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Interpreting Sustainability Messages through Perceptions of Luxury and Fast Fashion Brands
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Abstract: This study examines how consumers interpret sustainability messages presented through the official Ins-
tagram accounts of luxury and fast fashion brands, focusing on how brand type influences message reception and meaning
reconstruction. Adopting a qualitative approach, researchers conducted in-depth interviews with participants who had aca-
demic or professional experiences in the fashion industry. Identical Instagram posts were used as visual stimuli, allowing
for direct comparisons across brand types. The findings reveal that consumer interpretations vary significantly, depending
on both the symbolic capital of the brand and consumers’ prior brand perceptions. To maintain coherence between brand
identity and sustainability messaging, luxury brands pursued internalization and value-driven engagement, particularly
through visual cues, such as those related to craftsmanship and quality. In contrast, fast fashion brands were more likely
to elicit short-term compliance or emotional responses because of the limited informational depth and perceived insin-
cerity of their messaging. Applying Social Influence Theory, this study classifies message reception into three types based
on brand type and message congruence: compliance, identification, and internalization. It contributes to the theoretical
understanding of sustainability communication on visual social media platforms and offers practical insights for developing
context-sensitive strategies that foster authentic consumer engagement. The results underscore the importance of align-
ing message design with brand identity and structural capabilities to build lasting consumer trust and support sustainable

behavioral change.
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m= 2l mrole] Wejeh JFEe] g o EAEAL 3
(Chung & Yim, 2020; Jung et al., 2024). 30t AH]R}=
tlo] #7354 (hybridity)ell 2l<ate] 2Bt RS
2T FHoR AAXYA &3kl AFZ glo] &E-g
(Splendore & Brambilla, 2021). WA B == w2 FojES
2Ad o]5e] A&TbeA Q1A TS Aele WA HEks

& F a7} Ark(Stern & Dietz, 1994). EMe] © IJP2E 3
A BAES A&TEsA vAAIE T 7€ A7 7= A
7Igke] A A7y ¥z 4 JF5Ho] Frh(Brewer,
2019; Castillo-Abdul et al.,, 2024; Cho et al., 2020; McNeill
& Moore, 2015).
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7 olBA TEA S EEA A
A7 FA 2. 9P 7 S HRlES] B 71 Q14

o] A&7Fs7 HIAA] siXell ofmd FFe PIAEA] duiEet

AT A 3. 45754 WA A e Yehs &
vlRte] W3S ABIE GF olBe] 28, FUA, e B
oA A,

2. O|EH Hi&

21. M BE¥co| 4M O|C|oiE &88t XIZ7Hsd HAIX]
A AGellA] A mYolE &85 X&7Esd wAIA A
vz} Q12] Wslel BAE ZAMY] Fast FFL v
AFYA I A deltkSuk, 2015; Zhao et al, 2022).
gt A B == A mirojol] 318734 71x|eF &
2H|E ZPRsle SRS AAER] ARirke] 734, <)
E‘_}.— [e)
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o] gakS wFtK(Choi & Ahn, 2023). ©]
BAl= ¥ MR} Q12 Wl 284l 9T o
TH(Zhao et al., 2022).

A&7Fs73 7Hxel gk Ba=e}l Am|rpe] AEARl A
ol Fasidld wet N, ASFAA 283 BA=e] ok
g Wt e] A8 wt]o] Eo] o]FA L rh(Cho &
Son, 2019). 24 H|tjo]E 7¥to g & s B
574 AFUA AL An|Rte] 375 A4 4] Yol FF
< VA H2E sid @ SE-
A A B fF Tz FEEd ¥skE fEdtt
(Dzhengiz et al., 2023; Kil & Chun, 2023). °]E2 AHH A|
Uk ofuel aMRele] A A4S FETOEA A&7t
A FE YAE(WOM) &35 SulAIIth(Kapoor et al.,
2022; Mesiranta et al., 2021). ©]2]3t vlAIE-L AH|x}e] E=
Halol] 780 YL WA, A&TFse AHIE X8
Z23% w7fA o]t (Mesiranta et al., 2021). &L} o]&]gt <l
2 syt WEAl AA] ) PFOR ojofRA= ¥ow
(Salem & Alanadoly, 2021), E=x ¥]=U2 ®2dlo] 7|4k
SF A H w]e mAgok Stk (McKeown & Shearer,
2019).

i AR AFE T Al BAEe] A 2R A5 H
ol 9gk-S Wh=TKBourdieu, 1989; Bourdieu & Barnard, 2020).
Y AR BAlEsE Ad A9 ARIAAIN FEES U
k= dl T2% 7Nkes 283tk (Bourdieu, 1989; Choi &
Ko, 2021, Dhaliwal et al, 2025). g2 BEA= 3o tjet
Fo2 FZt]¢|(Pierre Bourdieu)®] A-7-ox = olu]x],
AFE 7H B FEL v AAE FE AR 9|9
A5Ado) vk &I th(Rocamora, 2002). o= HaAl= 7kx]7}
AlFol RHgEo] AH|Re] HF fARE FESR Ve,
B3 AezeS 53 dAE A I hBourdieu, 1989;
Park et al, 2020). BAEE 227P5A wlAR]o] tia 2]z}
o] #AF ¥he-S Totalr] 3l, AHIRe] AF FEF £35)
2 w)74S 2Esok Bth(Lee et al., 2014). /NA==FRT} A
Z1=9] AR X187 AFol| Zend 7148 AET o3
o] B ETHChoo et al., 2012).
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F5S 283k H3o] Ath(Kong et al, 2021). HHEE <)
ZEfa oA A&7best el TIXE Hdes] sl &Mt
ofe] Fs 28-S st AlF 7uke] ARFUAA M=k
A} Aok dlt}(Jacobson & Harrison, 2022; Vladimirova et
al, 2024).

22. X|&7tsd HIAIX|2} T AH[X} ERE
Uk 0|29 ME

A18]A d3F o]&(Social Influence Theory, SIT)}S 7191 X
= Ade] F=3 A4 34 Wollx 9] a5 st it o
EOoR ABA ¢t A T7'“4°ﬂ gk vk g =EE gk
S AW s (Kelman, 1958). 711 A2 th2 oA Af
37 g Wolsolm Bt dFe Wspl VRt o
<=-3-(compliance), & A|(identification) Z&] 3 W3}
(internalization)gF = Al 71X FQ Wk3-ol] 71918} (Festinger et
al., 1952; Flache et al.,, 2017, Ozuem et al., 2021).

T8 AR Aol ogt Hagke] @ WHaloltt. 7i<le]
Q- kol A S A o B, ARl AL
A a3E B T304 BES Oé—‘:—\:‘r(Goodwin 1987;
Kelman, 1958). 7HQle] ARS)A Stz a5 F5A1717] <19
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vR 2 HAAA =&F 35“5 = 4 ATH(Naqvi, et al.,
2020). ARB]A] BAlNA FEAlgo] dilkst QIAELTHoA A

&7FeR WAIAZE =& AolE ele diFe] HEv E
Ao g 3F3THOzuem et al, 2021). 71Q10] A&7
WAIA ] S 74E Zhes APolE, ASA R grha fﬂrﬂ&]
= 7Y el Al syt Yehde, olgfgh vk
Z FoE FAEHGoodwin, 1987; Wang et al. 2013).

YA Tljle]l B4 Fetoly Q1B A FUAIEHA
U a2E59] 7IAE wkdstiaat & o JYehuss §% wsleltt
(Kelman, 1958). 7i%1e] ElRleIY Hota} uldzst #AAE v
7] 93l fr=d s AT w BASH(Willis, 2021)

ol 7lQle] Aofe} BAE olmz|7t AXT uj Fslwn, B
Aeofo] AAX ful7t s Wslte] Fast 29lo]r]| wie
A ojmz|e} FlRle] Aot UX|she A=t SL23Ith &
A= BRI Bl =9 7iX|9} Hleg A4l 71X A A9}
Afsle RolH, 22 s P5S Bshe oz Ay
Th(Willis, 2021).
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71 AAL} DAFE wolEolE 210 & (Kelman, 1958), ©&
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Table 1. Participants characteristics

ID Ing;g\;lsw Age Education Field of study Fashion industry experience Ye:ils)e(:eZcoerk S;:;E;fllg ag?;r\;})
Pl  Luxury 38 PhD Candidate Fashion Merchandiser 7 IM
P2 Luxury 34 Bachelor's degree Fashion Global business sales 6.5 20M
P3  Luxury 39 Doctoral student Fashion - - SM
P4 Luxury 39 PhD Candidate Fashion R&D, Merchandiser, designer, lecturer 14.5 10M
PS5  Luxury 38 Bachelor's degree Fashion Designer 15 M
P6  Luxury 38 Bachelor's degree  Interior architecture E-commerce product manager 8 ™
P7 Fast 36 PhD Candidate Fashion - - 2M
P8 Fast 35 Bachelor's degree Malay and Indonesian Global business sales 12 M
P9 Fast 32 PhD Candidate Fashion - - 500K
P10 Fast 36 Bachelor's degree International relations Global business sales 9 2.5M
P11 Fast 37 Bachelor's degree Fashion Marketing specialist 10.5 500K
P12 Fast 39 Bachelor's degree Textile science Global business sales 14.5 ™

Note: ‘Luxury’ refers to participants associated with luxury fashion brands, and ‘Fast’ refers to participants associated with fast fashion brands.

-2 A&7 AFDIShelA HAE A FE7 19
7155130} 7 B = BoF A&7Fsd 1d| 28] H7F tid
3070 71ell= FEs] EE o] ko, ol2fdk A&
oMol S wefste] A=A

AFES A&7 dAAE Adste Bl AR 9=
o] g0z A|ZE oM (Table 2), HA=H I} 2vE )93
THE B, EATG 29 EMZ, A&7Ps4 A9, 2

o] ofulx), 2157 Al AUE B, TFiele HE
o] o/l E2H o= 43Kt Marcella-Hood, 2023; Milanesi
et al, 2022; Miller, 1956; Skinner et al., 2023; Zhao et al.,
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Table 2. Brand Instagram feed images with sustainability messaging

3 REFEO R S PAHe|L AFHOE ol B

= BT ABPE 63 TSI wjAs] Dsige
B, 1A 308 AR sawdld. AERE g9 xad o
A Ao SR B ATE Y AFe) AT #

AE 7o g ARAE AL, AR AL AF 54

A AAZ SR FZ23}FE T ov] FARM e s T
=9 s #H JIAEtad o8 AES RISk, B 4
T2 A&7Fs s gk kARl 148 JlEE bl 23
S T FEAELS AFE il s, Hal=of tisk <14
)3 S BAEe A&7 4 zd_oﬂ g Friz A
Ao, &3 AT A 39 U3t ARA A o|&

Luxury brand

Fast fashion brand

diswitton © () Ve & e

ANBTE RNV §IS60
Louks watton

The offcil instagram account of Louis Vuition
Sustainable promoten

CER

m e AL R e

ANBIN6  ERWIY  F22 647
é W

The offcial instagram account of HSM
Sustainable promoton

(R

Image. 1. Instagram feed of Louis Vuitton

Image. 2. Instagram feed of H&M

Note: Images are arranged from top left to bottom right: (1) trendy sweatshirt, (2) sustainability campaign, (3) natural background, (4) eco-friendly textile,

(5) stylish dress, and (6) premium coat.



i B tfer 1S SphoE Yl A4 Al -2ije] BES) AAE )

[=E FRloZ. 225

Table 3. Alignment of interview questions with research objectives and theory

Analytical dimension Question category

Summary of key questions

Interpretation of visual stimuli

Message interpretation
triggered by stimuli Design-message alignment

Perceived message credibility

Perceived meanings, emotions, and behavioral intentions after
viewing the content

Perceived fit between product aesthetics and brand identity

Evaluation of message authenticity, coherence, and persuasive power

Pre-existing brand perception

Message interpretation
shaped by prior brand
perception

Message consistency with brand identity

Evaluation of brand’s sustainability practices

Existing impressions, expectations, and symbolic associations with the
brand

Perceived sincerity and effectiveness of brand’s previous practices and
campaigns

Whether current messages align with the brand’s known identity or
past actions

Compliance-oriented interpretation

Typology of message Identification-based interpretation
acceptance

Internalization-based interpretation

Attitudinal change in perception of sustainability

Whether ethical labeling or cues trigger outward compliance or
performative action

Alignment between the brand’s message and consumer’s values,
identity, or aspirations

Perceived sincerity of the message and willingness to adopt lasting
attitudinal or behavioral change

Shift in attitude toward sustainability after encountering the message
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A, W shel
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7Ikek AR ® Wit Fa AR §5o] AT #Ae} of
B AAEEAE BE3] HefF7] S5, dE HFE A
£-& 29Fsto] Table 30 skt

3.3. Hlo|E{ 24

B A= Giorgi(2009)9] @/deHe A el wet dF
glolg] ¥4 =79 MAXQDARE 83}, 4049 ¥4&
—?638}%} Giorgi®] 22 7H°L° TFAH A ASH

o= S, yAlE ou]e] B 1RE EEshet] A%

e, Al i Feite] 44 ofn| a4 g

proz prsfehs W 20 Erh Folne) AYe 38

olgfaly] flaf AvAhs Xed RS WEAHOR ¢y, =
oM HHEHo R FAskE 7|9ES AEd & I9 WFE 4}
AsAd g, Aestehs S 7 AT 282 FHs
o ol HlolEe F8 WES AAH SR Rl HAls]
ov] H91E =E5] A% Aot olF ofn] ©elE WF
5t 5 frEstetal, Jeer =2F A oviE 48k
sS4 oz wisksiltt. viAHto R ouE FHHoE T
Z3ptomH, ozl A9 FolM Eivks A&7k vl

A B4 st BAS s,

4.1. M BHE f8E X|&E7tsd HAIX] i |
4.1.1. BH= FAAd3} Filshs Rl
YAz Bl=e] Ag, FoREe (5) stylish dress®} (6)
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“SPA HAZG ERT]SF AFo] JBE AFoleir) & Fus
G =AR 2, FEY e BYE BA HoAL Yo} FYEHE =40
2} FuL.” (P10)
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SET7ESR=E.. old Bk 28] FHAz)
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4.12. olW|A] A wIAIA]S] PR B aF
PAg] Ha=eo] Hg, =52 (2) sustainability campaign
3} (3) natural background®] 7]9= H o|r|RE 5T 115:7}
A uE 428 2 glglont, ARyt Q= Mo ole
B stEAE AEH ovA] T4 T2HL A ]X}oﬂﬂl
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G AR FealE A HGo g
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ool FelEe Eago] Y FAe] WAK ololx]
A pe ol e, A%7bed v AW FEs] 9
S AAlsh 2ejele] me Mg 5 el g Qhivh

slol ek k. 591 AU UL U FoiEe

W g5 HAT

e R 4 S A FRE WA A
AYE 5 9L Aolekx AFsdck

2gEap) B o A opiE) AR A2} 5 2 e
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HFS & Pl 2UP} JEI R YES 7 =T A
oJLt o] ST FHOL. 2eo Y 2H] YEOA A%
TRs4o] o Rod # UAE” (PS)

Y2E gjld HA=9 A9 FAREL (2) sustainability
campaign, (3) natural background, (4) eco-friendly textile®] 7
AR o] A s stk Bkt 53, (2)
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Table 4. Comparative interpretation of sustainability messaging
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Table 5. Prior brand perception and interpretation of sustainability messaging

Brand type Brand perception Message interpretation
Trust in brand accounts Viewed as credible sources; enable confident interpretation
Value-based consumption Sustainability aligned with premium image; justifies ethical consumption
Luxury brand

Nudge strategy for compatibility
Expectations for leading brands

Resistance to direct appeals; preference for subtle cues

Expected leadership in sustainability with resources and influence

Structural contradiction
) Ambivalence and limited acceptance
Fast fashion brand L .
Participation strategies

Trust and economic constraints

Perceived misaligned with sustainability due to production cycles

Mixed responses; limited actions and authenticity concerns
Engagement through rewards, education, and relatable content

Skepticism about cost-quality trade-offs; economic limitations
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Fig. 1. Typology and interpretive flow of message acceptance by brand type.
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