brand 

actually 

Perception of 

legitimacy

Elisa

How did you get 

trust it?

Then you really start to think, if I buy this bag, you know, I can even 

donate to this organisation, so again, there is a story behind the bag, so 

again, anytime you are going to wear the bag you will know you have done 

something good, in a way.

high symbolic value 

of luxury

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Elisa

How would you 

communicate 

sustainability?

Definitely social media, because like for example, on their website 

they have all of these videos, people do not really want to read 

paragraphs and paragraphs about sustainability.

Role of social media Most 

meaningful 

forms of 

communicatio

Millennials' 

luxury

Elisa

How would you 

communicate 

sustainability?

. While a video is really concise, and precise, you can, you know, transmit a 

direct message

Role of social media Most 

meaningful 

forms of 

communicatio

Millennials' 

luxury

Elisa

How would you 

communicate 

sustainability?

they use a lot of celebrities and really high-end models, that again, are 

really associated to a sustainable lifestyle, because it is obviously important 

to have someone that represents your idea of brand and sells the product, 

so it has to be properly combined.

Importance of 

endorsment

Most 

meaningful 

forms of 

communicatio

n

Millennials' 

luxury

Elisa

How would you 

communicate 

sustainability?

I think having the right models is necessary and I think they do it really 

well.

Importance of 

endorsment

Most 

meaningful 

forms of 

communicatio

Millennials' 

luxury

Elisa

Did you ever 

question its 

credibility?

the only thing would just be pricewise, for some items. Obviously, even 

though the creation of a specific product made in accordance to 

sustainability is a long process, so you kind of pay for the work behind… I 

have questions whether like a fake leather can cost as much as a real 

leather...

Economic factor Perception of 

strumentalisat

ion

Credibility 

issues

Elisa

Did you ever 

question its 

credibility?

In terms of raw materials, it would be interesting to know the actual price 

of these materials before they sell it… That would be my only question…

Economic factor Perception of 

strumentalisat

ion

Credibility 

issues

Elisa

Relationship with 

the brand

the fact that both Stella and Vivienne are both involved in this march 

against the, well not again like for... sustainability, it kind of makes you 

wanna be part of their organisation, of their group.

Role of the designer 

in the forefront

Easiness to 

trust a person 

rather than 

an 

Perception of 

legitimacy

Elisa

Relationship with 

the brand

You kind of feel like you have some sort of leaders, so it is a lot easier to 

associate yourself with the issue and so I think that is very empowering for 

people, also the watch the commitment they have for sustainability

Role of the designer 

in the forefront

Easiness to 

trust a person 

rather than 

an 

Perception of 

legitimacy

Elisa

Relationship with 

the brand

I think the fact that is the actual designer… but that’s in general, with 

sustainability… when you have a designer that is so much involved with the 

brand, and really represents its ideals, in the collection but also in like his 

world and kind of involves the customer to his vision,

Role of the designer 

in the forefront

Easiness to 

trust a person 

rather than 

an 

organisation

Perception of 

legitimacy



Elisa

Relationship with 

the brand

Stella McCartney, she is a strong woman, that when you look at her 

is just like empowering, you would just buy what she does and the 

way she creates her designs and her little world, so it is really easy 

for people to get attracted by her and her way of living…

Esteem feelings Corresponden

ce between 

perception of 

legitimacy 

and positive 

Perception of 

legitimacy

Elisa

Relationship with 

the brand

it’s not about all the products anymore, but it’s about creating  a story, and 

in this specific case, a story about her as a woman, as a mother, as a 

designer, as an active person in terms of sustainability and this is 

something people really admire and want to be part of.

Esteem feelings Corresponden

ce between 

perception of 

legitimacy 

and positive 

Perception of 

legitimacy

Joele
Luxury brands 

conception

I definitely think the brand which best represents my vision of luxury is 

Margiela

Joele

Luxury brands 

conception

He was the only one who could actually make, not only eco-sustainable 

fashion, but really recycled, like.. he was really green

Recycling material 

seen as mandatory 

step for sustainable 

brands

Sustainability 

in terms of 

environmenta

l 

consciousness

Sustainability

Joele

Luxury brands 

conception

he didn’t lose the focus on aesthetics, even that was extremely relevant to 

him, absolutely mind blowing.

Aestethic value of 

luxury

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Joele
How often fo you 

purchase?

When I can, I definitely do it.

Joele

How often fo you 

purchase?

Especially when it comes to leather goods… I prefer luxury products when 

it comes to leather. At least I know leather comes from sustainable sources

Relevance of high 

quality

High 

perception of 

legitimacy for 

Perception of 

legitimacy

Joele

How often fo you 

purchase?

If you think that eco-leather is made out of oil… At least in that I make an 

effort.

Origins of the 

products affecting 

the purchase 

behaviour

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Joele

Purchase 

behaviour factors

the aesthetics, definitely. I might seem superficial, but I like it. Aestethic value of 

luxury

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Joele

Purchase 

behaviour factors

I like to buy sustainable products. Of course, if I see something deeper and 

more valuable I go for it

Origins of the 

products affecting 

the purchase 

behaviour

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Joele

Purchase 

behaviour factors

I mean, if I had to choose among two items that I like at the same level, I 

would definitely go for the most sustainable.

Sustainability 

affecting the 

purchase behaviour

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Joele

Purchase 

behaviour factors

Even the Made in Italy factor, or even Made in France, I value that pretty 

much… Things like that.

Origins of the 

products affecting 

the purchase 

behaviour

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury



Joele

Sustainability in 

daily life

the most stupid thing I can think about… the separated collection of waste Self consciousness 

about the actual 

commitment

Self 

commitment 

in 

sustainability

Millennials' 

core ideals

Joele

Sustainability in 

daily life

But you try, I try to be the change I want to see. Self consciousness 

about the actual 

commitment

Self 

commitment 

in 

sustainability

Millennials' 

core ideals

Joele

Sustainability 

and Luxury

When it comes to sustainability and fashion… unfortunately that is just 

unreachable

Economic factor Skepticism 

towards 

sustainability

Skepticism

Joele

Sustainability 

and Luxury

They just speculate on it a lot Economic factor Skepticism 

towards 

sustainability

Skepticism

Joele

Sustainability 

and Luxury

If you think that when you buy a fur from H&M you are making a huge 

damage to the environment, it just makes you want cry,

Perceived paradox 

in low prices brand 

and sustainability

Perceived 

paradox in 

low prices 

brand and 

Credibility 

issues

Joele

Sustainable 

brand

In terms of sustainability, it is absolutely unreachable Economic factor Skepticism 

towards 

sustainability

Skepticism

Joele

Sustainable 

brand

But I mean if I could, I would spend all of my money to buy products from 

this brand.

Aestethic value of 

luxury

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Joele
Relationship with 

the brand

Studying, I made research about it.

Joele

How did you get 

trust it?

sustainability is not core for Margiela, but what is inner in the 

conception of the brand is grunge recycle, the Do It Yourself 

philosophy, so that is the core of the brand.. everything stems from 

it.

Perception of strong 

brand values

Increased 

perception of 

the brand 

actually 

Perception of 

legitimacy

Joele

Sustainable 

Activity

No, nothing in particular, it is so intrinsic in the brand that he doesn’t really 

need activities to promote its sustainability.

Perception of strong 

brand values

Increased 

perception of 

the brand 

actually 

Perception of 

legitimacy

Joele

Did you ever 

question its 

credibility?

. The fact that they were recycling gave uniqueness to every single product 

they produced, to all of their creations

Aestethic value of 

luxury

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Joele

Any other luxury 

brand you do not 

trust?

It might be a bit unpopular… I mean, without making too much research, 

Stella McCartney.

Joele

Any other luxury 

brand you do not 

trust?

She made this huge news, when she was making the Olympics suits for 

Great Britain… obviously she promoted them as super green, super 

sustainable, but they found out they were all made in China

Difficulty to 

overcome bad 

publicity

Fundamental 

skepticism of 

Millennials

Skepticism



Joele

Any other luxury 

brand you do not 

trust?

They were transported in this huge boats, they were actually sewed on the 

boats… I mean, the absolute anti-green.

Difficulty to 

overcome bad 

publicity

Fundamental 

skepticism of 

Millennials

Skepticism

Camilla

Luxury brands 

conception
It’s not just expensive per se, it’s something that is expensive 

because it’s a combination of a series of processes and specifically 

these processes have to be something that make a product 

expensive, because they underwent some type of manufacturing, 

or planning that required speciality manufacturing or thinking of 

people.

Relevance of 

reliability

Factors 

affecting 

Millennials' 

purchase 

intentions

Millennials' 

luxury

Camilla

How often fo you 

purchase?
Well, at the moment not often because unfortunately, because I think it’s 

something expensive I also think it’s something that stays at you for a long 

time

Relevance of high 

quality

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Camilla

How often fo you 

purchase?
at the moment, I generally only purchase like small things, that one day I 

will be able to bring back with me.

Relevance of high 

quality

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Camilla

How often fo you 

purchase? this all idea of luxury is something that probably I take with me a bit from 

my current experiences and what I’m learning as a human being growing 

up, but also a bit its knowledge that I get from my family

high symbolic value 

of luxury

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Camilla

How often fo you 

purchase?

luxury is kind of a big tree, with also branches

Experiential aspect 

of luxury

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Camilla

How often fo you 

purchase?
I would love at some point of my life to say I have experienced every 

single branch on this tree, but before that time, I only apply to one single 

branch

Experiential aspect 

of luxury

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Camilla

How often fo you 

purchase? it’s not just like… just saving the planet, or saving the life of an 

animal through these like special processes that I was talking 

about at the beginning, but for me specifically today… it’s just like 

how can I improve my day to day life.

Perceived 

corrspondence 

between 

sustainable and 

healthy prodcuts

Self 

commitment 

in 

sustainability

Millennials' 

core ideals

Camilla

How often fo you 

purchase?

, I buy products that are organic, or have undergone specific processes.

Perceived 

corrspondence 

between 

sustainable and 

healthy prodcuts

Self 

commitment 

in 

sustainability

Millennials' 

core ideals

Camilla

How often fo you 

purchase?
It’s like something that can improve my day to day experiences, so that 

kind of what I’m focusing… that’s like the branch of healthy… no chemical 

contents… and things that I can feel on my skin.

Perceived 

corrspondence 

between 

sustainable and 

healthy prodcuts

Self 

commitment 

in 

sustainability

Millennials' 

core ideals



Camilla

Purchase 

behaviour factors
I’m a very practical person

Camilla

Purchase 

behaviour factors
I try to combine my practicality with the idea that I have of luxury

Camilla

Purchase 

behaviour factors
I think: do I need a coat? And I do research, and I start looking… so 

maybe the colour, so I end up searching on the web of a particular brand

Economic factor Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Camilla

Purchase 

behaviour factors
do I just wanna spend 50 pounds for a coat at this anonymous 

brand? Or maybe 200, 250 For an actual coat that not only is a 

great material, but has also been produced in a way that is like, a 

bit more conscious, of the environment specifically… so that’s kind 

of how I select my products.

Sustainability 

affecting the 

purchase behaviour

Factors 

affecting 

Millennials' 

purchase 

intentions

Millennials' 

luxury

Camilla

Purchase 

behaviour factors I wanna buy a coat, I start doing research, and I end up wanting to spend 

a bit more money and make sure that it’s not just because great quality, 

but it’s also because it’s been produced in that specific way.

Sustainability 

affecting the 

purchase behaviour

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Camilla

Purchase 

behaviour factors
My mother bought these sweaters, I cannot remember the brand, 

this luxury sweater, which was made in this specific way, and it 

was like back in the 90s, so she had these sweaters for like 20 

years, and now I wear a couple of them, and it’s really like, she 

probably spent at the time 300 thousands liras, which was like, a 

lot of money, who would spend that much back in the days? But, in 

the long term, it proved that it was worth it, cause not only did she 

wore it for years, but now I’m wearing them. And you just have 

that feel on your skin, just you can feel the difference.

Relevance of high 

quality

Factors 

affecting 

Millennials' 

purchase 

intentions

Millennials' 

luxury

Camilla

Sustainability 

and Luxury

Sustainability to me is very important

Sustainability 

affecting the 

purchase behaviour

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Camilla

Sustainability 

and Luxury
At the moment, I’m talking about eco-friendly. So, things that are 

produced in a way that is good or better, for the environment.

Increase in 

awareness from the 

consumer point of 

view

Sustainability 

in terms of 

environmenta

l 

Sustainability

Camilla

Sustainability 

and Luxury
Enviornment - that’s the sustainability that I kind of focus on in my 

everyday life

Increase in 

awareness from the 

consumer point of 

view

Sustainability 

in terms of 

environmenta

l 

Sustainability



Camilla

Sustainability 

and Luxury
recently for example I switched to products for your washing machine that 

are more compact, so when you wash your clothes, the result is good, but 

you’re not straining on the environment because of the discarded soap 

after you wash will go and drain, so you will have a less quantity, so a 

smaller impact on the environment.

Increase in 

awareness from the 

consumer point of 

view

Sustainability 

in terms of 

environmenta

l 

consciousness

Sustainability

Camilla

Sustainability 

and Luxury You can pay 2 pounds for like DOVE’s moisturising soap, you can pay 4 or 

6 pounds for these Necto (sustainable and high quality soap line) , and I do 

prefer to pay the difference for these reasons.

Increase in 

awareness from the 

consumer point of 

view

Sustainability 

in terms of 

environmenta

l 

Sustainability

Camilla

Sustainability 

and Luxury
that’s how I generally choose sustainable pieces, so eco-friendly, low-

chemical impact, and things that make me feel better.

Sustainability 

affecting the 

purchase behaviour

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Camilla

Sustainability in 

daily life
it’s very important. I think it’s because we live on a world where 

it’s very easy to get information

Increase in 

awareness from the 

consumer point of 

view

Sustainability 

in terms of 

environmenta

l 

Sustainability

Camilla

Sustainability in 

daily life there’s this continuous flow of stream of information, whether on 

the internet, whether on television, your phone, it’s difficult not to 

be informed, you cannot live under rock

Increase in 

awareness from the 

consumer point of 

view

Sustainability 

in terms of 

environmenta

l 

Sustainability

Camilla

Sustainability in 

daily life
So, if you’re not gaining information at all, whether its right or wrong, it’s 

just information

Increase in 

awareness from the 

consumer point of 

view

Sustainability 

in terms of 

environmenta

l 

Sustainability

Camilla

Sustainability in 

daily life Politically, we all know what’s been happening and how some very 

important people have decided to deny the fact that are world is changing, 

and the environment is changing, and then you know, you get random 

cities (Hudson) that are floating for weeks

Increase in 

awareness from the 

consumer point of 

view

Sustainability 

in terms of 

environmenta

l 

consciousness

Sustainability

Camilla

Sustainability in 

daily life

So it’s kind of difficult to not have information and to deny facts.

Increase in 

awareness from the 

consumer point of 

view

Sustainability 

in terms of 

environmenta

l 

Sustainability

Camilla

Sustainability in 

daily life So, to me it’s very important to be sustainable in the day to day, because I 

have access to information, impart of the first world, and I also am well-

educated, so I try to read as much as I can and to read as much as I can, 

because I am more conscious.

Self consciousness 

about the actual 

commitment

Self 

commitment 

in 

sustainability

Millennials' 

core ideals

Camilla

Sustainability in 

daily life
So, and these are like things I think everybody can actually notice, 

even if you’re not someone who is reading all of the time, or 

always attached to your phone, cause we life a fast-paced life so, 

it’s not, even if you do have access, sometimes, you prefer not to 

be so conscious about things, cause you kind of don’t have the 

mental time.

Recognition of lack 

of strong effort

Self 

commitment 

in 

sustainability

Millennials' 

core ideals



Camilla

Sustainability in 

daily life
now I don’t use those foamy products, I use products that have low 

chemicals, and are more moisturizing and can give me like a good result to 

make me feel better

Perceived 

corrspondence 

between 

sustainable and 

healthy prodcuts

Self 

commitment 

in 

sustainability

Millennials' 

core ideals

Camilla

Sustainability in 

daily life if consciousness goes from reading a lot about things but it’s also being 

able to just stop for a moment and just think about what is happening in 

your life and kind to give it a logical answer

Self consciousness 

about the actual 

commitment

Self 

commitment 

in 

sustainability

Millennials' 

core ideals

Camilla

Sustainability in 

daily life So, to me the fact that cities are floating, now you don’t have seasons 

anymore, summer, winter, summer, winter. This is something not only 

affecting our environment, its change and probably not a positive change

Self consciousness 

about the actual 

commitment

Self 

commitment 

in 

sustainability

Millennials' 

core ideals

Camilla

Sustainability in 

daily life
I try as much as possible to select little things in my everyday life that try 

and help as much as possible towards the general environment.

Self consciousness 

about the actual 

commitment

Self 

commitment 

in 

sustainability

Millennials' 

core ideals

Camilla

Sustainability in 

daily life
I think long term, if everyone did that, we would live in such a healthier 

world.

Increase in 

awareness from the 

consumer point of 

view

Sustainability 

in terms of 

environmenta

l 

Sustainability

Camilla
Sustainable 

brand
I could easily talk about Stella McCartney

Camilla

Sustainable 

brand
I think everybody knows what Stella McCartney does and the idea that she 

has had as a designer, how she has introduced products that are not even 

made of leather, but she studies methods so that she can have these 

beautiful purses or wallets, whatever she wants to design with sustainable 

materials that are less harmful towards animals… and through processes 

that are less harmful for the environment, that would kind of be the easy 

way…

Increase in 

awareness from the 

consumer point of 

view

Sustainability 

in terms of 

environmenta

l 

consciousness

Sustainability

Camilla

Sustainable 

brand
I think she’s very cool, not just as a designer because of course I like her 

minimal style, but that’s my particular taste,

Brand as self 

expression

Corresponden

ce between 

the designer's 

and the 

Perception of 

legitimacy

Camilla

Sustainable 

brand

she’s also cool like an entrepreneur, cause that was like of a forward 

thinking, on her part

Esteem feelings Corresponden

ce between 

perception of 

legitimacy 

and positive 

Perception of 

legitimacy

Camilla

Sustainable 

brand
back in the days nobody was doing that, and also because she had this all 

idea of sustainability and environmentally friendly, and not harmful towards 

animals… and that she has kind of evolved and has evolved with her,

Esteem feelings Corresponden

ce between 

perception of 

legitimacy 

and positive 

Perception of 

legitimacy



Camilla

Sustainable 

brand I think it was from this year’s campaign, 2017 A/W, that she made this all 

speech about what she think is sustainable and it’s kind of like a state of 

mind, I happened to agree with her on so many things,

Brand as self 

expression

Corresponden

ce between 

the designer's 

and the 

Perception of 

legitimacy

Camilla

Sustainable 

brand
So I’m not really tech-savvy, I’m slow learner, I’m kind of old 

school, but I have become a bit dependent on Instagram, just 

because it gives me kind a way to access the world through like 

images, captioning people’s lives, and through Instagram I 

discovered this new brand, that is called BaYou With Love

Role of social media Most 

meaningful 

forms of 

communicatio

n

Millennials' 

luxury

Camilla

Sustainable 

brand

founder is Nikki Reed, she’s an actress, and she basically paired up with 

the founder of Freedom of Animals, and they create this brand which 

produces anything from like handbags, to clothing, scarves, accessories, 

and it’s all sustainable.

Role of the designer 

in the forefront

Easiness to 

trust a person 

rather than 

an 

Perception of 

legitimacy

Camilla

Sustainable 

brand
its sustainable in a way that is ethical, that uses law chemicals in their 

manufacturing processes, and it recycles mainly plastics that then they 

apply in their clothing

Brand as self 

expression

Corresponden

ce between 

the designer's 

and the 

Perception of 

legitimacy

Camilla

Sustainable 

brand
most of clothing is organic and made of the discarded part of cotton, what 

they use is the cupro, which is like the discarded part of the cotton and its 

very cool

Brand as self 

expression

Corresponden

ce between 

the designer's 

and the 

Perception of 

legitimacy

Camilla

Sustainable 

brand they have this really minimal style, and they use these very pastel colours, 

cause even their paintings are low chemicals, and this is something that to 

me is luxury, as in the first world we have access to.

Brand as self 

expression

Corresponden

ce between 

the designer's 

and the 

Perception of 

legitimacy

Camilla

Sustainable 

brand
Its more in that price range that is more affordable in the luxury sector, 

still expensive but more affordable than Stella McCartney

Economic factor Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Camilla

Sustainable 

brand
and it something that admire not only because of how they process things 

and how they are very conscious about many different things

Perception of high 

commitment to the 

sustainability cause.

Increased 

perception of 

the brand 

actually 

Perception of 

legitimacy

Camilla

Sustainable 

brand she’s conscious about the environment, and how the 

manufacturing processes have an impact on the planet, but she 

paired up with somebody who is very conscious about animals and 

about how manufacturing processes have impact on animals.

Individual's legacy 

affecting the 

brand's perception

Easiness to 

trust a person 

rather than 

an 

organisation

Perception of 

legitimacy

Camilla

Sustainable 

brand
the combination I think it’s great, the best part I think is that its American, 

and they produce every single item in America.

Relevance of long 

term development 

sustainable 

activities

Positive 

perception of 

long term 

effort

Perception of 

legitimacy



Camilla

Sustainable 

brand I have a degree in business, so it’s quite interesting to see how you would 

employ people from the place where you actually develop, the brand and 

where you source the products from. Its kind like, it’s a beautiful idea, it’s 

a beautiful concept from a business point of view and it’s also ethical,

Relevance of long 

term development 

sustainable 

activities

Positive 

perception of 

long term 

effort

Perception of 

legitimacy

Camilla

How did you get 

trust it?
the fact that is pretty easy to get information about the brand per se, like 

their transparency is there,

High availability of 

information about 

the brand's 

processes

Increased 

perception of 

the brand 

actually 

Perception of 

legitimacy

Camilla

How did you get 

trust it?
, so if somebody is a bit sceptical… it’s not even about being sceptical, its 

more about being informed and curious.

High availability of 

information about 

the brand's 

processes

Increased 

perception of 

the brand 

actually 

Perception of 

legitimacy

Camilla

How did you get 

trust it?
If you wanna spend your money that you sacrifice things that you set aside 

and you are like making a conscious choice, I think it’s good that you have 

information,

High availability of 

information about 

the brand's 

processes

Increased 

perception of 

the brand 

actually 

Perception of 

legitimacy

Camilla

How did you get 

trust it?

so that transparency is very important

High availability of 

information about 

the brand's 

processes

Increased 

perception of 

the brand 

actually 

Perception of 

legitimacy

Camilla

How did you get 

trust it?
also the fact that all these two people who founded this company they are 

not designers, they don’t need necessarily to make this money out of a 

business, an entrepreneurial idea

High availability of 

information about 

the brand's 

processes

Increased 

perception of 

the brand 

actually 

Perception of 

legitimacy

Camilla

How did you get 

trust it?
specifically I follow Nikki Reed, and she participates a lot in like things that 

are for like animals

Role of the designer 

in the forefront

Easiness to 

trust a person 

rather than 

an 

Perception of 

legitimacy

Camilla

How did you get 

trust it?
her husband has also been very present on social media, and they 

advocate for causes for animals, and for the environment

Role of the designer 

in the forefront

Easiness to 

trust a person 

rather than 

an 

Perception of 

legitimacy

Camilla

How did you get 

trust it?
if they were trying to fool the person who is buying the product, they would 

have much more to lose,

Importance of risk 

taking

Increased 

perception of 

the brand 

actually 

Perception of 

legitimacy

Camilla

How did you get 

trust it?
I can buy a scarf for 200 pounds and then if it ends up being something 

that it’s not what I thought it was, I would buy it again

Importance of risk 

taking

Increased 

perception of 

the brand 

actually 

Perception of 

legitimacy

Camilla

How did you get 

trust it?

But to them, if they produce something, and as you can see, it’s a real 

passion for them, what they are really present on social media for, rather 

than their acting skills, then if they decide to put together such a complex 

idea, because business is complex, is not something easy, they have a lot 

more to lose if it fails or fi they are not honest with the products that they 

make.

Importance of risk 

taking

Increased 

perception of 

the brand 

actually 

caring

Perception of 

legitimacy



Camilla

How did you get 

trust it?

So, that’s why I kind of trust, that’s what… endorsement basically

Role of the designer 

in the forefront

Easiness to 

trust a person 

rather than 

an 

Perception of 

legitimacy

Camilla

How did you get 

trust it?

endorsement is something to me that is really important.

Role of the designer 

in the forefront

Easiness to 

trust a person 

rather than 

an 

Perception of 

legitimacy

Camilla

How did you get 

trust it?
Someone who has just spoken clearly about what they believe in, what 

their passion is, on multiple platforms, through time, that serves to me as 

the biggest guarantee that you can have

Importance of risk 

taking

Increased 

perception of 

the brand 

actually 

Perception of 

legitimacy

Camilla

How did you get 

trust it?
they would have much more to lose from a reputation point of view than I 

would.

Importance of risk 

taking

Increased 

perception of 

the brand 

actually 

Perception of 

legitimacy

Camilla

How did you get 

trust it?
that’s how I would trust more rather than just like reading the label saying, 

oh they purchase this product from Italy…

Importance of risk 

taking

Increased 

perception of 

the brand 

actually 

Perception of 

legitimacy

Camilla

Relationship with 

the brand
Well my relationship is that I like them, I like the pieces that make, I like 

the idea that they are trying to sell

Brand as self 

expression

Corresponden

ce between 

the designer's 

and the 

Perception of 

legitimacy

Camilla

Relationship with 

the brand
The ideas that they are trying to sell are probably stronger than the actual 

items that they are trying to sell

Brand as self 

expression

Corresponden

ce between 

the designer's 

and the 

Perception of 

legitimacy

Camilla

Sustainable 

Activity
the fact that a normal person, an actor, partnered with who has some good 

idea about how she sees sustainability and what she wants to do with her 

life and her curiosity

Role of the designer 

in the forefront

Easiness to 

trust a person 

rather than 

an 

Perception of 

legitimacy

Camilla

Sustainable 

Activity

aiming to explore something else that it’s not just like acting, partners up 

with someone who must have had a lot of experience with how the world 

works towards animals, for example, that to me is like the most important 

partnership

Individual's legacy 

affecting the 

brand's perception

Easiness to 

trust a person 

rather than 

an 

Perception of 

legitimacy

Camilla

Sustainable 

Activity it was born this year, it’s not something that has been around for 

centuries, but I do think that just the foundation was so strong 

that they have like a good future ahead of them, good premises.

Perception of high 

commitment to the 

sustainability cause.

Increased 

perception of 

the brand 

actually 

Perception of 

legitimacy

Camilla

Sustainable 

Activity
, I hope that they partner with organisations, I’m sure they do, because the 

processes that they use are like

Perception of high 

commitment to the 

sustainability cause.

Increased 

perception of 

the brand 

actually 

Perception of 

legitimacy



Camilla

Sustainable 

Activity

the fact that how you can take the bad part out of the cotton plant, that 

generally manufacturing would discard cause it’s not good enough for 

asking clothing, and how they would actually use and transform it to fit 

their purpose, I’m sure they must partner with who knows how to do 

this things

Perception of high 

commitment to the 

sustainability cause.

Increased 

perception of 

the brand 

actually 

caring

Perception of 

legitimacy

Camilla

How would you 

communicate 

sustainability?
thank you for this question cause you kind of touched a point that I ve 

been trying to advocate in my current workplace.

Camilla

How would you 

communicate 

sustainability?

I think it’s very important when you are working in such a competitive type 

of market to diversify yourself, not in what you do so much, but how you 

do it

Perceived moral 

duty for luxury 

brands

Millennials 

expectations 

about luxury

Perception of 

legitimacy

Camilla

How would you 

communicate 

sustainability?

especially with this new change and how people see the world and 

specifically millennials see the world, back in the eyes see the 

world in your eyes, nowadays you see your life through a phone, so 

it’s really important to have a social media presence, so that you 

capture the millennials attention

Role of social media Most 

meaningful 

forms of 

communicatio

n

Millennials' 

luxury

Camilla

How would you 

communicate 

sustainability?

I think there’s lot of people kind of like me and you, more conscious about 

the environment, and how something is produced, and our willing to pay 

more to actually get a product that is not just good per se

Sustainability as a 

factor

Factors 

affecting 

Millennials' 

purchase 

Millennials' 

luxury

Camilla

How would you 

communicate 

sustainability?
I really think that it’s really important to actually have a direct 

dialogue with millennials and also people that are more conscious

Importance of 

feeling the brand 

closer

Easiness to 

trust a person 

rather than 

an 

Perception of 

legitimacy

Camilla

How would you 

communicate 

sustainability?
I think the millennials would be in the long term more conscious

Increase in 

awareness from the 

consumer point of 

view

Sustainability 

in terms of 

environmenta

l 

Sustainability

Camilla

How would you 

communicate 

sustainability?
to do that by pairing with bigger entities and institutions that have a lot 

more knowledge in terms of sustainable health, environment, and so on.

Origins of the 

products affecting 

the purchase 

behaviour

Legitimacy 

deriving from 

the institution 

they belong 

to or partner 

Perception of 

legitimacy

Camilla

How would you 

communicate 

sustainability?
I do think that social media presence and having direct dialogue 

with millennials is very important

Importance of 

feeling the brand 

closer

Easiness to 

trust a person 

rather than 

an 

Perception of 

legitimacy

Camilla

How would you 

communicate 

sustainability?
I think what you can do is in different ways based on the sector that you 

are coming from



Camilla

How would you 

communicate 

sustainability?

As, generally, people who have good ideas, like BeYo With Love, add value 

to the clothing they make, because they have good products, and good 

ideas.

Brand as self 

expression

Corresponden

ce between 

the designer's 

and the 

Perception of 

legitimacy

Camilla

How would you 

communicate 

sustainability?

So that’s how I think we should invest in Millennials, and their kind of 

dialogue with them, making them understand that there is like a bigger 

concern than just taking a selfie.

Perception of high 

commitment to the 

sustainability cause.

Increased 

perception of 

the brand 

actually 

Perception of 

legitimacy

Camilla

Did you ever 

question its 

credibility?
I didn’t have any trust issue with BeYo, I mean I was a bit 

sceptical with it.

Individual's legacy 

affecting the 

brand's perception

Perception of 

strumentalisat

ion

Credibility 

issues

Camilla

Did you ever 

question its 

credibility?

I was like Oh, she’s an actress, what is she doing? But then, I got, 

because of my scepticism, I started researching that, and looking 

at pictures, captions, and would be due to like links and websites, 

and you would start looking and, you know…

High availability of 

information about 

the brand's 

processes

Increased 

perception of 

the brand 

actually 

caring

Perception of 

legitimacy

Camilla

Did you ever 

question its 

credibility?

now I can tell you I’m not sceptical at all, cause of the approach, 

because of the way that she has put her own face on the brand 

itself.

Importance of risk 

taking

Increased 

perception of 

the brand 

actually 

Perception of 

legitimacy

Camilla

Did you ever 

question its 

credibility?

she actually models the clothing. She puts her own face on it, 

which to me is very important, as if I am passionate about 

something, I would put my face on it, I won’t use a third party to 

do so, because I’m scared of the outcome, because I strongly 

believe in it.

Importance of risk 

taking

Increased 

perception of 

the brand 

actually 

caring

Perception of 

legitimacy

Camilla

Did you ever 

question its 

credibility?

to me passion is always something that is very important, in 

anything that you do, and should be what should win over sceptical 

people, and generally it does.

Importance of risk 

taking

Increased 

perception of 

the brand 

actually 

Perception of 

legitimacy

Camilla

Did you ever 

question its 

credibility?
I was sceptical at the beginning because I am sceptical towards 

anything in life, that’s just my character.

Fundamental 

assumption of 

unethical behaviour

Skepticism 

towards 

institutions

Skepticism

Camilla

Did you ever 

question its 

credibility?

As to other brands I am still sceptical towards, unfortunately I am 

not a fashionista and I am not like a fashion guru, I like to think 

that but I’m not, so… I can tell you for sure that a brand that I’m a 

bit sceptical about and it’s not just one brand, I don’t have a name 

for you

Fundamental 

assumption of 

unethical behaviour

Skepticism 

towards 

institutions

Skepticism

Camilla

Did you ever 

question its 

credibility?

if I am sceptical towards something, is towards maybe a brand, not one 

specific, that presented so many facts of how the world is today, still does 

not change.

Fundamental 

assumption of 

unethical behaviour

Skepticism 

towards 

institutions

Skepticism



Camilla

Did you ever 

question its 

credibility?

, I do not understand someone who only produces leather jackets. Like 

beautiful, made with the best leather ever, can still survive in a world 

where we have access to all these information, and unfortunately and sadly 

it’s probably because, even if we have the information we as most people 

decide not to see it.

Embedded in the 

concept of luxury 

itself

Sustainability 

in terms of 

environmenta

l 

consciousness

Sustainability

Camilla

Did you ever 

question its 

credibility?

I am sceptical it’s towards brands which do not embrace change, 

which keep the same business model constant. For example, a 

company might feel that if they have been successful for the last 

50 years they do not need to change things.

Embedded in the 

concept of luxury 

itself

Sustainability 

in terms of 

environmenta

l 

consciousness

Sustainability

Camilla

Did you ever 

question its 

credibility?

But because I am a believer that change is possible and that the 

world can be improved - rather than just destroyed - a business 

model does need adjustment in order to guarantee long term 

sustainability 

Increase in 

awareness from the 

consumer point of 

view

Sustainability 

in terms of 

environmenta

l 

Sustainability

Camilla

Did you ever 

question its 

credibility?

those are the brands that I am sceptical about, the ones that do not 

embrace change and show these millennials that are our future and are the 

ones that need to be educated in a better way that we were, of how the 

world is going and how it will end up.

Embedded in the 

concept of luxury 

itself

Sustainability 

in terms of 

environmenta

l 

consciousness

Sustainability

Camilla

Any other luxury 

brand you do not 

trust?

I am a sceptical person, but that is just my approach to everything 

in life, it has nothing to do with a specific brand or idea, it’s just 

how I am

Fundamental 

assumption of 

unethical behaviour

Skepticism 

towards 

institutions

Skepticism

Camilla

Any other luxury 

brand you do not 

trust?
I have never had an instance where I have actually been fed an idea by a 

brand and then something happened and I though, really?

Camilla

Any other luxury 

brand you do not 

trust?

I am sceptical but I am sure that if you do your research right, and 

because there are lot of transparency and information, you can be a bit 

less sceptical

High availability of 

information about 

the brand's 

processes

Increased 

perception of 

the brand 

actually 

Perception of 

legitimacy


