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As sustainability becomes increasingly central to consumer expectations, the fashion industry, particularly in the realm of luxury fashion, is undertaking a profound transformation. This dissertation focuses on Louis Vuitton and Yves Saint Laurent (YSL) to examine the complex relationship between eco-conscious consumer behaviour and sustainable initiatives in the luxury fashion industry. The study incorporates a thorough analysis of sustainability practises, consumer engagement patterns, and their implications for branding. Both Louis Vuitton and YSL have embarked on ambitious endeavours to incorporate sustainability into their brand identities and business models. Their sustainability initiatives include a wide range of practises, including responsible sourcing, eco-friendly materials, and supply chain transparency. These initiatives demonstrate their dedication to addressing urgent environmental and social issues. Depending on a number of factors, eco-conscious consumers engage with sustainability initiatives in a variety of methods. The study uncovers unique patterns of consumer engagement with luxury brands, influenced by brand image, communication strategies, and the perceived authenticity of sustainability efforts. Several significant variables emerge as influential drivers of consumer perceptions, attitudes, and behaviours concerning sustainability in luxury fashion. These elements include brand reputation, individual values, product quality, and the efficacy of sustainability communication. Understanding these factors is crucial for luxury brands seeking to appeal to environmentally conscious consumers.
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The convergence of the fashion industry and sustainability has garnered significant interest in recent years, as consumer awareness of environmental and social issues has increased. This convergence of factors is of particular interest to the luxury apparel industry, whose brands have historically been associated with conceptions of exclusivity and opulence. In light of growing global concerns about climate change, resource depletion, and ethical considerations, luxury businesses are being compelled to reevaluate their current business models and incorporate sustainability as a core component of their strategy.
Luxury fashion labels, such as Louis Vuitton and Yves Saint Laurent (YSL), have a significant impact on the formulation of trends, the establishment of benchmarks, and the exertion of influence over consumer behaviour. These businesses are presently faced with the challenge of not only maintaining their appeal, but also adapting to shifting consumer demands for ethical and environmentally responsible practises. The emergence of sustainability as a prominent aspect of luxury fashion has prompted a complex interaction between various factors, including consumer preferences, branding strategies, supply chain management, and technological advancements in materials and production methods.
The notion of sustainable fashion transcends the conventional notion of fashion as a fleeting endeavour. The concept of garment lifespan encompasses all phases of a garment's creation, distribution, consumption, and disposal, from the sourcing of raw materials to its end-of-life administration. The concept of sustainable fashion seeks to mitigate environmental impacts, promote societal well-being, and ensure the long-term economic viability of fashion products (McNeill and Moore, 2015).
Understanding the potential efficacy of sustainable initiatives in luxury fashion firms requires a thorough understanding of consumer participation and behaviour within the context of eco-consciousness. As a result of their choices, preferences, and demands, modern consumers exert considerable influence over industry practises. Consequently, an examination of consumer responses and engagement with sustainability initiatives implemented by well-known luxury brands such as Louis Vuitton and Yves Saint Laurent provides valuable insights into the current dynamics of the luxury fashion industry.
[bookmark: _Toc142516560][bookmark: _Toc148636888]1.2 Research Aim and Objectives
Research Aim
The primary purpose of this dissertation is to comprehend and analyse in depth the participation and behaviour of eco-conscious consumers in the domain of sustainable fashion, particularly within luxury companies. This study's primary objective is to investigate consumer response and engagement with sustainability initiatives in the context of renowned luxury fashion brands Louis Vuitton and Yves Saint Laurent. These companies were chosen as case studies to facilitate an exhaustive investigation.
Research Objectives
To achieve the overarching aim of this research, the following specific objectives are delineated:
Primary Objectives
1. To critically assess the sustainable initiatives implemented by Louis Vuitton and Yves Saint Laurent, including the nature of their sustainability practices, goals, and communication strategies.
2. To examine and compare the eco-conscious consumer engagement patterns in response to sustainable fashion initiatives between Louis Vuitton and Yves Saint Laurent.
3. To identify the key factors influencing consumers' perceptions, attitudes, and behaviors towards sustainability in the luxury fashion context.
4. To analyze the implications of consumer engagement with sustainable initiatives on the branding and positioning of Louis Vuitton and Yves Saint Laurent.
Secondary Objectives
1. To provide insights into the broader context of sustainable fashion and its integration within the luxury fashion industry.
2. To contribute to the existing body of literature by enhancing the understanding of consumer behavior and engagement in the realm of sustainable luxury fashion.
3. To offer recommendations to luxury fashion brands, including Louis Vuitton and Yves Saint Laurent, for effective communication and engagement strategies that resonate with eco-conscious consumers.
4. To highlight potential avenues for further research in the evolving field of sustainable fashion, particularly within the luxury brand sector.
[bookmark: _Toc142516561][bookmark: _Toc148636889]1.3 Rationale for the Study
The rationale for conducting this research stems from the convergence of two significant trends: the growing significance of sustainability in the luxury fashion industry and the increasing influence of consumer behaviour on industry standards. The examination of environmentally responsible consumer participation and behaviour in the luxury fashion industry, as exemplified by well-known brands such as Louis Vuitton and Yves Saint Laurent, incorporates a number of significant drivers:
· Bridging the Gap in Knowledge: The fashion industry has been the focus of considerable scholarly inquiry into sustainability. However, there is a paucity of research examining the participation of environmentally conscious consumers in sustainability activities in the luxury sector. This study's primary objective is to address the existing information vacuum by conducting a comprehensive examination of consumer engagement and behaviour trends in relation to the implementation of sustainable practises within the luxury apparel industry.
· Practical Implications: The luxury fashion industry faces the challenge of reconciling its traditional perception with the growing demand for ethical and sustainable products. The examination of consumer responses to sustainability initiatives implemented by luxury brands provides valuable insights that can inform the development of engaging and communicative consumer engagement strategies. Using compelling sustainability narratives, the findings of this study have the potential to make a significant contribution to strengthening consumer-brand relationships and fostering brand loyalty.
· Industry Implications: In light of consumers' expanding concern for ethical and environmental considerations in their purchasing decisions, luxury businesses must adapt their strategies in order to maintain market relevance. By analysing the factors that influence consumer engagement and behaviour, this research seeks to provide valuable insights for luxury companies such as Louis Vuitton and Yves Saint Laurent. These findings can be applied to the development of sustainability programmes that effectively resonate with the intended audience.
· Theoretical Advancements: The term "theoretical advancements" refers to the development of new theories and conceptual frameworks. The examination of consumer participation and behaviour in the domain of sustainable luxury fashion contributes significantly to the advancement of luxury branding, consumer behaviour, and sustainability theory. This study seeks to enhance and refine current theoretical frameworks by comparing and contrasting engagement patterns across various luxury businesses, thereby advancing our understanding of the complex dynamics between luxury and sustainability.
· Future Prospects for Research: The purpose of the present study is to provide a foundation for future research endeavours by elucidating the crucial factors that either facilitate or impede consumer interaction with sustainable luxury fashion. The findings of this study have the potential to serve as a springboard for future research in a variety of fields, including communication strategies, consumer motivations, and the long-term effects of luxury companies' sustainable endeavours.
[bookmark: _Toc142516562][bookmark: _Toc148636890]1.4 Research Questions
Main Research Questions
1. How do Louis Vuitton and Yves Saint Laurent integrate sustainability into their branding and business strategies, and how do their respective sustainability initiatives resonate with eco-conscious consumers?
2. What are the patterns of eco-conscious consumer engagement and behavior in response to the sustainable fashion initiatives of Louis Vuitton and Yves Saint Laurent, and how do these patterns compare between the two luxury brands?
Subsidiary Research Questions
3. What are the key factors that influence eco-conscious consumers' perceptions, attitudes, and behaviors towards sustainability in the luxury fashion context, and how do these factors vary between Louis Vuitton and Yves Saint Laurent?
4. How does consumer engagement with sustainability initiatives impact the branding and positioning of Louis Vuitton and Yves Saint Laurent, and what are the implications for these luxury brands' long-term sustainability strategies?
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Examining the intricate relationship between sustainability, consumer behaviour, and luxury branding, this study has considerable significance for both the academic community and the luxury fashion industry. In the following ways, the research makes significant contributions to the dynamic and ever-changing field of sustainable fashion and luxury companies:
· Contributing to the Body of Knowledge: The research contributes to the existing body of knowledge by investigating the relatively unexplored domain of eco-conscious consumer interaction and behaviour in the luxury clothing industry. Examining two renowned luxury brands, Louis Vuitton and Yves Saint Laurent, this research seeks to deepen our understanding of the intricate relationship between sustainability and luxury.
· Guiding Industry-Wide Best Practises: While navigating the complex task of integrating sustainability into their operations while preserving their brand image, the findings of this study provide luxury firms with actionable insights. Examining consumer responses to sustainability initiatives can help luxury brands such as Louis Vuitton and Yves Saint Laurent formulate effective engagement strategies that are in line with the ideals and expectations of environmentally conscious consumers.
· Strengthening Consumer-Brand Relationships: To foster stronger consumer-brand partnerships, it is essential to comprehend how environmentally conscious consumers interact with sustainability initiatives in luxury businesses. Businesses are able to cultivate a sense of loyalty and commitment among their target demographic by identifying the characteristics that elicit a positive response from customers. In turn, this can result in increased consumer confidence and endorsement.
· Formulating Sustainability Stories: This study has the potential to contribute significantly to the development of sustainability narratives within the luxury apparel industry. In light of consumers' growing preference for products that align with their personal values, luxury businesses have the opportunity to effectively communicate their sustainability initiatives by applying the knowledge gained from this research. By doing so, these brands can influence the perceptions and decisions of consumers.
· Theoretical Contributions: The study makes theoretical contributions to the disciplines of premium branding, sustainable fashion, and consumer behaviour. Through an analysis and comparison of customer engagement patterns among various luxury brands, this study seeks to enhance current theories and provide novel insights into the interplay between luxury, sustainability, and consumer engagement.
· Future Research Directions: This study provides a foundation for future research endeavours by identifying areas in need of additional study. The acquired insights have the potential to inspire further research in areas such as the impact of digital media on sustainable participation, cultural differences in consumer behaviour, and the lasting effects of sustainability activities in the luxury brand industry.
[bookmark: _Toc142516564][bookmark: _Toc148636892]1.6 Scope and Limitations
Scope
This research aims to examine the participation and behaviour of environmentally concerned consumers in the realm of sustainable fashion, specifically within the domains of two renowned luxury labels, Louis Vuitton and Yves Saint Laurent. The study incorporates the subsequent facets:
· In-depth analysis of sustainable initiatives undertaken by Louis Vuitton and Yves Saint Laurent, including their communication strategies, goals, and approaches.
· Examination of consumer responses and engagement patterns with the sustainability initiatives of the two luxury brands.
· Comparative analysis of consumer engagement to identify similarities, differences, and potential implications.
· Exploration of factors influencing consumer perceptions, attitudes, and behaviors towards sustainability within the luxury fashion domain.
· Investigation into the impact of consumer engagement with sustainability initiatives on the branding and positioning of the selected luxury brands.
Limitations
While this research aims to provide valuable insights, it is essential to acknowledge its limitations:
· Sample Size and Generalization:  The study's sample size is limited to two luxury companies, which may restrict the capacity to generalise the findings to the broader luxury clothes market. The strategies and consumer responses of various brands may exhibit considerable variation that may not be adequately addressed within the confines of this study.
· Secondary Data Reliance:  The study exclusively depends on secondary data sources, specifically internet databases and annual reports. The aforementioned constraint has the potential to impact the comprehensiveness and precision of findings in relation to primary data gathering techniques.
· Lack of Consumer Direct Input: The dearth of consumer direct input hinders the ability to directly access the viewpoints and experiences of customers through primary data collection. This constraint has the potential to impede the comprehensive comprehension of consumer motivations and behaviours.
· Temporal and Contextual Constraints: Temporal and contextual constraints should be acknowledged when interpreting the study's findings, as they may be limited to a particular time period and context. It is important to recognise that consumer behaviours, branding tactics, and sustainability initiatives may have evolved beyond the scope of this study, and therefore, may not be fully recorded or represented.
· Potential Biases in Secondary Data: The accuracy and objectivity of the secondary data sources utilised for analysis may be susceptible to biases or inconsistencies.
· Brand-Specific Dynamics: Various luxury brands exhibit distinct historical backgrounds, market positions, and consumer demographics. Hence, the implications of the research may not possess universal applicability across all premium brands.
· Ethical Considerations: The study is based on publicly accessible data; yet, it is important to acknowledge that ethical concerns about data usage and privacy may not be fully regulated.
· External Influences: Consumer behaviour and attitudes can be influenced by various external influences, such as cultural, economic, and social elements. The findings of the study may not comprehensively consider all potential influences.
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The structure of the dissertation is as follows:
· Chapter 2: This chapter functions as the dissertation's introduction and investigates the relationship between sustainable fashion and luxury brands. It begins with a definition of sustainable fashion and then explores how luxury brands have incorporated sustainability into their practises. The paper then examines consumer behaviour in the context of sustainability, discussing the emergence of eco-conscious consumerism and the factors that influence sustainable consumer behaviour. The chapter also examines the engagement of eco-conscious consumers with luxury brands and sustainability initiatives.
· Chapter 3:  Provides an overview of the dissertation's research design and methodology. It describes the research strategy and explains the data collection and analysis techniques employed. In addition to providing insight into the data sources and collection process, this chapter addresses the ethical considerations necessary for maintaining the integrity of research.
· Chapter 4: This chapter delves into the empirical findings of the dissertation. It is divided into two sections, one devoted to the environmentally responsible practises of Louis Vuitton and the other to those of Yves Saint Laurent. Within each section, the sustainable initiatives and objectives of the respective luxury brands are examined. The chapter concludes with a comparative analysis that contrasts the nature of sustainability practises, objectives, and metrics employed by both brands, thereby shedding light on their sustainability efforts.
· Chapter 5: Transitions from analysis to action by providing Louis Vuitton and Yves Saint Laurent with a set of data-driven recommendations. These recommendations are derived from the data analysis findings and serve as a practical road map for enhancing their sustainability efforts.
· Chapter 6: Examines prospective future research areas within the field of sustainable fashion and luxury brands. It identifies unexplored avenues and research gaps and provides guidance for academics and industry stakeholders interested in advancing knowledge in this field.
· Chapter 7: Summarises the dissertation's most important findings and insights. It concludes with a summary of the contributions, implications, and significance of the research in the context of sustainable fashion and luxury brands. The "Final Remarks" section provides concluding opinions and reflections on the study's wider implications.
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The dynamic relationship between sustainable fashion and luxury brands has garnered significant interest from academics and industry professionals alike. As global awareness of environmental degradation and ethical considerations grows, luxury firms confront the challenge of managing the convergence of luxury and sustainability. According to Henninger, Alevizou and Oates (2016), sustainable fashion goes beyond its traditional environmental focus and incorporates social and economic factors, demonstrating a holistic perspective on conscientious consumption.
In the domain of luxury brands, sustainability has evolved from a secondary factor to an integral component of strategic decision making. The incorporation of sustainable practises within luxury firms is prompted by shifting consumer demands and a broader societal movement towards conscious consumption (Athwal et al., 2019). The requirement to incorporate sustainable practises that maintain brand identity and attract consumers who prioritise ethical considerations necessitates luxury companies to reevaluate their conventional comprehension of luxury.
As evidenced by their implementation of concrete changes in production methods, procurement practises, and supply chain management, luxury businesses demonstrate a commitment to sustainability that exceeds superficial marketing strategies (Hennigs et al., 2013). This shift in viewpoint reflects the evolving definition of luxury, in which the notion of exclusivity is now intertwined with ethical manufacturing practises and conscientious consumption. The academic discourse on sustainable fashion in the context of luxury businesses examines the paradoxical challenge of incorporating social and environmental responsibility while maintaining the inherent attractiveness and desirability of luxury goods.
[bookmark: _Toc142516568][bookmark: _Toc148636896]2.1.1 Conceptualizing Sustainable Fashion
Sustainable fashion incorporates a multidimensional perspective that transcends the limitations of conventional fashion paradigms. Sustainable fashion, also known as eco-fashion or ethical fashion, incorporates an all-encompassing view of the environmental, social, and economic aspects of the fashion industry (Gwilt and Rissanen, 2012). The concept of sustainable fashion is founded on the ideas of responsible consumption and production. Its primary objective is to address and mitigate the negative impacts of the fashion industry on the environment and society throughout the entire product lifecycle.
Sustainable fashion is based on the principle of minimising negative externalities and maximising positive contributions. According to Shen (2014), advocacy entails carbon footprint reduction, resource conservation, and adoption of ethical labour practises. This includes the selection of materials, production methods, waste reduction, and circularity, with the intention of fostering a more harmonious relationship between the fashion industry and the environment.
The emergence of new design strategies, such as upcycling, repurposing, and the use of sustainable materials, such as organic fibres, recycled textiles, and alternative leather substitutes, is directly attributable to the evolution of sustainable fashion (Todeschini et al., 2017). These techniques represent a departure from conventional notions of beauty and reinvent the domain of fashion as a platform for artistic self-expression and conscientious consumption.
[bookmark: _Toc142516569][bookmark: _Toc148636897]2.1.2 Integration of Sustainability in Luxury Brands
The incorporation of sustainability into luxury companies represents a significant effort to reconcile the notions of exclusivity and responsibility. Luxury brands, which have historically been associated with notions of grandeur and excess, are presently adapting to the concept of sustainability to conform to changing customer values and global concerns. The process of integration necessitates that luxury companies reevaluate their objectives, guiding principles, and brand identities (Faraoni, 2021).
The incorporation of sustainability into luxury companies is a complicated process involving multiple operational and branding aspects. According to Zadek (2007), the participation of luxury brands in responsible procurement practises is on the rise. This requires a conscious decision to use ethically produced materials and a commitment to maintaining supply chain transparency. This strategy effectively addresses the inherent issues of exploitation of labour, environmental degradation, and social injustice in conventional fashion production.
Moreover, it has been observed that luxury brands are actively employing sustainable practises in their production processes, brand narratives, and communication strategies. This involves communicating sustainability initiatives to consumers, nurturing awareness, and influencing consumption patterns (Vázquez, Rangel and Fernández, 2023). These companies are effectively managing the complex task of communicating their commitment to sustainability while maintaining the exclusivity that defines the luxury industry.
The incorporation of sustainability into luxury goods goes beyond mere gestures, signalling a fundamental shift in the luxury industry. This trend indicates that ethical and environmentally conscious practises are increasingly associated with attractiveness and high social status. Gucci and Prada are redefining their brand identities by incorporating sustainability as a fundamental principle, transcending conventional notions of luxury and establishing new benchmarks (Kelleci, 2022).
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The impact of consumer behaviour on the growth of sustainable fashion and luxury brands is of the uttermost significance. The advent of environmentally conscious consumerism has altered consumer preferences and decision-making processes, thereby placing ethical considerations at the forefront of purchasing (Szmigin, Carrigan and McEachern, 2009). The shift in consumer mindset has significant implications for luxury companies seeking to integrate sustainable product offerings.
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Eco-conscious consumerism is a notable paradigm in contemporary consumer behaviour, influencing consumer choices and consequently effecting industries such as sustainable fashion and luxury brands. The phenomenon exemplifies a change in consumer mentality, in which environmental and social responsibility considerations are integrated into the fundamental aspects of purchasing behaviour (Hameed and Waris, 2018). Customers' expanding awareness of the ecological and moral repercussions of their choices has increased the demand for products that adhere to sustainable standards.
In addition to practical consumption, the phenomenon of eco-conscious consumerism also incorporates symbolic consumption. Individuals, according to Hollenbeck and Kaikati (2012), view objects as representations of their own ideals and objectives. Consequently, the consumption of these products is a form of self-expression and a contribution to society. Within the realm of luxury brands, this phenomenon refers to the process of imbuing luxury goods with a more profound sense of meaning and ethical significance by elevating them above their mundane physical characteristics.
Strategically, luxury brands that actively employ sustainable practises are positioned to appeal to environmentally conscious consumers. The allure of luxury items is closely tied to their scarcity, craftsmanship, and limited availability. Combining these attributes with sustainability, according to Amatulli et al. (2017), allows luxury businesses to construct a narrative that resonates with consumers who wish to reconcile their indulgent demands with ethical concerns. Consuming luxury products can be viewed as a manifestation of responsible luxury when individuals derive pleasure not only from possessing a prestigious object, but also from having a positive impact on society and the environment.
[bookmark: _Toc142516572][bookmark: _Toc148636900]2.2.2 Factors Influencing Sustainable Consumer Behaviour
Multiple internal and external factors influence the development of sustainable consumer behaviour, particularly in the context of sustainable fashion and luxury products. Understanding these variables is of the uttermost importance for luxury companies attempting to navigate the dynamic landscape of conscientious consumption.
Intrinsic Motivations
Intrinsic motivations refer to the internal factors that motivate individuals to engage in particular activities or behaviours (Ryan and Deci, 2000). Personal values and beliefs are the primary source of the significance of intrinsic motivations in guiding sustainable consumer behaviour. Lundblad and Davies (2015) assert that those who place a premium on ethical consumption are motivated by their concerns for the environment, social equality, and the welfare of future generations. Adopting a values-based strategy encourages individuals to align their decision-making with their ethical principles, thereby encouraging them to choose sustainable options. Individuals in the domain of luxury are driven by intrinsic motivations to reconcile their indulgent desires with moral considerations. Therefore, there is a preference for luxury brands that incorporate sustainable practises.
Extrinsic Motivations
External factors that contribute to the influence and efficacy of sustainable consumer behaviour are referred to as extrinsic motivations (Gilal et al., 2019). These aspects include social influence and information accessibility. Salazar, Oerlemans and Van Stroe-Biezen (2012) state that the influence of peers and social networks on consumer decisions is exemplified by the normalisation of sustainable practises and the establishment of a communal environment centred on responsible consumption. In addition, the availability of information empowers customers to make well-informed decisions, as the transparency of production processes and procurement practises enables them to evaluate businesses' claims and assurances with scepticism.
Social Norms and Cultural Contexts
The investigation of social norms and cultural contexts is an important field of study. It entails examining the unwritten rules and expectations that govern behaviour within a particular society or group, taking into consideration the broader cultural, historical, and social factors that shape these social norms and cultural conditions have a significant impact on consumer behaviour. According to Peattie (2010), the concept of sustainable consumption, which is influenced by ethical considerations, is consistent with the evolving societal principles of environmental preservation and social justice. Cultural contexts influence the prioritisation of sustainability, as countries with diverse cultural backgrounds place varying degrees of importance on ethical consumerism (Steenkamp, 2001). When luxury companies enter sustainable markets, they must take into consideration a variety of cultural nuances in order to successfully connect with diverse customer segments.
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The term "eco-conscious consumer engagement" refers to the active participation of consumers in the field of sustainability, particularly in relation to luxury brands. The shift in consumer preferences towards ethical considerations and responsible purchasing has had a profound effect on how customers interact with sustainable fashion and luxury businesses (Lundblad and Davies, 2015).
Consumer engagement with luxury brands extends beyond transactional relationships to include emotional connections and experience exchanges. The allure of luxury is inextricably linked to the yearning for extraordinary experiences, and luxury brands strive to create narratives that reflect consumer aspirations (Gurzki, Schlatter and Woisetschläger, 2019). When the concept of sustainability is incorporated into this discourse, the act of engaging with consumers acquires additional layers of significance, as it establishes a connection between the consumers' ideals and aspirations and the brand's commitment to ethical conduct.
Moreover, involvement in sustainability initiatives has a significant impact on consumer perceptions of luxury businesses. According to Hur, Moon and Kim (2020), individuals who participate in or endorse sustainable initiatives experience a sense of empowerment and involvement, which results in a stronger emotional connection with the brand. Luxury companies that effectively communicate their sustainability initiatives and cultivate consumer engagement inspire individuals to actively pursue ethical luxury.
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Involving emotional attachments, experiential engagements, and the formation of brand loyalty, the relationship between consumers and luxury brands is intricate and constantly evolving (Joshi and Garg, 2020). In the domain of sustainability, luxury companies are increasingly recognising the significance of involving customers in their efforts to incorporate responsible practises.
The formation of emotional attachment is crucial in determining the relationship between premium brands and consumers. The emotional attachments that consumers form with luxury brands extend beyond the utilitarian qualities of the products to include their aspirational and symbolic value (Choo et al., 2012). When luxury brands incorporate sustainability activities into their engagement strategy, they provide consumers with the opportunity to align their ethical principles with their emotional attachments to the brand.
Consumer engagement is also enhanced and intensified by experiential interactions. Luxury brands design distinctive experiences that cultivate a sense of exclusivity and profound engagement, allowing consumers to develop a more personal relationship with the brand (Grassi, 2020). The incorporation of sustainability into these experiences increases consumer engagement by encouraging their participation in the brand's commitment to responsible practises. Luxury fashion events that prioritise sustainability, for instance, not only serve as platforms to showcase the brand's sustainability initiatives, but also cultivate opportunities for discourse and discussion, thereby increasing consumer engagement (Kong, Witmaier and Ko, 2021).
Brand loyalty is a predictable consequence of effective engagement initiatives. According to So, Parsons and Yap (2013), there is a positive correlation between consumers who establish an emotional connection with luxury companies and their propensity to demonstrate brand loyalty, actively promoting the brand and retaining a firm commitment to its products or services. Through the incorporation of sustainability into their engagement strategies, luxury businesses cultivate a unique facet of brand loyalty in which consumers demonstrate allegiance not only to the brand's aesthetic appeal and prestige, but also to its ethical principles and ongoing pursuit of sustainability (De Kerviler, 2021).
[bookmark: _Toc142516575][bookmark: _Toc148636903]2.3.2 Engagement with Sustainability Initiatives
Consumers' participation in environmental activities illustrates the increased level of engagement. According to Amatulli et al. (2017), luxury businesses that extend invitations to consumers to participate in sustainable endeavours, such as events, partnerships, or community activities, allow consumers to actively contribute to causes that align with their values. This interactive participation fosters a sense of empowerment and inclusion, transforming customers from passive buyers into active contributors to the brand's pursuit of ethical opulence.
Involvement in sustainability initiatives is also dependent on the cultivation of awareness. According to Todeschini et al. (2017), luxury brands have a substantial impact on consumer education regarding sustainable practises, materials, and the environmental and social impacts of their products. By enhancing consumers' understanding of sustainability, brands play a crucial role in promoting informed decision-making and empowering consumers to align their choices with their beliefs (Kumar and Dholakia, 2020). This instructional involvement extends beyond simple transactions, thereby contributing to the broader goal of promoting ethical consumerism awareness.
Establishing shared values between luxury businesses and consumers serves as the foundation for fostering meaningful engagement with sustainability initiatives. According to MacInnis and Folkes (2017), customers develop a sense of resonance and connection when they perceive congruence between their personal beliefs and a brand's commitment to sustainability. Luxury businesses that effectively communicate their sustainability initiatives and actively engage consumers in dialogue about their shared values foster a sense of community and affiliation, thereby fostering deeper connections.
[bookmark: _Toc142516576][bookmark: _Toc148636904]2.4 Sustainable Practices of Louis Vuitton
The sustainable practises used by luxury labels extend beyond mere superficial gestures, encompassing comprehensive strategies that tackle several phases of the apparel lifecycle. Louis Vuitton, a well-regarded brand recognised for its long-standing tradition of skillful artistry and limited availability, has undertaken a concerted effort to embrace sustainability across various aspects of its operations, including the procurement of materials, manufacturing procedures, and the use of circular economy ideas (Colombi and D’Itria, 2023). These endeavours indicate an acknowledgment of the necessity to synchronise luxury with environmental awareness.
The manner in which consumers perceive Louis Vuitton's sustainability activities significantly influences the formation of its brand identity. According to Freire and Loussaïef (2018), the integration of sustainability by luxury brands such as Louis Vuitton entails not only the alteration of their operational practises but also the participation in a discourse that fundamentally redefines the concept of luxury. The entire evaluation of a brand by consumers is influenced by their perceptions of these initiatives, which in turn affect their emotional attachments and choices regarding purchases.
[bookmark: _Toc142516577][bookmark: _Toc148636905]2.4.1 Overview of Louis Vuitton's Sustainability Efforts
Louis Vuitton demonstrates a commitment to sustainability throughout their supply chain, which encompasses several stages including material sourcing, production methods, and post-consumer phases. Karaosman, Morales-Alonso and Brun (2017) asserts that the brand's dedication to responsible sourcing encompasses the deliberate choice of products that mitigate environmental harm and foster ethical conduct. This entails a concentration on the utilisation of sustainable raw materials and the establishment of partnerships with suppliers who demonstrate a shared dedication to responsible practises.
Louis Vuitton is progressively incorporating elements of the circular economy into its production processes, with a particular focus on promoting longevity, repairability, and recycling (Maranesi and De Giovanni, 2020). The brand's commitment to skilled workmanship is in accordance with sustainable methodologies that enhance the durability of its products, so promoting waste reduction and fostering a more sustainable pattern of consumption.
In addition, Louis Vuitton's environmental initiatives entail a dedication to promoting transparency and effective communication. According to LVMH (2023), the brand effectively conveys its intentions to consumers, hence promoting awareness and facilitating education regarding its ethical practises. The practise of transparent communication not only serves to actively involve consumers, but also plays a significant role in influencing their impressions of the brand's dedication to sustainability.
[bookmark: _Toc142516578][bookmark: _Toc148636906]2.4.2 Consumer Perceptions of Louis Vuitton's Sustainability
The impact of luxury brands' sustainability initiatives, such as those implemented by Louis Vuitton, on consumer perceptions is crucial to the formation of brand identity, customer loyalty, and purchasing decisions. Examining consumer perceptions of sustainability activities in the luxury industry yields valuable insights into the efficacy of methods used by luxury firms at the intersection of luxury and sustainability.
The evaluation of Louis Vuitton's sustainability activities by consumers is affected by multiple factors, such as their personal beliefs, level of environmental consciousness, and brand experiences (Atkinson and Kang, 2021). The connection between brand ideals and individual ethical considerations frequently functions as an impetus for favourable consumer opinions. When consumers perceive that a luxury brand is strongly committed to ethical practises, their emotional connection and brand loyalty are strengthened.
Transparency and sincerity in communication have a significant impact on the perceptions of the consumer. According to Jung, Kim and Kim (2020), the effective communication of sustainability activities is essential for enhancing consumers' trust and confidence in a brand's commitment to sustainability. Sustainability efforts are more likely to be perceived as genuine and trustworthy by consumers when they are presented as an integral part of the brand's identity, rather than as straightforward marketing strategies (Ginsberg and Bloom, 2004).
In addition to the immediate context, consumer perceptions of Louis Vuitton's environmental initiatives also encompass the broader societal implications. According to Black and Veloutsou (2017), favourable impressions among consumers could result in their active support for the brand's activities and their participation in driving transformational changes within the industry. Through the incorporation of sustainable practises, prestigious luxury brands such as Louis Vuitton have a significant impact on consumer expectations, thereby establishing new industry standards for responsible conduct.
[bookmark: _Toc142516579][bookmark: _Toc148636907]2.5 Sustainable Practices of Yves Saint Laurent
Yves Saint Laurent's sustainable practises encompass all facets of the fashion lifecycle, exemplifying a dedication to mitigating environmental consequences. The company's sustainability efforts include material selection, manufacturing techniques, and post-consumer phases (Kering Group, 2023). Yves Saint Laurent's incorporation of responsible materials and eco-friendly production methods enhances the sustainability and conscientiousness of the fashion environment.
The ecological practises of Yves Saint Laurent have implications beyond the operational domain. According to Safeer and Liu (2022), consumers' perceptions of the company's objectives influence their involvement, loyalty, and brand advocacy. The commitment of Yves Saint Laurent to ethical and responsible practises contributes to the enhancement of consumer perceptions, thereby generating emotional connections that transcend the ordinary features of the products and incorporate the brand's larger ethos.
Yves Saint Laurent's incorporation of sustainable practises corresponds with its alignment with evolving consumer expectations and industry trends. Through the incorporation of sustainable practises, the brand establishes itself as a pioneer in the dynamic world of high-end fashion, exerting influence on both consumer behaviour and prevalent industry standards (Kering Group, 2023). The sustainable practises implemented by Yves Saint Laurent have a significant impact on the collective consciousness of the luxury industry as they successfully align responsibility with exclusivity.
[bookmark: _Toc142516580][bookmark: _Toc148636908]2.5.1 Overview of Yves Saint Laurent's Sustainability Efforts
Yves Saint Laurent's sustainability trajectory begins with the conscientious procurement of materials. The company's emphasis on integrating sustainable materials is consistent with its commitment to minimising the environmental impacts of its products (Kering Group, 2023). Yves Saint Laurent demonstrates its commitment to sustainability by selecting materials that adhere to ethical and ecological standards. This strategic approach not only contributes to the establishment of a more sustainable supply chain, but also elevates the luxury status of the brand.
The company's sustainable practises include its production methods, with an emphasis on efficiency, waste reduction, and adherence to circular economy principles. Yves Saint Laurent's commitment to reducing waste and extending the lifecycle of its products is illustrative of the recognition of the interdependence between responsible practises and superior craftsmanship (Kering Group, 2023). This technique not only reduces the brand's environmental impact, but also enhances the value proposition of its products.
Additionally, consumers are engaged in Yves Saint Laurent's sustainability initiatives through transparent communication and educational efforts. Through effective communication of its sustainability efforts, the company cultivates consumer knowledge and comprehension, thereby encouraging their active participation in the broader dialogue encircling ethical fashion consumption. This interaction strengthens the bond between consumers and the brand, as consumers identify with Yves Saint Laurent's commitment to ethics.
[bookmark: _Toc142516581][bookmark: _Toc148636909]2.5.2 Consumer Perceptions of Yves Saint Laurent's Sustainability
The evaluation of Yves Saint Laurent's sustainability initiatives by consumers is impacted by various elements, such as the brand's genuineness, openness, and compatibility with consumer beliefs. When consumers believe that a brand's sustainability initiatives are driven by genuine commitment rather than marketing strategies, their trust in the brand increases, resulting in more favourable perceptions (Widyastuti et al., 2019).
Transparency in communication is crucial for influencing consumer perspectives. Yves Saint Laurent engages in effective communication strategies to increase consumer understanding of its sustainability goals, methodologies, and achievements. Transparent communication enables consumers to evaluate a brand's ethical convictions and make well-informed, value-aligned purchasing decisions (Parris et al., 2016).
Consumers' perceptions of Yves Saint Laurent's sustainability initiatives extend beyond the brand to incorporate broader societal implications. According to Kim and Hall (2015), favourable impressions have the potential to inspire consumers to actively support the brand's initiatives and contribute to the transformation of industry-wide practises. Yves Saint Laurent's incorporation of sustainability has a significant impact on the larger discourse surrounding ethical luxury consumption, thereby shaping customer expectations and industry standards.
[bookmark: _Toc142516582][bookmark: _Toc148636910]Chapter 3: Research Methodology
[bookmark: _Toc142516583][bookmark: _Toc148636911]3.1 Research Design
The research design for this study is founded on qualitative secondary research. This methodology is ideally suited for analysing complex and multifaceted phenomena, such as the participation and actions of environmentally conscious consumers in the sustainable fashion domains of premium brands. Qualitative research, which is grounded in the constructivist paradigm, seeks to comprehend and interpret the experiences, perceptions, and meanings of participants within their authentic environments (Hammarberg, Kirkman and De Lacey, 2016).
Examining and interpreting data that has already been collected by other researchers or organisations is the objective of qualitative secondary research. This method permits the researcher to combine and reevaluate data in order to address novel research questions (Church, 2002). Secondary research enables researchers to scrutinise a vast array of information sources, including scholarly literature, industry reports, and company documents. This allows them to develop a comprehensive understanding of the research topic at hand.
One of the primary advantages of qualitative secondary research is its capacity to utilise the abundant and valuable insights already present in the data. This technique is particularly advantageous when examining complex phenomena that have already been thoroughly examined, or when acquiring original data is impractical due to time or resource constraints. This study employs a research design that makes use of current data to investigate patterns, trends, and associations regarding the engagement and behaviour of eco-conscious consumers within luxury fashion firms.
[bookmark: _Toc142516584][bookmark: _Toc148636912]3.1.1 Research Approach
This research employs a deductive methodology within the context of qualitative secondary research. The deductive approach in research is formulating research hypotheses or inquiries by drawing upon established theories, models, or frameworks, and subsequently subjecting them to empirical data analysis (Elo and Kyngäs, 2008). Within the context of this study, the use of deductive methodology enables a methodical examination of eco-conscious consumer participation and behaviour, particularly within the luxury apparel industry. This method is based on well-established theories and ideas.
Utilising a deductive research strategy has numerous advantages for the current investigation. In the beginning, it provides a systematic and focused orientation for the research process by situating the investigation within prior knowledge. In addition, this methodology enables the researcher to conduct a thorough and rigorous examination of the applicability of theories and concepts to the unique circumstances surrounding luxury brands and sustainable fashion. In addition, the deductive method facilitates the formulation of research questions that are consistent with the study's objectives and theoretical foundations.
Using a deductive research methodology, this study aims to enhance and validate current theories in the field of sustainable fashion and luxury brands. In addition, the proposed methodology permits the identification of gaps in the current body of knowledge and the generation of novel insights with the potential to extend or challenge established theoretical frameworks.
[bookmark: _Toc142516585][bookmark: _Toc148636913]3.1.2 Data Collection Methods
The process of data collection requires careful consideration of the secondary sources chosen. Academic databases, Internet archives, and company reports were chosen as the primary sources for this study. This compilation of sources represents a broad range of perspectives, including scholarly research, industry opinions, and brand communications.
· Academic Databases: Academic databases, such as ProQuest and JSTOR, offer a comprehensive collection of scholarly articles, research papers, and studies related to sustainable fashion, luxury brands, consumer behaviour, and engagement. These sources provide a comprehensive foundation of theoretical frameworks, empirical findings, and methodological techniques to guide and inform the research process. Utilising an academic database search facilitates the integration of multiple perspectives, thereby promoting a comprehensive understanding of the investigated topic.
· Web Repositories: Web repositories offer access to studies, whitepapers, and publications published by industry groups, research institutions, and non-governmental organisations (NGOs). These sources offer insightful perspectives on the trends, industry dynamics, and consumer attitudes concerning sustainable fashion and luxury brands. By combining data from various archives, the research gains a broader industry perspective that complements the scholarly discourse.
· Corporate Reports: Corporate documents, such as annual reports and sustainability publications, provided by Louis Vuitton and Yves Saint Laurent offer significant value as direct information sources from the respective companies. The materials provide insightful perspectives on the brands' sustainability strategies, efforts, achievements, and consumer interaction techniques. Examining corporate reports provides a direct understanding of brands' perspectives on eco-conscious consumer behaviour and their efforts to promote sustainable practises.
[bookmark: _Toc142516586][bookmark: _Toc148636914]3.1.3 Data Analysis Techniques
The data obtained from secondary sources will undergo a rigorous process of content analysis and thematic analysis in order to extract significant insights, patterns, and themes pertaining to the involvement and behaviour of environmentally-conscious consumers within the sustainable contexts of luxury fashion firms.
Content Analysis
Content analysis is a methodical methodology employed to classify and analyse written, visual, or auditory content in order to ascertain reoccurring themes and patterns. This study will employ content analysis to thoroughly examine the secondary material that has been gathered, which includes scholarly articles, industry reports, and company publications. The procedure involves the utilisation of coding and categorization techniques to discern significant concepts, patterns, and arguments pertaining to sustainable fashion, premium branding, consumer interaction, and behaviour.
The content analysis procedure will be directed by predetermined categories and topics, which will be drawn from the research inquiries and theoretical frameworks. The data will be encoded in order to represent these categories, facilitating the recognition of relationships and patterns within the data. This study aims to utilise text analysis to explore the various facets of eco-conscious consumer involvement and behaviour within the luxury clothes industry.
[bookmark: _Toc142516587][bookmark: _Toc148636915]3.2 Data Sources and Collection
The selection and acquisition of data sources, as well as the methods used for data collection, are of the utmost importance for facilitating the study of eco-conscious consumer participation and behaviour within the sustainable settings of luxury fashion brands. This section provides an overview of the procedure used to select secondary sources and the strategies used to acquire data pertinent to the current investigation.
· Choosing Secondary Sources: The process of selecting secondary sources is a crucial aspect of the research methodology. To facilitate a comprehensive and balanced investigation of the research phenomenon, a diverse range of sources has been meticulously selected. The relevant sources include various scholarly publications, online archives, and company reports.
· Scholarly Literature: Accessible via databases such as Elsevier, Sage, ProQuest, JSTOR, and Google Scholar, academic literature is a fundamental source of information. This study utilises a variety of scholarly sources, such as peer-reviewed publications, research papers, and studies, to investigate the topics of sustainable fashion, luxury brands, consumer behaviour, and engagement. These sources provide the theoretical frameworks, empirical data, and insightful observations that serve as the basis for this research. The systematic evaluation of scholarly literature provides a firm academic foundation for conducting an analysis.
· Internet Repositories: Internet repositories contain a plethora of studies, whitepapers, and publications from a variety of sources, including industry groups, research organisations, and non-governmental organisations (NGOs). On the topics of sustainable fashion and luxury branding, these sources provide valuable industry data, market trends, and consumer perspectives. Utilising online resources enhances the depth and breadth of the study by incorporating real-world perspectives and market dynamics.
· Corporate Reports: The research incorporates corporate data, such as annual reports and sustainability publications, from luxury brands Louis Vuitton and Yves Saint Laurent. These materials provide valuable insight into the sustainable initiatives undertaken by the brands, their strategy for engaging consumers, and the general public's perception of their eco-friendly efforts. Corporate reports include primary sources that contain information on the objectives, strategies, and perspectives of brands, making them essential for conducting a comprehensive study.
[bookmark: _Toc142516588][bookmark: _Toc148636916]3.3 Ethical Considerations
Ethical concerns are fundamental to research, serving to uphold the principles of candour, openness, and the preservation of participants' rights. Even though the current study relies on secondary data, the researcher adheres to ethical standards throughout data selection, analysis, and presentation to ensure a responsible approach.
· Respect for Intellectual Property: The ethical principle of protecting intellectual property rights is accorded the uttermost importance in this study. When referencing and incorporating information derived from scholarly publications, online repositories, and company reports, appropriate citation formats will be used. This practise ensures that the intellectual contributions of the original authors are properly acknowledged and reduces the likelihood of accidental plagiarism.
· Confidentiality and Data Security: When handling company documents, annual reports, and sustainability publications acquired from Louis Vuitton and Yves Saint Laurent, confidentiality and data security are crucial considerations. The aforementioned documents are proprietary to the respective firms, and their use will be restricted to the scope of this research alone. The management of confidential information and sensitive data will be conducted with care, and the results will be disseminated in a way that protects the confidentiality of the brands involved while also contributing to the academic discourse at large.
· Transparent Reporting: The practise of transparent reporting is considered essential for upholding ethical standards in research conduct. In this study, the researcher intends to provide a clear and comprehensive account of the data collection sources, analysis methods, and resultant conclusions. The openness of the research procedure facilitates the evaluation and expansion of the study's findings by other academics and scientists.
· Mitigating Biassed Interpretation: The researcher is committed to avoiding a biassed interpretation of the results. Although content and thematic analysis involve interpretation, it is essential to endeavour for objectivity and provide a fair and impartial account of the findings. To maintain objectivity and ensure that the analysis is firmly rooted in the collected data, the researcher will appropriately acknowledge and address their personal viewpoints and predispositions.
· Implementation of Data Validation and Verification: To increase the credibility and dependability of the research outcomes, a standardised procedure for data validation and verification would be implemented. Reducing the likelihood of misrepresentation and inaccuracy, the practise of cross-referencing data from multiple sources and contrasting it with well-established concepts and empirical evidence is essential for ensuring data integrity.
· Ethical Considerations: Since this research involves the analysis of secondary data, it does not directly involve human participants. Therefore, it is regarded unnecessary to obtain approval from an institutional review board (IRB). To ensure the practise of responsible research, the investigation will adhere to ethical principles and criteria established by academic institutions and organisations.


[bookmark: _Toc148636917]Chapter 4: Data Analysis
[bookmark: _Toc148636918]4.1 Louis Vuitton
[bookmark: _Toc148636919]4.1.1 Sustainable Initiatives
The commitment to sustainability at Louis Vuitton begins with healthcare. Since 2011, the Maison has been actively involved in the battle against sickle cell anaemia, a genetic disorder that affects millions worldwide. Their partnership with the Robert Debré Hospital in Paris, a prominent centre for sickle cell anaemia research, exemplifies both corporate social responsibility and a commitment to addressing widespread genetic disorders. The "Diner des Maisons Engagées," an annual fundraising dinner, exemplifies Louis Vuitton's ability to utilise its influence and partnerships to raise funds for medical research and patient care. Collaborations with medical professionals have produced tangible results, advanced research and enhancing patient care. In these healthcare initiatives, Louis Vuitton aligns itself with the broader objective of enhancing global health, transcending the realm of luxury fashion.
Another essential aspect of Louis Vuitton's sustainable practises is their dedication to gender equality and diversity. Initiated in 2007, the EllesVMH initiative demonstrates the Maison's commitment to promoting gender diversity within its workforce. This multifaceted programme includes professional development, pay equity, and leadership roles for women, among others. Importantly, it establishes specific goals with the objective of attaining 50 percent female representation in key positions by 2025, reflecting a comprehensive approach to gender diversity. Between 2007 and 2022, the percentage of women in essential positions increased from 23% to an impressive 45%, as indicated by empirical data. Moreover, women make up 65 percent of Louis Vuitton's administrators and managers, with 18 women serving as CEOs. This data-driven strategy highlights Louis Vuitton's commitment to nurturing a diverse and inclusive workplace, recognising diversity as a crucial success factor in the luxury industry.
[image: ]
Source: LVMH 2022 Social and Environmental Sustainability Report
The sustainability practises of Louis Vuitton extend to the realm of climate action, where the Maison actively participates in environmental initiatives. They organised the LVMH Climate Week in 2020, a monumental effort involving all 150,000 employees to champion the program's main priorities. This programme is devoted to addressing biodiversity, circularity, and transparency – pillars of sustainability. Beyond rhetoric, Louis Vuitton's approach to climate action focuses on tangible results and innovation. The strategic support extended to Desserto, a finalist for the LVMH Innovation Award 2020, demonstrates their commitment to environmentally friendly materials. Desserto specialises in cactus-derived plant-based vegan leather, which aligns with Louis Vuitton's pursuit of eco-friendly alternatives for luxury products. This vigilant participation in climate action and innovation highlights Louis Vuitton's unwavering dedication to environmental sustainability.
[image: ]
Source: LVMH 2022 Social and Environmental Sustainability Report
The conservation of biodiversity emerges as an additional crucial aspect of Louis Vuitton's sustainability practises. Their partnership with UNESCO's Man and Biosphere programme exemplifies a significant commitment to biodiversity preservation. This partnership includes initiatives addressing reforestation, sustainable employment, and alternative sources of income for local populations, particularly in the vulnerable Amazon basin. The allocation of a sizeable budget to combating deforestation in this region emphasises the significance of their efforts. In addition, Louis Vuitton's participation in the IUCN World Conservation Congress reaffirms the company's global commitment to biodiversity conservation. Their joint pavilion with the United Nations Educational, Scientific, and Cultural Organisation (UNESCO) serves as a vivid exhibition of their collaborative work in biodiversity preservation, emphasising the necessity of aligning luxury with nature and creativity.

[bookmark: _Toc148636920]4.1.2 Sustainability Goals
The following tables illustrates the key sustainability goals of the company (LVMH, 2023):
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At the core of Louis Vuitton's sustainability objectives is a commendable dedication to improving healthcare. Since 2011, Louis Vuitton has participated actively in the struggle against sickle cell anaemia, one of the most prevalent genetic disorders affecting over five million people worldwide. Their mission is to provide robust support to the devoted teams at Robert Debré Hospital in Paris, a renowned sickle cell anaemia research centre. This assistance goes far beyond philanthropy. It is a strategic investment designed to stimulate innovative research, improve patient care, and ultimately contribute to the development of effective remedies for this prevalent genetic disorder. The annual "Diner des Maisons Engagées" functions as a focal point for resource mobilisation and awareness-raising, demonstrating Louis Vuitton's commitment to having a substantial and lasting impact on global healthcare.
The sustainability objectives of Louis Vuitton are also intrinsically linked to the principles of gender equality and diversity. Under the EllesVMH initiative, they have meticulously outlined a road map that prioritises gender equality in critical positions. By establishing a clear goal of attaining a 50 percent female representation in these key positions by 2025, Louis Vuitton is championing a gender diversity agenda that transcends mere symbolism. Their commitment includes assuring equitable compensation, career advancement, and recruitment practises that promote diversity. Between 2007 and 2022, the percentage of women in key positions increased from 23% to a remarkable 45%, as demonstrated by the Maison's empirical evidence. In addition, an astounding 65 percent of Louis Vuitton's executives and supervisors are women, and 18 women have risen to the position of CEO. These numbers demonstrate their dedication to achieving measurable gender diversity objectives, proving that actions speak louder than words at Louis Vuitton.
Similarly, Louis Vuitton's sustainability objectives include an unwavering pursuit of climate action and innovation. At the heart of these objectives is the need to transition to a more eco-friendly and sustainable business model. The 2020 LVMH Climate Week represented a turning point in their commitment to climate action. It was not solely an internal engagement exercise, but also a venue for presenting concrete LIFE 360 programme priorities. This programme, which focuses on biodiversity, circularity, and transparency, serves as the foundation of Louis Vuitton's sustainability strategy. Exemplified by partnerships with pioneering organisations such as Desserto, makers of vegan leather made from cactus, the emphasis also extends to nurturing innovative solutions. These partnerships demonstrate Louis Vuitton's unwavering dedication to eco-friendly materials and practises. Their sustainability objectives hinge on measurable outcomes, emphasising the significance of developing and adopting eco-friendly alternatives in the luxury fashion industry.
Moreover, Louis Vuitton's partnership with the Man and Biosphere programme of the United Nations Educational, Scientific, and Cultural Organisation (UNESCO) demonstrates that the preservation of biodiversity is a primary sustainability objective.
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Source: LVMH 2022 Social and Environmental Sustainability Report
This partnership exemplifies their dedication to combating deforestation, promoting reforestation, and creating sustainable employment opportunities in the fragile Amazon basin, where biodiversity is threatened by significant threats. The financial commitment of Louis Vuitton demonstrates their commitment to achieving these conservation objectives. Participation in the IUCN World Conservation Congress functions as a reaffirmation of their commitment to the preservation of global biodiversity. Their joint pavilion with UNESCO at the congress is a tangible demonstration of these goals, conveying the potent message that luxury can coexist in harmony with nature and actively contribute to the conservation of global biodiversity.
[bookmark: _Toc148636921]4.2 Yves Saint Laurent 
[bookmark: _Toc148636922]4.2.1 Sustainable Initiatives
An important pillar of YSL's sustainability strategy is its emphasis on employee education and awareness. The brand recognises that sustainable practises can only be implemented effectively when employees are informed, engaged, and aligned with its sustainability objectives. In response, YSL encourages its employees to complete a three-part course on sustainability. In addition, the Saint Laurent Couture Institute offers a six-month course on sustainability for advanced fashion students and YSL employees in partnership with the Institut Français de la Mode. This emphasis on education ensures that sustainability principles become inherent to the brand's identity and are woven into the organization's very fabric.
As a member of the Kering Group, YSL actively adheres to Kering's rigorous regulations and standards, which have been developed over the course of 25 years. These standards cover a vast multitude of crucial topics, including human rights, biodiversity, the sourcing of raw materials, and internal operations. Importantly, these standards are not static; they evolve through ongoing consultation with subject-matter experts in order to conform to the most recent industry best practises. YSL's unwavering adherence to these open-source guidelines demonstrates its dedication to upholding the most stringent ethical and environmental standards in the luxury fashion industry. The following table illustrates some of these standards:
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Source: Kering Group Sustainability Progress Report 2020-2023
YSL utilises Kering's Environmental Profit & Loss (EP&L) account to comprehensively evaluate and comprehend its environmental impacts. Since 2012, the brand has been able to measure various environmental factors, including carbon emissions, water consumption, air and water pollution, land use, and refuse production, across its entire supply chain using this instrument. These impacts are then quantified in monetary terms, providing YSL with valuable insights that inform its strategic decisions, process enhancements, and technology selections. 
Approximately 70% of YSL's environmental impact is concentrated in the domain of raw material production and processing, according to its EP&L analysis. This understanding has influenced the brand's development of sustainability initiatives designed to resolve this essential aspect of its supply chain. These initiatives are comprehensive, spanning the entire value chain, with a particular emphasis on maximising resource efficiency, instituting circularity strategies, and adopting sustainable sourcing practises, especially in regards to fibres and leather.
YSL has not only established ambitious sustainability objectives, but also demonstrated the ability to surpass them. By achieving a 50% reduction in EP&L intensity (relative to revenue) in 2022, exceeding its objective of a 40% reduction by 2025 (using 2015 as a baseline), the brand has demonstrated its unwavering dedication to driving significant progress. In addition, YSL is actively working to reduce greenhouse gas (GHG) emissions across all scopes, with a goal of reaching net-zero emissions by 2050. Notably, the company annually offsets any remaining greenhouse gas emissions by investing in forest conservation and restoration projects, reiterating its commitment to combating climate change while simultaneously supporting biodiversity and local communities.
Sustainability is not limited to YSL's operations; it is ingrained in the brand's daily operations. In 2022, the brand's ateliers, offices, and stores will obtain all of their electricity from renewable sources, marking a significant achievement. Notable is YSL's emphasis on alternative energy solutions, such as the biomass heating system installed in the ready-to-wear atelier in Angers. These measures demonstrate the company's dedication to operating sustainably in every aspect of its business.
Additionally, YSL has made significant progress in obtaining environmental certifications for its facilities. Twenty-nine of the brand's locations, including 26 stores, have earned LEED Platinum status, the highest recognition for sustainable building design. Additionally, the brand's headquarters on Rue de Bellechasse possesses "excellent" and "exceptional" certifications from BREEAM and HQE, respectively. To bolster these certifications, YSL adheres stringently to environmental guidelines for new sites, resulting in nearly 100 percent energy-efficient LED illumination across its global store network.
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Source: Kering Group Sustainability Progress Report 2020-2023
The brand's dedication to eco-friendly packaging demonstrates a comprehensive approach. In the vast majority of its packaging, YSL employs eco-friendly, certified materials. For example, certified by the Forest Stewardship Council (FSC), paper used in purchasing bags contains at least 40% recycled content. Moreover, YSL's plans to transition all black boxes to 100 percent recycled content by 2023 demonstrate its commitment to sustainable packaging practises over the long term.
Notable is YSL's commitment to reducing single-use plastics. The brand actively eliminates single-use plastics across its operations, providing employees and event participants with reusable cups and water vessels. Beginning with the Spring 22 collections, YSL has embraced reusable garment transport covers. In addition, the company is on track to replace plastic product protective elements with sustainable alternatives by 2023, such as sustainable paper and cellulose-based fibres.
[bookmark: _Toc148636923]4.2.2 Sustainability Goals
The sustainability objectives of YSL are distinguished by their specificity, ambition, and alignment with broader industry and global objectives. Notably, the brand seeks to reduce Environmental Profit & Loss (EP&L) intensity relative to revenue by 40% by 2025, using 2015 as a baseline. This accomplishment in 2022 demonstrates YSL's ability to exceed its sustainability objectives. Such measurable outcomes demonstrate the brand's commitment to measurable environmental improvements.
YSL is committed to attaining net-zero greenhouse gas (GHG) emissions by 2050, taking Scopes 1, 2, and 3 of the GHG Protocol into account. This goal aligns with global efforts to mitigate climate change and demonstrates YSL's awareness of the significance of its carbon footprint throughout the value chain. In addition, YSL's annual offsetting of remaining greenhouse gas emissions through investments in forest conservation and restoration initiatives exemplifies a multifaceted approach to carbon neutrality, emphasising environmental responsibility beyond reduction alone.
In addition, YSL is unwavering in its pursuit of sustainable raw materials, with a 2025 goal of achieving 100 percent traceability of critical raw materials and 100 percent compliance with Kering's standards for raw materials and manufacturing processes. This objective demonstrates YSL's dedication to ensuring that the procurement of its materials adheres to strict ethical and environmental guidelines, thereby addressing the core of the fashion industry's sustainability concerns.
YSL has made significant strides in the sphere of sustainable textiles by adopting the Textile Genesis traceability platform. This platform employs digital tokens (FiberCoinsTM) to provide transparent monitoring of textile products from their origin to retail, allowing consumers to make sustainable purchasing decisions. By 2022, YSL had accomplished a remarkable 85 percent GOTS-certified cotton procurement. In addition, 50% of the silk and 57% of the wool sourced by YSL were certified sustainable by GOTS or RWS. In addition, 68% of the viscose utilised was derived from sustainably managed forests, as certified by the Forest Stewardship Council (FSC). YSL's proactive procurement of sustainable textile fibres exemplifies its commitment to eco-friendly materials.
In the category of leather and skins, YSL uses a specialised system to track hides from their country of origin, assuring transparency and accountability throughout the supply chain. Importantly, the brand prioritises hides tanned without metals, thereby reducing water and energy consumption and preventing tannery-level water contamination. Moreover, since the Autumn 22 collections, YSL has ceased using animal fur in accordance with evolving consumer preferences for ethical and sustainable fashion practises.
YSL is also committed to fostering regenerative agricultural practises and sustainable livestock production techniques. Through the procurement of regenerative wool, cashmere, and leather, the brand actively supports farmers practising regenerative agriculture. This initiative includes financial support for biodiversity monitoring and the transformation of agricultural territories in South Africa and Argentina into spaces for regenerative agriculture. By investing in these initiatives, YSL not only promotes sustainable material procurement, but also enhances ecosystems and rural livelihoods. 
	Aspect
	Yves Saint Laurent (YSL)

	Environmental Impact Reduction
	- Reduce Environmental Profit & Loss (EP&L) intensity by 40% by 2025 (achieved in 2022, using 2015 as a baseline). - Commit to achieving net-zero greenhouse gas (GHG) emissions by 2050 (Scopes 1, 2, and 3 of GHG Protocol). - Offset remaining GHG emissions through investments in forest conservation and restoration initiatives.

	Raw Material Procurement
	- Aim to achieve 100% traceability of critical raw materials by 2025. - Commit to 100% compliance with Kering's standards for raw materials and manufacturing processes. - Procurement of sustainable textile fibers: 85% GOTS-certified cotton by 2022; 50% of silk and 57% of wool certified sustainable by GOTS or RWS; 68% of viscose sourced from sustainably managed forests (FSC-certified). - Use of Textile Genesis traceability platform and FiberCoinsTM for transparency.

	Leather and Skins
	- Specialized tracking system for leather and skins from country of origin. - Prioritization of hides tanned without metals to reduce water and energy consumption and prevent water contamination. - Discontinued use of animal fur in collections to align with ethical and sustainable fashion practices (since Autumn 22 collections).

	Support for Regenerative Agriculture
	- Procurement of regenerative wool, cashmere, and leather. - Support for farmers practicing regenerative agriculture. - Financial support for biodiversity monitoring and the transformation of agricultural territories into spaces for regenerative agriculture in South Africa and Argentina.



[bookmark: _Toc148636924]4.3 Comparative Analysis
[bookmark: _Toc148636925]4.3.1 Nature of Sustainability Practices
The sustainability practises of Louis Vuitton are characterised by a broad and holistic approach. They have expanded their efforts beyond the realm of luxury fashion into the realm of healthcare, focusing primarily on the struggle against sickle cell anaemia. Their collaboration with the Robert Debré Hospital in Paris demonstrates their dedication to combating pervasive genetic disorders and enhancing global health. This initiative demonstrates Louis Vuitton's capacity to leverage its influence and partnerships for societal impact. Moreover, their EllesVMH initiative for gender equity and diversity in the workplace establishes specific goals, highlighting their holistic approach to diversity. Between 2007 and 2022, the percentage of women in critical positions increased from 23% to 45%, demonstrating their tangible progress. Louis Vuitton's LVMH Climate Week and support for eco-friendly innovations such as Desserto's vegan leather are indicative of their commitment to environmental sustainability. Their partnership with UNESCO's Man and Biosphere programme demonstrates their dedication to global biodiversity conservation. As a whole, Louis Vuitton's sustainability practises transcend the traditional boundaries of the fashion industry, demonstrating a multifaceted approach.
In contrast, YSL places a heavy emphasis on education and awareness within its sustainability efforts. They acknowledge that a well-informed and engaged workforce is essential for the effective implementation of sustainable practises. The company actively encourages its employees to enrol in sustainability courses, ensuring that the principles of sustainability are profoundly ingrained in its organisational culture. YSL's alignment with the Kering Group's stringent sustainability standards demonstrates a commitment to adhering to established industry standards. Their data-driven approach to sustainability is demonstrated by their use of the Environmental Profit & Loss (EP&L) account to measure and quantify environmental impacts across the supply chain. YSL's targeted sustainability programmes are informed by its analysis demonstrating that approximately 70% of its environmental impact is associated with raw material production. Notably, their sustainability objectives are specific and ambitious, with a focus on reducing EP&L intensity, attaining net-zero greenhouse gas emissions by 2050, and ensuring raw material traceability and compliance. YSL's commitment to renewable energy, sustainable building design, and sustainable packaging practises bolsters their holistic approach to sustainability in the fashion industry.
[bookmark: _Toc148636926]4.3.2 Sustainability Goals
The sustainability objectives of Louis Vuitton represent a broad and holistic approach that transcends traditional boundaries. Their dedication to global healthcare, specifically the struggle against sickle cell anaemia, exemplifies the brand's desire to have a global impact. Through their partnership with Robert Debré Hospital, Louis Vuitton actively directs its resources and influence towards the treatment of genetic disorders, demonstrating a profound commitment to societal welfare. The annual "Dîner des Maisons Engagées"  functions as a key event that mobilises resources and raises awareness, highlighting their unwavering commitment to global healthcare.
Moreover, Louis Vuitton's dedication to gender equality and diversity, as exemplified by the EllesVMH initiative, transcends mere lip service. This initiative focuses on obtaining a 50 percent representation of women in leadership positions by 2025. Between 2007 and 2022, the percentage of women in critical positions increased from 23% to an impressive 45%, demonstrating their tangible progress. It demonstrates their multifaceted approach to diversity in the fashion industry.
In the realm of climate action, the sustainability objectives of Louis Vuitton emphasise measurable outcomes. The LVMH Climate Week and their support for environmentally responsible innovations such as Desserto's vegan leather demonstrate their dedication to environmental sustainability. These initiatives represent a brand that actively pursues innovative solutions and quantifiable results in its voyage towards sustainability.
In addition, Louis Vuitton's commitment to biodiversity preservation is demonstrated by its partnership with the Man and Biosphere programme of UNESCO. The brand devotes significant resources to combating deforestation, promoting reforestation, and establishing sustainable employment opportunities, especially in vulnerable regions such as the Amazon basin. Their participation in the IUCN World Conservation Congress demonstrates their commitment to the preservation of global biodiversity.
In contrast, Yves Saint Laurent (YSL) takes a methodical and focused approach to its sustainability objectives. The brand's commitment to reduce Environmental Profit & Loss (EP&L) intensity relative to revenue by 40% by 2025, a goal already met in 2022, demonstrates YSL's ability to exceed ambitious goals. This demonstrates their commitment to tangible environmental improvements and measurable progress.
Considering Scopes 1, 2, and 3 of the GHG Protocol, YSL's goal to achieve net-zero greenhouse gas (GHG) emissions by 2050 aligns the brand with global efforts to combat climate change. This objective highlights YSL's recognition of the significance of its entire value chain carbon footprint. Their annual offsetting of remaining greenhouse gas emissions through investments in forest conservation and restoration initiatives exemplifies a multifaceted approach to carbon neutrality, emphasising environmental responsibility in addition to reduction.
YSL's sustainability objectives extend to the procurement of basic materials. By 2025, they hope to attain 100 percent traceability of key raw materials and 100 percent compliance with Kering's standards for raw materials and production processes. This commitment ensures that the procurement of materials adheres to strict ethical and environmental guidelines, thereby addressing critical sustainability issues within the fashion industry.
When comparing the sustainability goals of Louis Vuitton and Yves Saint Laurent, it becomes evident that Louis Vuitton's goals are characterised by a broad, multifaceted approach that extends into healthcare, diversity, climate action, and biodiversity preservation. YSL, on the other hand, employs a more targeted and data-driven strategy, emphasising concrete achievements in reducing environmental impact, achieving net-zero emissions, and ensuring responsible raw material sourcing. Both brands are committed to sustainability, but their objectives reflect different strategies and areas of focus within the context of responsible luxury fashion practises.
[bookmark: _Toc148636927]4.3.3 Metrics and Impact Assessment
Louis Vuitton takes a multifaceted approach to sustainability, prioritising partnerships and measurable results. Their dedication to addressing sickle cell anaemia, a genetic disorder with a worldwide prevalence, is exemplary. Through a partnership with Robert Debré Hospital in Paris, a renowned centre for sickle cell anaemia research, Louis Vuitton contributes to innovative research and enhanced patient care. Although specific metrics regarding the impact on sickle cell anaemia research and patient outcomes are not provided, the annual "Dinner des Maisons Engagées" functions as an indicator of resource mobilisation and public awareness.
In the realm of gender equity and diversity, the EllesVMH initiative of Louis Vuitton concentrates on achieving 50 percent female representation in key positions by 2025. Between 2007 and 2022, the percentage of women in essential positions increased from 23% to an impressive 45%, as demonstrated by the data. Moreover, an astounding 65 percent of administrators and managers are women, and 18 women hold the position of CEO. These metrics demonstrate Louis Vuitton's dedication to promoting a diverse and inclusive workplace, translating diversity goals into measurable outcomes.
The climate action initiatives of Louis Vuitton emphasise practical outcomes. The LVMH Climate Week, in which all 150,000 employees participate, demonstrates the company's dedication to environmental sustainability. Although specific environmental metrics are not disclosed, the LIFE 360 program's emphasis on circularity and transparency suggests a focus on measurable outcomes and impact assessment. In addition, their support for innovative solutions, such as Desserto's vegan leather, correlates with their commitment to eco-friendly materials, despite the absence of quantifiable data on environmental impact reduction.
In biodiversity preservation, Louis Vuitton partners with UNESCO's Man and Biosphere programme, allocating substantial resources to combat deforestation, promote reforestation, and create sustainable employment. Although specific metrics regarding the reduction of deforestation or the positive impact on local populations are not provided, their participation in the IUCN World Conservation Congress and joint pavilion with UNESCO represent a commitment to raising awareness and showcasing collaborative work in the field of biodiversity conservation.
Yves Saint Laurent (YSL), on the other hand, employs a rigorous and data-driven approach to sustainability metrics and impact assessment. The brand's use of the Environmental Profit & Loss (EP&L) account is a defining characteristic. This instrument measures and quantifies numerous environmental factors throughout its supply chain, such as carbon emissions, water consumption, pollution, land use, and waste production. By quantifying these effects in monetary terms, YSL obtains valuable insights that inform strategic decisions and process improvements.
Approximately 70 percent of YSL's environmental impact is attributable to the production and refining of raw materials, as revealed by its EP&L analysis. This data-driven evaluation informs the development of sustainability programmes aimed at this crucial aspect of the company's supply chain. The achievement of a 50% reduction in EP&L intensity relative to revenue in 2022, exceeding their objective of a 40% reduction by 2025 (using 2015 as a baseline), demonstrates the brand's tangible progress and its ability to surpass ambitious goals.
In order to achieve net-zero greenhouse gas (GHG) emissions by 2050, YSL employs a multifaceted strategy that includes investing in forest conservation and restoration initiatives to offset any remaining GHG emissions. This demonstrates their dedication to reducing climate change while sustaining biodiversity and local communities.
YSL's dedication to raw material traceability and compliance with Kering's standards includes data-driven evaluations of their procurement practises. While specific metrics are not provided, the objective of achieving 100 percent traceability and compliance by 2025 demonstrates the company's commitment to ethical and environmentally responsible sourcing.
The following table summarises the comparison:
	Aspect
	Louis Vuitton
	Yves Saint Laurent (YSL)

	Nature of Sustainability Practices
	Broad, holistic approach; Expands beyond luxury fashion; Focus on healthcare (sickle cell anaemia), gender equity (EllesVMH), climate action, and biodiversity preservation; Collaborative partnerships.
	Emphasis on education and awareness; Alignment with Kering Group's sustainability standards; Data-driven approach; Focus on raw material impact (70% of environmental impact), carbon neutrality, and responsible sourcing.

	Sustainability Goals
	Global healthcare impact (sickle cell anaemia); Gender equality and diversity (50% women in key positions by 2025); Climate action (LVMH Climate Week, eco-friendly innovations); Biodiversity conservation (UNESCO partnership).
	Tangible environmental improvements (40% reduction in EP&L intensity achieved by 2022); Net-zero greenhouse gas emissions by 2050; Raw material traceability and compliance with Kering's standards (100% by 2025).

	Metrics and Impact Assessment
	Partnership with Robert Debré Hospital; Specific metrics not provided; EllesVMH initiative results (23% to 45% women in key positions); LVMH Climate Week; Support for eco-friendly innovations; UNESCO partnership.
	Use of Environmental Profit & Loss (EP&L) account; 70% of impact from raw materials; 50% reduction in EP&L intensity achieved by 2022; Net-zero GHG emissions strategy; Investment in forest conservation; Raw material traceability and compliance (100% by 2025).




















[bookmark: _Toc148636928]Chapter 5: Discussion of Findings
[bookmark: _Toc148636929]5.1 Factors Influencing Consumer Perceptions and Behaviours
The healthcare initiatives that both Louis Vuitton and Yves Saint Laurent proactively implement have a significant impact on consumer attitudes and behaviour. Their active involvement in healthcare, specifically in the treatment of inherited disorders such as sickle cell anaemia, strongly appeals to consumers who prioritise social responsibility. Through strategic collaborations with esteemed medical establishments and the coordination of fundraising banquets, these brands establish themselves as allies in the struggle for global health, surpassing the limitations of conventional luxury fashion. These types of initiatives inspire consumers to feel compassion and responsibility, which in turn strengthens the brands' reputation and cultivates brand allegiance.
The advocacy for diversity and gender equality exhibited by these high-end brands has the capacity to profoundly influence the attitudes and actions of consumers. By virtue of its impeccable track record in advancing the presence of women in leadership roles, Yves Saint Laurent demonstrates an unwavering commitment to advancing gender diversity. In light of the fashion industry's concerns regarding gender disparity, certain brands, including YSL, demonstrate an innovative stance by targeting consumers who prioritise inclusiveness and equitable opportunities. There is a growing trend among consumers to align themselves with brands that actively promote diversity, which significantly impacts their buying choices.
Consistently evolving consumer behaviours and perceptions are influenced by the manner in which brands tackle climate change and demonstrate innovation in sustainability. Climate Week by Louis Vuitton and extensive environmental measurements by YSL serve as symbols of brands that endeavour to implement practises that are transparent, quantifiable, and environmentally conscientious. As demonstrated through its sponsorship of Desserto, the incorporation of eco-friendly materials by Louis Vuitton appeals to environmentally conscious consumers in search of fashion items that reflect their personal values. These initiatives resonate with the environmentally conscious portion of high-end consumers, thereby enhancing the favourable perception of these brands and encouraging them to make purchases.
The support for regenerative agriculture and the conservation of biodiversity, which has been endorsed by both Louis Vuitton and Yves Saint Laurent, contributes an additional facet that impacts consumer attitudes and actions. The company's collaborations with UNESCO and other organisations, its commitment to addressing deforestation, and its endorsement of sustainable material procurement all appeal to consumers who place a high value on ecological sustainability. These endeavours represent an all-encompassing strategy towards ecological accountability, catering to consumers in search of high-end brands that authentically contribute to the safeguarding of our planet.
As a result of their collective commitment to sustainable initiatives and goals, these luxury fashion houses transcend the boundaries of mundane commerce. These initiatives not only foster a sense of accountability but also enhance their attractiveness to an expanding demographic of environmentally and socially conscious consumers. In light of the growing demand from consumers for products that reflect their personal values and convictions, luxury brands such as Louis Vuitton and Yves Saint Laurent, renowned for their all-encompassing sustainability approaches, are strategically positioned to meet the demands of these evolving consumers. The luxury fashion sector is currently undergoing a paradigm shift in which sustainability is no longer a discretionary consideration but rather a critical determinant impacting consumer attitudes and actions
[bookmark: _Toc148636930]5.2 Impact on Branding and Positioning
As the analysis results for LV and YSL demonstrate, sustainability initiatives make a substantial contribution to brand differentiation. Within an industry characterised by intense rivalry and an abundance of high-end brands, sustainability functions as a potent instrument for distinguishing oneself. LV and YSL have both effectively utilised sustainability as a differentiating factor in their respective industries. Consumers are becoming more appreciative of brands that implement sustainable practises and communicate their values via their products, according to the analysis. By prioritising ethical sourcing and production and integrating eco-friendly materials, these brands distinguish themselves from competitors that may not place the same emphasis on sustainability. The findings emphasise that distinguishing oneself through sustainability practises not only strengthens brand awareness but also establishes a unique position in the perception of customers.
An additional noteworthy determinant that impacts branding and positioning within the realm of sustainability is societal alignment. The findings of the data analysis suggest that the sustainability efforts of LV and YSL are consistent with prevailing societal values and issues. These brands effectively connect with consumers who prioritise common values by actively endorsing social and environmental initiatives. Consumers are inclined to select brands that demonstrate a commitment to altruistic endeavours and share their societal concerns, according to the findings of the analysis. The association of LV and YSL with societal concerns establishes these labels as conscientious and socially responsible entities, thereby impacting how consumers perceive their positioning and image. Their strong position as responsible and pertinent entities in the luxury fashion industry is reinforced by this alignment, which positively impacts their overall brand reputation.
[bookmark: _Toc148636931]5.3 Insights into Consumer Behaviour
The significance of authenticity in influencing consumer behaviour is substantiated by the data analysis. Both LV and YSL have demonstrated an authentic dedication to sustainability, a commitment that is openly disclosed through their respective sustainability reports and initiatives. Consumer behaviour is significantly influenced by the trustworthiness and genuineness that these brands project through their initiatives to mitigate environmental harm and advocate for social issues. These findings emphasise the importance of authenticity in the decision-making process of contemporary consumers. Amidst a climate of growing doubt, consumers place a premium on brands that authentically exhibit their dedication to sustainability; thus, authenticity emerges as a critical determinant shaping consumer inclinations and decision-making processes.
An additional significant factor that arises from the data analysis of the sustainability initiatives of LV and YSL is innovation. Both brands have made investments in cutting-edge technologies and materials in order to further their sustainability goals. Desserto, a product that has been shortlisted for the LVMH Innovation Award 2020, serves as a tangible manifestation of LV's dedication to eco-friendly materials. The innovative approach of YSL is demonstrated through their utilisation of sustainable textiles and the Textile Genesis traceability platform. Consumers are becoming more attracted to brands that provide innovative, eco-friendly alternatives, according to the data analysis. This indicates that consumers have a greater preference for environmentally conscious and progressive brands. In the realm of sustainability, innovation not only amplifies the environmental initiatives of a brand but also exerts a substantial impact on consumer conduct. With the increasing environmental awareness of consumers, brands that proactively seek out sustainable and innovative solutions are able to capture their attention.
Furthermore, the results of the analysis emphasise the critical significance of economic factors in shaping consumer behaviour. The pricing of LV and YSL products may be influenced by their frequent investments in environmentally favourable materials and processes as part of their sustainability initiatives. Nevertheless, the analysis further demonstrates that consumers are driven by factors other than sustainability alone; they also prioritise value for their money. Consumers tend to be more attracted to brands that successfully reconcile sustainability with perceived value. This particular aspect is crucial for comprehending consumer behaviour, underscoring the substantial influence that economic factors exert on their deliberations. Brands that are capable of providing sustainable products while simultaneously ensuring that consumers perceive them as valuable have a stronger ability to impact purchasing decisions.
In a similar vein, the findings from the data analysis validate that consumer behaviour remains significantly impacted by the notions of scarcity and exclusivity, even when considering sustainability endeavours. Sustainability has been skillfully utilised by both LV and YSL to produce limited-edition and exclusive collections that are frequently associated with environmental or social causes. By intensifying the perception of scarcity and exclusivity, this approach successfully influences consumer behaviour. The analysis findings emphasise that consumers are not exclusively driven by considerations of sustainability; rather, they are also enticed by the opportunity to possess something distinctive and exclusive. The sustained allure of luxury fashion labels resides in their capacity to captivate clientele who are inclined towards exclusivity and sustainability. In addition to price, exclusivity and rarity of the product are also components of luxury; brands that can achieve this equilibrium effectively sway consumer preferences.
The data analysis demonstrates that social media is an additional crucial element that significantly impacts consumer behaviour. Social media platforms facilitate the active dissemination and amplification of sustainability initiatives. The effective utilisation of social media platforms by LV and YSL to promote their sustainability initiatives is readily apparent. Unquestionably, social media has a significant impact on consumer behaviour. The findings of the analysis underscore the growing impact that social influence from sustainability-aware peers, influencers, and the content they come across on these platforms has on consumer behaviour. The analysis of the data highlights the substantial influence that social media has on consumer behaviour through the dissemination of information and the promotion of participation in sustainability initiatives. Brands that possess expertise in leveraging social media influence can successfully redirect consumer inclinations towards sustainability in the contemporary digital era.














[bookmark: _Toc148636932]Chapter 6: Recommendations
In this section, we move from analysis to action by proposing a series of data-driven recommendations to further enhance the sustainability efforts of Louis Vuitton and Yves Saint Laurent. These recommendations are based on the findings of the extensive data analysis and provide a practicable road map for these luxury brands to enhance their environmental and social responsibility.
· Data-Driven Sustainability Targeting: The incorporation of data-driven sustainability targeting into Louis Vuitton and Yves Saint Laurent's strategies can be a game-changer. To do so effectively, these luxury brands must rely not only on conventional metrics, but also on advanced analytics and machine learning. By doing so, they can obtain a deeper understanding of their environmental impact and establish extremely precise sustainability goals. For instance, they can employ predictive modelling to simulate the impact of various initiatives, helping them identify which actions will generate the most significant reductions in carbon emissions, water usage, or waste generation. This strategy will allow both brands to maximise their resource allocation and environmental impact.
· Comprehensive Gender Diversity Metrics: To enhance their gender diversity initiatives, Louis Vuitton and Yves Saint Laurent should expand their gender diversity metrics beyond simple representation figures. Implementing diversity scorecards that assess various dimensions of diversity and inclusion could be part of a comprehensive strategy. In addition to gender, these scorecards can include metrics on ethnic diversity, age diversity, and LGBTQ+ representation in the workforce. In addition, these luxury firms should utilise sentiment analysis and employee feedback mechanisms to assess the inclusiveness and fairness of their workplace culture. Such exhaustive metrics will provide a 360-degree perspective of diversity efforts and serve as the basis for devising targeted strategies to create even more inclusive workplaces.
· Targeted Supply Chain Impact Assessment: To gain a deeper understanding of the environmental impact of their supply chains, both firms should employ advanced analytics and Geographic Information System (GIS) technology. By integrating EP&L data with geographic data, they can perform spatial analysis to identify supply chain regions or facilities with the greatest environmental impact. This analysis could, for instance, disclose regions with high concentrations of suppliers that contribute to deforestation or regions with water scarcity issues. Armed with this knowledge, Louis Vuitton and Yves Saint Laurent can take targeted action, such as collaborating with local suppliers on sustainability initiatives or investing in water-saving technologies in high-risk regions. This targeted approach to supply chain impact assessment will result in more effective and efficient sustainability initiatives.
· Consumer Engagement Metrics: Enhancing consumer engagement in sustainability initiatives necessitates a data-driven strategy that transcends simple metrics such as website views and social media likes. Both brands can implement sophisticated consumer analytics to fully comprehend consumer behaviour and preferences. This includes sentiment analysis of social media conversations about sustainability, A/B testing of various sustainability messaging strategies to determine what resonates most with consumers, and even the development of predictive models to forecast consumer demand for sustainable products. Armed with these insights, Louis Vuitton and Yves Saint Laurent can effectively adapt their marketing and product development strategies to satisfy the evolving demands of consumers who are environmentally conscious.
· Strategic Investment in Sustainable Innovation: Taking sustainable innovation to the next level requires a sophisticated, data-driven method for calculating the return on investment (ROI) for these initiatives. Both firms should develop key performance indicators (KPIs) that measure not only the environmental impact, but also the financial and operational benefits of sustainability innovations. For instance, they can calculate the cost savings associated with decreased energy consumption and the additional revenue generated by introducing eco-friendly product lines. In addition, using life cycle assessments (LCAs) can provide a comprehensive view of the environmental impact of products from conception to grave, enabling luxury brands to make informed decisions regarding materials and processes that offer the greatest sustainability benefits. By making data-driven decisions regarding which innovations to leverage and invest in, Louis Vuitton and Yves Saint Laurent can align their sustainability efforts with their environmental and financial goals.
[bookmark: _Toc148636933]Chapter 7: Scope for Future Research
A deeper investigation of transparency initiatives in the luxury fashion industry is a potential avenue for future investigation. This involves evaluating the effectiveness of disclosing sustainability metrics, practises, and supply chain data. Researchers may investigate whether increased transparency impacts consumer behaviour and brand perception. Valuable insights could be gained by examining whether consumers are more likely to trust and remain loyal to luxury brands that are transparent about their sustainability efforts. Understanding the extent to which transparency influences purchase decisions and whether this varies across demographic groups could also contribute to the development of customised sustainability strategies.
Expansion of cross-industry comparisons is an additional fertile area for future research. While this study concentrated on Louis Vuitton and Yves Saint Laurent, conducting comprehensive assessments of sustainability efforts across a broader array of luxury brands can yield valuable insights. This research could involve analysing various approaches to sustainability, evaluating their relative success, and identifying the most effective strategies. By comparing and contrasting how various luxury brands resolve sustainability challenges, academics can provide a more comprehensive perspective on the industry's collective efforts, allowing benchmarking and the dissemination of successful strategies.
Analysis of the behaviour of consumers of luxury fashion in regards to sustainability is an intriguing area for future research. In the context of luxury sustainability, researchers can investigate the psychology and motivations that influence consumer choices. This may involve investigating the factors that motivate consumers to prioritise sustainability in their purchasing decisions, as well as how these motivations may vary across demographics and regions. In addition, examining the obstacles and challenges consumers face when attempting to align their luxury fashion choices with sustainability values can cast light on methods for overcoming these obstacles. By comprehending the complexities of consumer behaviour, luxury brands can more effectively tailor their sustainability marketing efforts, ultimately influencing consumer preferences in favour of eco-friendly products.
Future research can also investigate the impact of sustainable innovations implemented by luxury brands in the actual world. Investigating whether product lines and innovations with a focus on sustainability actually result in reduced environmental impact and positive financial outcomes can yield crucial insights. This study could include life cycle assessments (LCAs) to evaluate the environmental effects of products from conception to disposal. By quantifying the tangible benefits of sustainable innovations, luxury brands such as Louis Vuitton and Yves Saint Laurent can make more informed decisions concerning resource allocation and product development, thereby aligning sustainability efforts with both environmental and financial objectives.
As luxury brands expand their global reach, future research can delve into the challenges and opportunities associated with scaling sustainability initiatives across diverse geographic regions. Analysis of how Louis Vuitton and Yves Saint Laurent, among other luxury brands, adapt their sustainability strategies to address region-specific environmental and social concerns can provide insightful information. Such research can investigate the cultural nuances and regulatory frameworks that influence sustainability practises, underscoring the need for localised strategies that appeal to diverse consumer bases.










[bookmark: _Toc148636934]Chapter 8: Conclusion
In conclusion, this study has delved into the domain of sustainability within the luxury fashion industry, with a particular emphasis on two prominent brands: Louis Vuitton and Yves Saint Laurent. This study has cast light on the multifaceted landscape of environmental and social responsibility in the luxury sector through extensive data analysis and a comprehensive review of sustainability initiatives.
The significance of data-driven strategies in bolstering sustainability efforts is one of the primary findings of this study. The proposed recommendations highlight the importance of data analytics, machine learning, and predictive modelling in improving environmental performance. By utilising advanced analytics, luxury brands can gain a deeper comprehension of their environmental footprint, allowing them to establish more precise sustainability goals and allocate resources more efficiently. This data-driven strategy not only correlates with their sustainability objectives, but also bolsters their commitment to responsible business practises in general.
In addition, the study highlights the significance of comprehensive metrics for evaluating gender diversity, supply chain impact, and consumer engagement. It encourages brands to evaluate various dimensions of diversity, spatially analyse supply chain data, and gain a thorough understanding of consumer behaviour through sentiment analysis and predictive modelling. These exhaustive metrics provide a nuanced perspective that serves as the basis for targeted and effective strategies.
[bookmark: _Toc148636935]Final Remarks
In closing, the luxury fashion industry, represented by Louis Vuitton and Yves Saint Laurent, stands at a critical juncture in its sustainability voyage. The recommendations presented in this research serve as a guide for these brands to improve their environmental and social responsibility efforts. While the path to sustainability is unquestionably complicated, it is also replete with opportunities for innovation, development, and positive change.
Sustainability is not a one-size-fits-all endeavour, and this must be acknowledged. Each prestige brand must adapt these recommendations to its specific circumstances and align them with its values and goals. In addition, it is a journey that necessitates ongoing commitment and adaptation in response to evolving global challenges and consumer demands.
Ultimately, the research aspires to inspire not only Louis Vuitton and Yves Saint Laurent but also the broader luxury fashion industry to embrace sustainability as an inherent part of their identity and purpose. In doing so, these brands have the potential to reduce their environmental footprint, positively influence industry practises, contribute to global sustainability objectives, and establish a standard for responsible luxury fashion. This research suggests that the future of luxury fashion is one in which elegance and ethics coexist harmoniously and where style is synonymous with sustainability
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LVMH carbon footprint in 2021

‘The Group's life cycle assessment serves to measure the climate impact of its operations.
Scope 3, which can now be measured increasingly accurately now that capital goods have been integrated,
accounts for 94% of its footprint, primarily comprising raw materials purchased for productsand
‘packagingand downstream transportation of finished goods

LVMH carbon accounting by business group
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Change in greenhouse gas emissions (scopes 1 & 2, in metric tons of CO, equivalent)
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2023

New circular services:
repairs, upcycling, etc.

Creative 2026

Customer packaging
zero virgin fossil-based plastic

2030

100% of the Group's
new products ecodesigned

circularity

190,000 meters of upcycled fabrics

39% of recycled raw materials used
in plastic and glass packaging

7,942 metric tons of virgin fossil-based
plastic used in customer packaging

+1%
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KEY ASPECTS
OF THE STRATEGY

Individuality and
non-discrimination

Health, safety
and well-being

Excellence through
savoir-faire

Engagement

2025 TARGETS

50% of key positions
held by women

2% of the workforce
have disabilities

100% of recruiters having
undertaken non-discrimination training

30% of leadership roles in the United States

occupied by black, indigenous
and people of color (BIPOC), in 2026

100% of the Health & Safety Policy’s
five commitments achieved

1. Identify health and safety risks

2. Establish a health
and safety action plan

3. Manage the health
and safety approach

4. Ensure all employees have
an active role in health and safety

5. Maintain a virtuous
culture for a safe environment

22,000 new recruits joining LVMH's
Meétiers d’Excellence

3,000 junior high school students
made aware of Métiers d'Excellence
through the Excellent! program

100% of Maisons will give
their employees the opportunity of taking
part in a public-interest initiative

2022 RESULTS

45% of key positions
held by women

1.4% of the workforce
have disabilities

73% of recruiters having
undertaken non-discrimination training

24% of leadership roles in the United States
occupied by black, indigenous
and people of color (BIPOC)

81% of employees are covered
by a formal health and safety
approach within their Maison

89% of employees work in
a Maison that periodically reviews
its health and safety approach

87% of employees work in a Maison
where the management committee
analyzes health and safety annually

33% of employees
have been made aware in risk
prevention and first aid

100% of Maisons celebrate
well-being, health and safety
at least once per year

8,000 people recruited in LVMH’s
Métiers d’Excellence

Over 1,600 junior high school students
made aware of Métiers d'Excellence
through the Excellent! program

Over 1 million people
supported during the year

842 social partnerships with
nonprofits and foundations acting
in the public interest

CHANGE
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2026

100% of strategic raw materials certified
to standards guaranteeing the preservation
of ecosystems and water resources.

2030

5 million hectares (50,000 sg.km)
of flora and fauna habitat restored
and/or preserved

Biodiversity

Certification of strategic supply chains:

* Cotton:
71%

* Leather:
91%

« LVMH vineyards:
94%

1.37 million hectares of flora and
fauna habitat restored and/or preserved

+17%

+25%

+26%
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MATERIALS*

OPTIONS AVAILABLE TO VERIFY DCF COMPLIANCE

Introduction to leather-specific pathways: Using the best available information, we maintain a list of low-, medium- and
high-risk countries for leather sourcing, which includes information on deforestation and conversion risk, alongside other
environmental, human rights and animal welfare criteria. We do not source leather from high-risk countries, following this
rating. The below pathways are available for leather coming from low- or medium-risk countries.

Traceability to a low-risk subnational area

« Third-party verified traceability to the slaughterhouse in a low-risk subnational area (at low risk of deforestation or
conversion of other natural ecosystems).

« AND alignment with Kering Standards requirements, in particular on supply chain transparency & traceability.

OR Full traceability through all indirect farms & DCF verification

« Third-party verified traceability to the slaughterhouse (including specific location, with georeferenced boundaries)

« AND Third-party verified traceability to the direct farm that the slaughterhouse has purchased from (including spe-

cific location, with georeferenced boundaries), and a verification of alignment with Kering's requirement of no defor-
estation or conversion after a cut-off date of 1°*! January 2020 (i.e., no native vegetation has been cleared on the farm
after this cut-off date), i.e., DCF compliance.

« AND Third-party verified traceability to the indirect farms that the "direct farms" referred to above have purchased
from (including specific location, with georeferenced boundaries), and verification of alignment with Kering's require-
ment of no deforestation or conversion after a cut-off date of 1% January 2020 (i.e., no native vegetation has been
cleared on the farm after this cut-off date), i.e., DCF compliance.

OR Traceability to the slaughterhouse and audit of DCF safeguards

« Third-party verified traceability (e.g., with ICEC certification) to the slaughterhouse (including specific location, with
georeferenced boundaries)

« AND audit of slaughterhouse systems and process to verify DCF compliance within their entire supply chain (direct
and indirect farms). This may include a combination of traceability systems with segregated certification ensuring DCF
compliance (e.g., for meat industry).

OR Third-party certification of leather guaranteeing DCF compliance

« Third-party segregated (SG) or identity-preserved (IP) certification of the hides with DCF requirement. To our knowl-
edge, no existing leather certification is currently strong enough to guarantee this, but they can be developed.

« AND alignment with Kering Standards requirements, in particular on supply chain transparency & traceability.

« Third-party segregated or identify-preserved certification or verification with DCF requirement, for instance Re-
sponsible Wool Standard (cut-off date of June 1, 2016)

« OR Third-party verified traceability to the farm/grazing areas (for non-low-risk areas) and third-party DCF verifi-
cation - possibly building supply chains “from the ground up”

All options above should be in addition to alignment with Kering Standards requirements, in particular on supply chain
transparency & traceability.

« Third-party segregated or identify-preserved certification with DCF requirement (for instance, Regenerative Organ-
ic Certification, which has a cut-off date of January 1, 2015)

« OR Third-party verified traceability to the farm (for non-low-risk areas) and third-party DCF verification (+ regener-
ative practices) - possibly building supply chains “from the ground up”

All options above should be in addition to alignment with Kering Standards requirements, in particular on supply chain
transparency & traceability.

Note: a cut-off date of November 1994 applies to all paper sourced.

« Avoid and reduce unnecessary packaging is a first priority

« Reusable: Reusable paper and paperboard, instead of single use, made with materials aligned with the points below

« Recycled: Certified recycled paper

« Next generation: Next generation materials, with feedstock certification including DCF criterion (e.g., Roundtable on
Sustainable Biomaterials)

« Certified virgin: Not sourced from Ancient and Endangered Forests and FSC 100% certified. If FSC 100% is not available,
FSC Mix with at least 70% contributing material is accepted

« Recyclability: Recyclable paper or cardboard, to be checked according to the standard EN13430

All options above should be in addition to alignment with Kering Standards requirements, in particular on supply chain
transparency & traceability.
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APPLICATION FOR ETHICAL APPROVAL

In order for research to result in benefit and minimise risk of harm, it must be conducted ethically. A
researcherimay nol be covered by the UWelversity's Tnsuranse I ethlsal approval has sot been olbtal ned
prior to commencement.

The University follows the OECD Frascati manual definition of research activity: “creative work undertaken
on a systematic basis in order to increase the stock of knowledge, including knowledge of man, culture and
society, and the use of this stock of knowledge to devise new applications”. As such this covers activities
undertaken by members of staff, postgraduate research students, and both taught postgraduate and
undergraduate students working on dissertations/projects.

The individual undertaking the research activity is known as the “principal researcher”.

Ethical approval is not required for routine audits, performance reviews, quality assurance studies, testing
within normal educational requirements, and literary or artistic criticism.

Please read the notes for guidance before completing ALL sections of the form.

This form must be completed and approved prior to undertaking any research activity. Please see
Checklist for details of process for different categories of application.

SECTION A: About You (Principal Researcher)

1 Full Name: Basil Sleeba
2 Tick all boxes that apply: Member of staff: O E(l)lg\(;,r:ary FEEEETE O
uncergrachate sant | 0 | ToghFosradiae [ [P [ o
3 In‘stit‘ut_e/Academic )
Discipline/Centre: UWTSD Business School
4 Campus: London

53 | Brenactiees 2131205@student.uwtsd.ac.uk

6 Contact Telephone Number:

+447833832599
For students:
7 Student Number: 2131205
8 Programme of Study: MBA Marketing Management

9 Director of Studies/Supervisor: | Dr Jia Miao

July 20211PG2 Ethical Approval Form
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SECTION B: Approval for Research Activity

PG2/E1 FORM

1

Has the research activity received approval in principle?
(please check the Guidance Notes as to the appropriate

approval

approval process for different levels of research by different YES = NO
calegorics of indivicuzy
Date
2 If Yes, please indicate source of | Rogearch Degrees Committee o
approval (and date where known):
Approval in principle must be | Institute Research Committee
@otaimed | flioms | e reletan e
source prior to seeking ethical | Other (write in) =

SECTION C: Internal and External Ethical Guidance Materials

add rows to this table if needed.

Please list the core ethical guidance documents that have been referred to during the completion of
this form (including any discipline-specific codes of research ethics, location-specific codes of
research ethics, and also any specific ethical guidance relating to the proposed methodology).
Heese T 1o conlirm el ol fescalreh proposal agneres ©© (Nicse codes ane guidelines. vou may

1 UWTSD Research Ethics & Integrity Code of Practice X
2 UWTSD Research Data Management Policy X
3 [List any other relevant documents here] O

SECTION D: External Collaborative Research Activity
If there are external collaborators then you should gain consent from the contact persons to share their
personal data with the university. If there are no external collaborators then leave this section blank and
continue to section E.

il Institution
2 Contact person name
- Contact person e-mail address
4 Is your research externally funded? YES O NO
5 Are you in receipt of a KESS scholarship? YES [m] NO
6 Are you specifically employed to Voluntary YES O NO
7 undertake this research in either a Emploved
paid or voluntary capacity? mploye YES = NO
8 Is the research being undertaken If YES then the
within an existing UWTSD Athrofa permission question
Hrolcesiona Leerning Parncrsnin selow cdogs nol need sz o ee
(APLP)? to be answered.
9 Has permission to undertake the (If YES attach copy)
research has been provided by the If NO the application YES [m] NO
partner organisation? cannot continue
Where research activity is carried out in collaboration with an external organisation
10 | Does this organisation have its own ethics approval system? YES O NO

July 20212PG2 Ethical Approval Form
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If Yes, please attach a copy of any final approval (or interim approval) from the organisation (this
may be a copy of an email if appropriate).

SECTION E: Details of Research Activity

Stitching Sustainability: Unravelling the Impact of Eco-Conscious
Indicative title: Consumers on Luxury Fashion Brands: A Case Study of Louis Vuitton
and Yves Saint Laurent
Proposed start date: 01/08/2023 Proposed end date: 16/10/2023

Introduction to the Research (maximum 300 words per section)

Ensure that you write for a Non-Specialist Audience when outlining your response to the
points below:

-
Proposed Research Question
. . e
Objectives of Research Activity

Demonstrate, briefly, how Existing Research has informed the proposed activity and explain

What the research activity will add to the body of knowledge
L e

Purpose of Research Activity

The purpose of this research activity is to comprehensively investigate the participation and behavior
of eco-conscious consumers within the luxury fashion industry, focusing on sustainable fashion
initiatives by renowned brands Louis Vuitton and Yves Saint Laurent. The objectives include
assessing the nature of sustainability practices, comparing consumer engagement patterns,
identifying influential factors, and analyzing the implications for branding, aiming to contribute to
knowledge, guide industry practices, shape sustainability narratives, advance theoretical
frameworks, and stimulate future research in the evolving intersection of luxury, sustainability, and
consumer behavior.

Research Question

1. How do Louis Vuitton and Yves Saint Laurent integrate sustainability into their branding and
business strategies, and how do their respective sustainability initiatives resonate with eco-

conscious consumers?

2. What are the patterns of eco-conscious consumer engagement and behavior in response to
the sustainable fashion initiatives of Louis Vuitton and Yves Saint Laurent, and how do these

patterns compare between the two luxury brands?

3. What are the key factors that influence eco-conscious consumers' perceptions, attitudes, and
behaviors towards sustainability in the luxury fashion context, and how do these factors vary

between Louis Vuitton and Yves Saint Laurent?

July 20213PG2 Ethical Approval Form
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4. How does consumer engagement with sustainability initiatives impact the branding and
positioning of Louis Vuitton and Yves Saint Laurent, and what are the implications for these
luxury brands' long-term sustainability strategies?

Aims of Research Activity

e Understand Consumer Behavior: Gain a deep understanding of the behavior and
participation of eco-conscious consumers within the context of sustainable fashion,
particularly in the luxury fashion sector.

o Evaluate Sustainable Initiatives: Critically assess the sustainability initiatives implemented
by luxury brands Louis Vuitton and Yves Saint Laurent, including their nature, objectives, and
communication strategies.

5 e Compare Consumer Engagement: Examine and compare patterns of engagement and
responses of eco-conscious consumers to sustainable fashion initiatives between the two
selected luxury brands.

o Identify Key Factors: Identify and analyze the key factors that influence consumers'
perceptions, attitudes, and behaviors regarding sustainability in the luxury fashion domain.

¢ Analyze Brand Implications: Analyze the impact of consumer engagement with
sustainability initiatives on the branding and positioning of Louis Vuitton and Yves Saint
Laurent, considering the long-term implications for these luxury brands.

Objectives of Research Activity

o Assessment of Sustainable Initiatives: To critically assess the sustainable initiatives
undertaken by luxury brands Louis Vuitton and Yves Saint Laurent, including an examination
of the nature of these initiatives, their overarching goals, and the strategies used to
communicate them to consumers.

e Comparison of Consumer Engagement: To compare and contrast the patterns of
engagement and responses of eco-conscious consumers towards sustainable fashion

6 initiatives between Louis Vuitton and Yves Saint Laurent, aiming to uncover similarities,
differences, and trends.

« Identification of Influential Factors: To identify and analyze the key factors that shape eco-
conscious consumers' perceptions, attitudes, and behaviors concerning sustainability within
the luxury fashion context, recognizing potential variations between the two brands.

¢ Analysis of Brand Implications: To analyze how consumer engagement with sustainability
initiatives affects the branding and positioning of Louis Vuitton and Yves Saint Laurent, with a
focus on understanding the implications and consequences for these luxury brands.

Proposed methods (maximum 600 words)

The proposed research will rely solely on secondary data sources for data collection and analysis.
Given the nature of the research, which involves examining sustainable initiatives and consumer
behavior of luxury brands Louis Vuitton and Yves Saint Laurent, secondary data sources offer
comprehensive insights and historical perspectives. Below is an outline of the methods and sources
to be used:

o Literature Review: A thorough review of existing academic literature and industry reports
will be conducted. This will serve as the foundational step to understand the current state of
research on sustainable fashion, luxury branding, and consumer behavior. It will help identify
key concepts, theories, and gaps in the literature. Relevant databases, such as academic
journals, trade publications, and reports, will be accessed for this purpose.

July 20214PG2 Ethical Approval Form
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e Company Reports and Documents: Annual reports, sustainability reports, and official
documents released by Louis Vuitton and Yves Saint Laurent will be collected and analyzed.
These reports provide detailed insights into the sustainability initiatives, goals, and strategies
employed by the luxury brands. Information related to sustainable sourcing, production
methods, and communication strategies will be extracted.

e Brand Websites and Social Media: The official websites and social media profiles of Louis
Vuitton and Yves Saint Laurent will be examined. This includes studying the content they
share related to sustainability, consumer engagement campaigns, and sustainability-related
events or partnerships. The online presence of these brands can offer valuable insights into
their communication strategies and how they engage with consumers on sustainability topics.

* News and Media Coverage: Media articles, press releases, and news reports related to
Louis Vuitton and Yves Saint Laurent's sustainability efforts will be collected. Media coverage
can provide an external perspective on how these luxury brands are perceived in the context
of sustainability and how their initiatives are received by the public.

¢ 5. Consumer Surveys and Market Research: Existing consumer surveys and market
research studies on sustainable fashion and luxury consumer behavior will be accessed.
These sources can provide data on consumer perceptions, attitudes, and behaviors
concerning sustainable luxury fashion. This secondary data will help in understanding
broader consumer trends and preferences.

Location of research activity
Identify all locations where research activity will take place.

8 University Campus
Research activity outside of the UK
If research activity will take place overseas, you are responsible for ensuring that local ethical
considerations are complied with and that the relevant permissions are sought. Specify any local
guidelines (e.g. from local professional associations/learned societies/universities) that exist and
woether thece hvolve any ethieal Siplilatieds be /ond hece Ll ) e LK (b vide detalls o0 a0
licenises o pei nisslohs feglilicd. Also spectlly whethel theie ae a1y speciiic eililcal [sslles falsed
by the local context in which the research activity is taking place, for example, particular cultural
and/or legal sensitivities or vulnerabilities of participants. If you live in the country where you will do
the research then please state this.
9 NA
Use of documentation not in the public domain: Are any documents NOT NO
10 | publicly available?
YES ]
liVes, please provide cetalls here of how yod will galn ascess lo spedite documentalion thal ls mel
in the sdolie demalin and that this Is In accordanes with the current dala protaction law of The
country in question and that of England and Wales.
11

(this box should expand as you type)

Does your research relate to one or more of the seven aims of the Well-being

of Future Generations (Wales) Act 2015? YES NO
12 | A prosperous Wales O
13 | Aresilient Wales O F
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14 | A healthier Wales O
15 | A more equal Wales O
16 | A Wales of cohesive communities O
17 | A Wales of vibrant culture and thriving Welsh language £
18 | A globally responsible Wales O
19 | If YES to any of the above, please give details:
SECTION F: Scope of Research Activity

Will the research activity include: YES NO
il Use of a questionnaire or similar research instrument? M
2 Use of interviews? O X
3 Use of focus groups? O X
4 Use of participant diaries? O
5 Use of video or audio recording? O X
6 Use of computer-generated log files? O X
7 Participant observation with their knowledge? O X
8 Participant observation without their knowledge? O X
9 Access to personal or confidential information without the participants’ specific

consent? U
10 Administration of any questions, test stimuli, presentation that may be O =

experienced as physically, mentally or emotionally harmful / offensive?
11 | Performance of any acts which may cause embarrassment or affect self-esteem? O
12 | Investigation of participants involved in illegal activities? O
13 | Use of procedures that involve deception? O
14 | Administration of any substance, agent or placebo? O X
15 | Working with live vertebrate animals? O
16 | Procedures that may have a negative impact on the environment? O
17 Other primary data collection methods. Please indicate the type of data collection

method(s) below.

Details of any other primary data collection method:

Online Surveys O

(this box should expand as you type)

If NO to every question, then the research activity is (ethically) low risk and may be exempt from some of the
following sections (please refer to Guidance Notes).
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If YES to any question, then no research activity should be undertaken until full ethical approval has been
obtained.

SECTION G: Intended Participants

If there are no participants then do not complete this section, but go directly to section H.

Who are the intended participants:
YES

2
@]

1 | Students or staff at the University?

o

Adults (over the age of 18 and competent to give consent)?

o

Vulnerable adults?

o

Children and Young People under the age of 18? (Consent from Parent, Carer or
Guardian will be required)

Prisoners?

o

Young offenders?

i

Those who could be considered to have a particularly dependent relationship with
the investigator or a gatekeeper?

.

ol N |o|a|s~]|w|Nd
(o o ]
X

People engaged in illegal activities?

Others. Please indicate the participants below, and specifically any group who
9 | may be unable to give consent.

b

Details of any other participant groups:

Participant numbers and source

Provige an estimale of The expected numoer of participanis. How will you identify pariicipants ang
how will they be recruited?
How many participants are
10 | expected?

11 Who will the participants be?

How will you identify the
12 il
participants?

Information for participants:
YES NO N/A

13 Will you describe the main research procedures to participants in
advance, so that they are informed about what to expect?

14 | Will you tell participants that their participation is voluntary?

[

X

15 | Will you obtain written consent for participation?

.

16 Will you explain to participants that refusal to participate in the
research will not affect their treatment or education (if relevant)?

17 If the research is observational, will you ask participants for their

consent to being observed?

18 Will you tell participants that they may withdraw from the research at
any time and for any reason?

L

L

[ 8
[5] F  8

X
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19 With queelionnelres, will you give pariciparils The oplion o orriting O O
questions they do not want to answer?

20 Will you tell participants that their data will be treated with full O O
confidentiality and that, if published, it will not be identifiable as theirs?

21 Will you debrief participants at the end of their participation, in a way O O
appropriate to the type of research undertaken?

22 | If NO to any of above questions, please give an explanation
Information for participants: YES NO N/A

24 | Will participants be paid? O O

25 | Is specialist electrical or other equipment to be used with participants? O O
Are there any financial or other interests to the investigator or

e University arising from this study? - 4

27 Will the research activity involve deliberately misleading participants in O O
any way, or the partial or full concealment of the specific study aims?

28 | If YES to any question, please provide full details

SECTION H: Anticipated Risks

Outline any anticipated risks that may adversely affect any of the participants, the
researchers and/or the University, and the steps that will be taken to address them.

If you have completed a full risk assessment (for example as required by a laboratory, or external
research collaborator) you may append that to this form.

Yes ]
No ]

Full risk assessment completed and appended?

Risks to participants
For example: sector-specific health & safety, emotional distress, financial disclosure, physical harm,
transfer of personal data, sensitive organisational information

Risk to participants: How you will mitigate the risk to participants:

NA

If research activity may include sensitive, embarrassing or upsetting topics (e.g. sexual activity,
drug use) or issues likely to disclose information requiring further action (e.g. criminal activity), give
details of the procedures to deal with these issues, including any support/advice (e.g. helpline
numbers) to be offered to participants. Note that where applicable, consent procedures should
make it clear that if something potentially or actually illegal is discovered in the course of a project,
L ma eed 1o be Jlsclosec e lhe oroper autioriies

NA

4

Risks to the investigator
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For example: personal health & safety, physical harm, emotional distress, risk of accusation of
harm/impropriety, conflict of interest
Risk to the investigator: How you will mitigate the risk to the investigator:
NA

5 University/institutional risks
For example: adverse publicity, financial loss, cala proteciion
Risk to the University: How you will mitigate the risk to the University:
NA

6 Environmental risks
For exarnple: accidenial spillage of pollrans, camage o local ecosys ems
Risk to the environment: How you will mitigate the risk to environment:
NA
Disclosure and Barring Service
If the research activity involves children or vulnerable adults, a Disclosure
and Barring Service (DBS) certificate must be obtained before any YES NO N/A
contact with such participants.

7 | Does your research require you to hold a current DBS Certificate? O O
If YES, please give the certificate number. If the certificate number is not

8 | available please write “Pending”; in this case any ethical approval will be
subleq: lo previcing the appropriate cerliicae nurmber.

SECTION I: Feedback, Consent and Confidentiality

| Feedback
What de-briefing and feedback will be provided to participants, how will this be done and when?

2 Informed consent

Describe the arrangements to inform potential participants, before providing consent, of what is
involved in participating. Describe the arrangements for participants to provide full consent before
data collection begins. If gaining consent in this way is inappropriate, explain how consent will be
obtained and recorded in accordance with prevailing data protection legislation.

3 Confidentiality / Anonymity
Set out how anonymity of participants and confidentiality will be ensured in any outputs. If
anonymity is not being offered, explain why this is the case.

SECTION J: Data Protection and Storage

Does the research activity involve personal data (as defined by the General
Data Protection Regulation 2016 “GDPR” and the Data Protection Act 2018 YES NO
“DPA")?
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“Personal data” means any information relating to an identified or identifiable
natural person (‘data subject’). An identifiable natural person is one who can
be identified, directly or indirectly, in particular by reference to an identifier
such as a name, an identification number, location data, an online identifier or
to one or more factors specific to the physical, physiological, genetic, mental,
economic, cultural or social identity of that natural person. Any video or audio
recordings of participants is considered to be personal data.

If YES, provide a description of the data and explain why this data needs to be collected:

Does it involve special category data (as defined by the GDPR)?

YES

NO

“Special category data” means sensitive personal data consisting of
information as to the data subjects’ —

(a) racial or ethnic origin,

(b) political opinions,

{c ) religious beliefs or other beliels of a similar nalure,

{d) membership of a trade union (within the meaning of the Trade Union and
Labour Relations (Consolidation) Act 1992),

{e) physical or menial health or condition,

(f) sexual life,

(g) genetics,

(h) biometric data (as used for ID purposes),

If YES, provide a description of the special category data and explain why this data needs to be

collected:

WA deita fmom the resesrch aciivity (collecied data, drafis of the thesis, or
materials for publication) be stored in any of the following ways?

YES

NO

Manual files (i.e. in paper form)?

University computers?

Private company computers?

Home or other personal computers?

O 0| N | OO,

Laptop computers/ CDs/ Portable disk-drives/ memory sticks?

=
o

“Cloud” storage or websites?

gl @ @ =i @i =@

[ R 8 O e R 8 ]

Other — specify:

O

[

12

For all stored data, explain the measures in place to ensure the security of the data collected, data
confideniiality, including details of backup procedures, password proleciion, encryplion,

anonymisation and pseudonymisation:

The data will be stored securely and will be deleted as soon as the research is completed

Data Protectfon

Will the research activity involve any of the following activities:

YES

NO
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13 | Electronic transfer of data in any form? O
14 g;:igg of data with others at the University outside of the immediate research O
15 | Sharing of data with other organisations? O
16 | Export of data outside the UK or importing of data from outside the UK? O
17 | Use of personal addresses, postcodes, faxes, emails or telephone numbers? O
18 | Publication of data that might allow identification of individuals? O
19 | Use of data management system? O
20 | Data archiving? O
If YES to any question, please provide full details, explaining how this will be conducted in
21 | accordance with the GDPR and Data Protection Act (2018) (and any international equivalents,

where appropriate):

22

List all who will have access to the data generated by the research activity:

23

List who will have control of, and act as custodian(s) for, data generated by the research activity:

24

Give details of data storage arrangements, including security measures in place to protect the data,
where data will be stored, how long for, and in what form. Will data be archived — if so how and if
not why not.

Please indicate if your data will be stored in the UWTSD Research Data Repository (see

25 hpsffrescarehdals Uwisd ac Ud ). I so plesse explain. (Most relevan v academic slall)
Confirm that you have read the UWTSD guidance on data management (see
26 https://www.uwtsd.ac.uk/library/research-data-management/) YES

27

Confirm that you are aware that you need to keep all data until after your
research has completed or the end of your funding YES

SECTION K: Declaration

The Information which | have provided is comrec: and complete o The best of my «iowledge. | have
attempted to identify any risks and issues related to the research activity and acknowledge my
obligations and the rights of the participants.

In submitting this application | hereby confirm that | undertake to ensure that the above named
research activity will meet the University’s Research Ethics and Integrity Code of Practice which is
published on the website: https://www.uwtsd.ac.uk/research/research-ethics/

Date: 01/08/2023
Signature of applicant: Basil Sleeba
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For STUDENT Submissions:

Director of R Date:
2 | studies/Supervisor: Jia Miao 01/08/2023
3 Signature: Jia Miao
For STAFF Submissions:
4 Academic Director/ Assistant Date:
Dean:
5 Signature:

Checklist: Please complete the checklist below to ensure that you have completed the form according to the
guidelines and attached any required documentation:

X

| have read the guidance notes supplied before completing the form.

X

I have completed ALL RELEVANT sections of the form in full.

X

| confirm that the research activity has received approval in principle

O

| have attached a copy of final/interim approval from external organisation (where appropriate)

=]

| have attached a full risk assessment (where appropriate) ONLY TICK IF YOU HAVE
ATTACHED A FULL RISK ASSESSMENT

| understand that it is my responsibility to ensure that the above named research activity will meet
the University’s Research Ethics and Integrity Code of Practice.

| understand that before commencing data collection all documents aimed at respondents
(including information sheets, consent forms, questionnaires, interview schedules etc.) must be
confirmed by the DoS/Supervisor, module tutor or Academic Director.

RESEARCH STUDENTS AND STAFF ONLY

All cermuniczticns relzling to this applicaticn during its precessing must oe in writling 2nd emailed ic
paresearch@uwtsd.ac.uk , with the title ‘Ethical Approval followed by your name.

You will be informed of the outcome of your claim by email; therefore it is important that you check your
University and personal email accounts regularly.

STUDENTS ON UNDERGRADUATE OR TAUGHT MASTERS PROGRAMMES should submit this form
(and receive the outcome) via systems explained to you by the supervisor/module leader.

This form is available electronically from the Academic Office web pages:
https://www.uwtsd.ac.uk/academic-office/appendices-and-forms/
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