Sustainability in the Luxury Fashion Supply Chain: Millennials’ Perception
1. INTRODUCTION
The current research aims at exploring the field of sustainable luxury fashion from Millennials’ perspective while the ultimate scope is to provide useful insights about the relevance and the expected developments of the phenomenon of sustainable consumption in the luxury market. Among the phenomena shaking the high-end fashion market, a particular relevance is attributed to sustainable consumption, which is already shaping the market and may deeply affect luxury fashion supply chains in the future (Lundblad & Davies, 2015) (Ki & Kim, 2016) (Yeoman, 2011). 
The focus on sustainability, beyond the undeniable relevance of this phenomenon, is also motivated by its ambiguous relationship with the industry under analysis: notwithstanding it is clearly a market trend, it is still not officially included among luxury fashion critical success factors of the market (Brun & Castelli, 2013). Sustainable fashion is challenging since the environmental footprint of the sector is huge, as an instance due to water consumption, pollution, waste, exploitation of precious and limited resources, as well as societal impact (Nagurney & Yu, 2012) (Kirsi & Lotta, 2011) (Ivan, et al., 2015) (Crowley et al., 2015). This latter aspect is testified by a number of social sustainability scandals, such as Gucci in 2014, Louis Vuitton and the luxury fashion giant Kering in 2017, concerning workers exploitations, cheap labour, and illegitimate use of the Made in Italy label (FashionUnited, 2014)  (Conlon, 2017) (Lembke, 2017).
In order to understand the relevance of investigating the presented topic from future consumers’ perspective, a clarification about the central role of the downstream end of luxury fashion Supply Chain (SC) is necessary. Since the seminal paper of Brun et al. (2008), the concept of luxury SC has been studied by a few authors, highlighting the various SC strategies implemented by luxury firms (Caniato et al., 2011). Further studies argued that the alignement of SC operations with the peculiarities and the positioning of the brand is fundamental to create value in the modern luxury industry, as this allows to leverage on specific critical success factors (Castelli, 2015) (Moore & Birtwistle, 2004). Lately Brun et al. (2017) addressed the topic of differentiated strategies (depending on product-channel-brand) within the same company, to help pursue specific performance improvements. Supply chain decisions depend on end consumers’ requirements, preferences and needs, which shape CSFs: luxury fashion operations could become more sustainable only providing that this change added value for final customers. 
Among all potential end customers, the study target is on Millennials, the young adults born between 1980s and mid-1990s or 2000s, who are likely to reach their consumption peak in 2026-2029 (Danziger, 2016) (Lyons, 2016). Millennials are under the spotlight as they are expected to deeply change the luxury fashion industry in the near future (Danziger, 2016). Millennials are interesting as they could take more into account sustainability in their purchasing choices, compared to previous generations (Pechar, 2014). 
It can be concluded that, in order to investigate the future effects of the sustainability trend in luxury fashion, end consumers’ perspective is pivotal and the preferred focus to provide original insights for companies is on Millennials. 
2. LITERATURE REVIEW
The aim of the literature review is to highlight more specific areas which are still unexplored or not fully investigated, within the broad field of research presented before.
2.1. Sustainability trend in the luxury market
The consumption of luxury in a more socially aware manner is highlighted by Yeoman (2011) as one of the growing trends emerging after the Global Financial Crisis. The phenomenon of sustainable luxury purchase is defined as the conscious preference of luxury timeless style and long-lasting quality, in opposition with fast fashion and excessive quantity (Blendell & Kleanthous, 2007). Looking at the broad sustainable fashion market, this fast growing sector embodies the concepts of green, organic, slow, and eco fashion, and assures that items are always produced adopting fair trade principles and avoiding production in sweatshops (Joergens, 2006) (Cervellon, et al., 2010) (Lundblad & Davies, 2015). 
The luxury fashion market is subjected to an increasing pressure towards more sustainable sourcing, manufacturing and distribution processes; notwithstanding, on the overall, companies have been criticised for their hesitation in implementing socially and environmentally responsible practices (Carrigan, et al., 2013). Fashion market and supply chain characteristics may explain this incoherency, as they challenge the adoption of sustainable processes (Ivan, et al., 2015). As an instance, green fashion can even be paradoxical as fashion involves short life cycles, materialism and waste (Morgan & Birtwistle, 2009) as well as multinational sourcing and the risk of uncontrolled labour conditions (Perry, et al., 2013) (Karaosman, et al., 2015). Fashion supply chains are long, inherently complex, highly fragmented and globally dispersed, which inevitably complicate the monitoring of sustainability-related characteristics (Joy, et al., 2012) (Karaosman, et al., 2017). In the specific case of high-end fashion, however, companies tend to constitute more long-term partnerships with suppliers and to exercise a stronger control over their supply chain, aimed by the necessity to preserve core competences, premium quality, brand reputation and authenticity (Perry, et al., 2013). 
However, supply chain characteristics are pivotal in this regards and they are influenced by the critical success factors of the market, thus they depend on consumers’ potential reaction to sustainable practices and this last element is not completely clear. Numerous researchers share the concern that luxury consumers do not consider ethics when purchasing and that the basilar ideals of luxury concept may be incompatible with sustainability principles (Davies, et al., 2012) (Achabou & Dekhili, 2013) (Kapferer, 2014) (Line & Hanks, 2015). Contrarily, some studies show that new luxury consumers require highest quality and unquestionable ethics, artisanal craftsmanship, heritage, authenticity and they assess the entire life-cycle of the goods they purchase (Collins & Weiss, 2015) (Ki & Kim, 2016); therefore they can be defined as green (or sustainable) consumers (Young, et al., 2010). 
2.2. Luxury - sustainability fit
Sustainability and luxury can be seen as intertwined concepts, considering common ideals like quality, timelessness, respect for rare resources, authenticity and attention to heritage (Cvijanovich, 2011) (Kapferer & Bastien, 2009). A coherence could also be spotted in luxury consumers’ increasing attention to the provenance of goods and supply chain (Collins & Weiss, 2015) (Graj, 2013 ). Additionally, Karaosman, Morales-Alonso and Brun (2017) stress how the traditional luxury principle of product longevity represents a cornerstone of sustainability as more durable products could drastically reduce natural resource consumption, limit waste and decrease pollution. Sustainability could even become a source of competitive advantage and an opportunity to innovate for luxury brands (Cervellon & Shammas, 2013) (Ivan, et al., 2015). However, the perceived coherence may change in accordance with the consumption context or the product under analysis (Line & Hanks, 2015). The influencing role of product characteristics on the perceived fit is supported by Janssen, Vanhamme, Lindgreen and Lefebvre (2014), who highlights the role of product scarcity and ephemerality: scarce luxury products are inconsistent with sustainability in case of high ephemerality (e.g. clothing) while they are perceived as more sustainable if they are enduring (e.g. jewels). A different opinion, promoted by Achabou and Dekhili (2013), is that the fit may depend on the sustainability practices taken into consideration: as an instance, the presence of recycled material raises negative perceptions in luxury consumers seeking prestige while the use of organic materials is widely accepted. Conversely, some studies suggest that the perceived coherence depends on the definition of luxury, as consumers prioritising traditional values such as expensiveness and rarity feel a contradiction with sustainability, which is irrelevant in the case of new luxury values i.e. authenticity and exceptional quality (Hartmann, et al., 2016) (Kapferer, 2014). 
Given this background, luxury-sustainability fit is a debated yet not completely explored topic and it represents an open research theme especially because consumers’ knowledge, characteristics and preferences constantly vary over time (Chamorro, et al., 2009). In this regard, the luxury fashion market could be a challenging environment as it is affected by frequent fashion trends and it comprises products with high ephemerality, such as clothing (Janssen, et al., 2014). In addition, the investigation is complicated by the fact that suitable sustainable characteristics may not be explicitly mentioned by luxury fashion consumers, yet they could still be relevant as implicit conditions (Kapferer, 2014) (Bryson, et al., 2013).
2.3. Relevant sustainability elements in luxury fashion 
Given the vastness of the possible environmental and societal concerns, consumers are likely to have a partial awareness of all potential sustainability-related aspects interesting luxury fashion and to conceive a sort of hierarchy among them (Shaw, et al., 2006) (Wheale & Hinton, 2007). The aim of this analysis is to understand which specific elements have the highest degree of relevance in determining consumers’ opinion about luxury fashion goods and brands. As research in this context is highly limited, there is the need to enlarge the study focus to the whole luxury and fashion industries, in order to collect useful insights.
In the broad luxury market, long product life cycle, conscious material sourcing, low-impact and artisan manufacturing process, and Fair Trade label are sustainability-related characteristics which arguably represent necessary conditions for green consumers (Cvijanovich, 2011) (Janssen, et al., 2014) (Kapferer, 2012) (Blendell & Kleanthous, 2007) (Schmidt, et al., 2016). On the other hand, the unsustainable practices that are most likely to induce the boycott of a luxury brand are underpaid labour, animal cruelty and unsold product destruction, in order of relevance (Kapferer & Michaut, 2014).  
Country of origin is another fundamental aspect in the fashion industry: several studies testify that consumers research information about provenance and value local production (Cervellon & Wernerfelt, 2012) (Shaw, et al., 2006). In Western countries, a close provenance may be valued thanks to its potential association with a higher social sustainability (Dickson, 1999) (Beard, 2008). Concerning the environmental sphere, instead, fashion consumers express a growing interest for eco-design, organic fibres and new natural materials such as bamboo and soy textiles (Karaosman, et al., 2015) (Lundblad & Davies, 2015). However, Cervellon and Wernerfelt (2012) highlight a certain degree of scepticism regarding the benefits of organically grown textiles. 
2.4. Determinants and constraints of sustainable purchasing behaviour in luxury fashion
This section of the literature review is dedicated to an analysis of consumers’ purchasing intention and actual purchase behaviour. In this case, the focus is strictly on the relationship between attitudes and behaviours, at actual or intentional level.
2.4.1. Attitudes as predictors of sustainable behaviours
Two of the most widespread predictive models for investigating behaviours are the Theory of Reasoned Action (Fishbein & Ajzen, 1975) and the Theory of Planned Behaviour (Ajzen, 1985; 1991). Both these models predicts individuals’ actions on the basis of behavioural intentions (motivation to perform a specific behaviour), which directly depend on the attitude (Ajzen & Fishbein, 1980) (Ajzen, 1985). Looking more specifically at the sustainable purchase behaviour, Laroche, Bergeron, and Barbaro-Forleo (2001) confirm that a positive attitude can significantly affect the willingness to pay a premium price for green products, but only if the consumer perceives a high importance of being environmentally friendly. The element of inconvenience of being environmentally friendly, referring to the belief that green activities require additional effort or sacrifice, which negatively affect behaviours (Laroche, et al., 2001) (Baker, et al., 2013). A more optimistic result is proposed by Wei and colleagues (2017), who testify the direct link between attitude toward green products and the relative purchase intention, affecting in turns purchase behaviour. Analogous results are represented by the successful application of Ajzen’s Theory of Planned Behaviour to sustainable fashion consumption: Maloney and colleagues (2014) affirm TPB usefulness in the context of organic appaerel purchase while Phau, Teah, and Chuah (2015) apply it in relation to the purchase of apparel made in sweatshops. Similarly, Summers, Belleau and Xu (2006) adopt the Theory of Reasoned Action in the intention to purchase a controversial fashion luxury product, and confirm that the strongest influence on it is possessed by the attitude toward the behaviour. 
2.4.2. Attitude-behaviour gap 
A number of relevant studies conversely propose an incoherency between these two factors in the field of sustainable purchasing: attitudes may not be good predictors of the actual performance or intention to perform sustainable purchases (Wei, et al., 2017). For example, Blake (1999) stresses the presence of a Value–Action Gap between individual’s attitudes and their pro-environmental behaviour, which is confirmed by Rajecki (1982) and partially by Kollmuss and Agyeman’s study (2002). A more recent study on the purchase of sustainable consumables, shows that attitude has not a significant relationship with self-reported behaviour, which in turns does not affect the actual behaviour (Moser, 2016). A clear proof of this discrepancy in the field of sustainable products is proposed by van Rijnsoever, Farla and Dijst (2009), who report that, although nearly 66% of respondents have a positive attitude toward the environment, only 11.5% translate it into behaviours, while a similar gap is not found with reference to other product performances. An analogue discrepancy is recognised by Cowe and Williams (2000) under the name of 30:3 phenomenon: despite around 30% of UK consumers affirm to be ethical purchasers, the market share of ethic products is limited to 1–3%.
In synthesis, the research identifies a discrepancy, generally named the attitude-behaviour gap, between an abundant presence of self-reported sustainable consumers and the actual parameters of green products on the market (O'Rourke, 2015). Nonetheless, the proofs of this phenomenon do not necessarily deny a correlation between attitudes and behaviours, yet they suggest that it is likely that a series of factors impede the effective translation of attitudes into purchase behaviour. It is pivotal to understand the nature of these barriers, as they represent an important impediment to a change towards a more sustainable consumption patterns (O'Rourke, 2015).
2.5. Causes of the attitude-behaviour gap in sustainable consumption of luxury fashion
The highly limited studies investigating the field of luxury fashion focus on the prioritisation of aesthetics and extrinsic values (appearance, fashionable style and status) in order to explain why positive attitudes towards sustainability struggle to be translated into purchases (Ki & Kim, 2016) (Joy, et al., 2012). Summers and colleagues (2006), instead, stress luxury fashion consumers’ scarce knowledge of sustainability as a relevant limit to a positive purchase intention. Additionally, they report that consumers intentionally avoid to assess all information sources and they tend to adopt approximate criteria for sustainability assessment in the apparel market (Shaw, et al., 2006). Due to the scarcity of specific studies, further insights has to be collected broadening the focus to the literature research.
In the fashion industry, Beard (2008) spot a certain degree of confusion and scepticism about the actual benefits of green fashion, while Karaosman et al. (2015) accuse a low transparency in the communication of sustainability information about products. Another interesting contribution to the research is represented by Perry and Chung’s study (2016), which risees the attention about the lower perceived benefits of eco-apparel, in terms of product characteristics, cost, and emotional value. Additionally, Perry and Chung (2016) confirm as barriers the prioritisation of non-environmental characteristics in fashion and a certain scepticism about the benefits of eco-products.
Highly general barriers are purchasing inertia and low perceived consumer efficacy, meaning a scepticism about individual’s impact on sustainability issues (Bray, et al., 2011) (Boulstridge & Carrigan, 2000) (Vermeir & Verbeke, 2006). Eventually, the translation of intentions to actual purchase behaviour could be impeded by the socially desirability bias: the tendency to over-report desirable behaviours such as purchasing pro-environmental goods and minimising undesirable actions, seeking the approval from other people (Bishop & Barber, 2014).
2.6. Post purchase justifications: the Neutralization theory 
Empirical tests report that unsustainable purchases, a posteriori, generate a feeling of guilt and consumers attempt to suppress it by adopting excuses like, for example, referring to the irrelevance of an individual action (Young, et al., 2010) (Bray, et al., 2011). An interesting investigation of the justifications diminishing sustainable consumers’ guilt in the after-purchase phase is represented by an application of the Neutralization theory in the context of fair trade purchases (Chatzidakis, et al., 2007). The Neutralization Theory was originally developed by Sykes and Matza (1957) in the context of juvenile delinquency and it is based on five techniques of neutralization, which are categories of justifications for committing actions against social norms. Chatzidakis and colleagues (2007) testify that the these justifications could also be used to explain the avoidance of fair trade products purchase, and, in particular, they reported the following relevant neutralization techniques: 
· Appealing to higher loyalties
Consumers blame financial constraints, as confirmed by Carrigan and Attalla (2001), or the inferior quality and limited choice of fair trade products. 
· Denial of responsibility 
Buyers accuse the inadequate information, distribution, promotion of fair trade products.
· Denial of injury,  manifested as Denial of Benefit in this context
Interviewees express the belief that fair trade labeling is just a marketing tool or that, however, this initiative cannot produce a systemic change in trading systems.
3. RESEARCH QUESTIONS AND METHODOLOGY
This section introduces the research questions designed to address the gaps identified in earlier studies, and helps understand how said research questions are translated into a concrete investigation and how data are analysed in order to obtain final findings. 
3.1. Research Questions
Gaps identified in earlier studies led this reseerch to answer the following research questions. 
RQ1: How do Millennials, as potential future end-consumers, perceive the alignment between sustainability and luxury personal goods industry? 
RQ2: Which are the most known and relevant sustainability characteristics for a product and brand, according to Millennials, in the luxury personal goods market?
RQ 3: Which are the limits preventing sustainable purchase intention and behaviour in luxury fashion, and what is the justification for unsustainable ones?
3.2. Research Methodology
Given the exploratory and qualitative nature of the study, the methodological choice concerning the empirical tests fell on the focus group. This inductive and exploratory technique allows to collect qualitative data by incentivising and moderating the discussion about specific topics and it is particularly effective in obtaining in-depth knowledge within an unknown field (Onwuegbuzie, et al., 2009) (Elg, et al., 2008). The amount of focus group settings cannot be defined in advance as saturation needs to be reached, meaning the situation in which the moderator cannot receive new relevant information from the interviewees. In this case, saturation is considered to be reached after the fourth focus group, which is in line with a diffused best practice (Saunders, et al., 2009).
All interviewees are recruited among University students and interns within the Milanese area, a well-known location for high-end fashion, and the discussion is conducted in Italian to facilitate individuals’ participation and comprehension. The stricter criteria adopted during the sample selection is age: respondents have to belong to the youngest portion of the Millennials’ generation (22 - 25 years of age). Additionally, all involved individuals have to be aware of the existence of environmental and societal issues: indeed, a general awareness of sustainability and its implications is considered a pre-condition for a fruitful and meaningful conversation in the focus group. 
In order to make the discussion more interactive and interesting, instead, some tests are proposed beyond the traditional direct and highly specific questions. In this case, test refers to the creation of a realistic situation through the provision of pictures and information, in order to assess repondents’ hypothethic behaviours and reactions. Tests can deal with broader topics and they let participants free to decide the direction of the discussion, thus revealing which are the most well-known and relevant aspects in their perspective. Tests could therefore address multiple research questions, and, on the other hand, each RQ is assessed through more than one question and test request. 
4. DATA ANALYSIS
The accurate collection of empirical raw data is granted by the focus group recording and their subsequent transcription, in the original language. The transcripts are then analysed using the coding tecnique, based on the identification, name, categorisation and description of the phenomena found in the various segments of text (Borgatti, 1995). 
After extracting the most relevant concepts (opinions and behaviours) from the discussion and synthesising them in concise sentences, these elements are classified according to the specific criteria fitting the topic under analysis. Classification criteria involve the nature of the element and its relationship with sustainability, but also its coherence with an hypothesised scenario or theory: deriving inspiration from Miles and Huberman’s opinion, the extant literature is considered as an important source of inspiration for codes classification (Gläser & Laudel, 2013). Indeed, while Strauss and Corbin’ open coding is exclusively based on the text itself, Miles and Huberman stress the importance of linking codes with existing literature and suggest the possibility to create an initial list of codes based on conceptual framework, research questions, past theories and hypothesises (Gläser & Laudel, 2013). 
From codes, sub-themes are extracted at single question and focus group level, aggregated on the basis of the RQ they referred to and compared among the four focus group sessions. The resulting findings undergo a critical analysis, eventually including a comparison with the original theoretical propositions, in order to obtain the final contribution of the research, presented in the next chapter.
Note: for sake of paper length, it is impossible to report the full transcripts of the focus group; reader interested in verbatims may contact the corresponding author in private mail.
5. FINDINGS & DISCUSSION 
According to the propositions, the interviewed Millennials judge sustainable luxury fashion as a concrete and desirable possibility that would foster some luxury CSFs; whereas, contrarily to previousy claims, no specific elements are thought to be mediators of the luxury-sustainability coherence (Line & Hanks, 2015) (Janssen, et al., 2014) (Achabou & Dekhili, 2013) (Hartmann, et al., 2016). Empirical tests confirm instead, in the fashion context, the past studies claiming that consumers perceive sustainability as an implicit condition of luxury (Kapferer, 2014), and that luxury brands could (and should) become the leaders in sustainability (Joy, et al., 2012), (Ivan, et al., 2015) (Blendell & Kleanthous, 2007). Additionally, the current research highlights that the large majority of respondents are not satisfied with luxury fashion in terms of sustainability achievements.
Another fundamental result is that sustainability in luxury fashion depends on a limited productive volumes and a strict control over the supply chain; local production instead is a mere facilitator of sustainability implementation since it allows companies to better monitor the SC. This last result sheds a light on the unclear relationship between country of origin and sustainability in luxury fashion and contrasts with Shaw and colleagues’ study (2006) in the apparel industry, which propose Made in the EU as a synonym of sweatshop-free production. Eventually, an innovative contribution to extant literature is the focus on the unavoidable usage of animal materials as a perceived constraint in the implementation of sustainability in the high-end fashion market. 
	The present research confirms the predominance of the social concern, embodied by sweatshop-free items, over environmental consciousness (Tomolillo & Shaw, 2003) (Ki & Kim, 2016) (Phau, et al., 2015); whereas it contradicts Summers and colleagues’ research (2006) on luxury fashion by denying a general significant attention to animal cruelty and biodiversity. In this regard, a discrepancy emerge from current research: consumers conceptually associate sustainability with the avoidance of animal products or at least with ethical farming conditions, yet they often declare not to be keen on purchasing synthetic leather. This can be easily be explained with Millennials’ prioritisation of aesthetics in luxury fashion purchases, which would be clearly damaged by the renounce to animal materials.
Another confusing result is that, albeit sweatshops production is a severe unsustainability, extremely limited reference to the social justice emerge while evaluating a sustainable product. A possible explanation is that Millennials rely on brands’ sustainable reputation as the only assurance of the respect of social norms, since they cannot directly access these information. 
Looking at results from a broad perspective, consumers appear to be more interested in avoiding the most severe unsustainable practices, such as sweatshops and toxic waste, rather than in researching specific sustainability traits and green innovations. They refer more specifically to sustainable traits only when expressly asked, demonstrating that they might possess the awareness but not the sufficient interest to judge an item on this basis. Eventually, the nature of relevant sustainable characteristics (brand sustainability communications, materials, productive processes and certifications)  reaffirms the importance of supply chain monitoring in order to build the perception of true sustainability. 
All the elements preventing the performance of sustainable purchases in luxury fashion, despite a potentially positive attitude, are organised on the basis of logic cause-effect relationships and represented in Figure 1. A number of independent factors (shaded boxes) directly or indirectly cause the other barriers and few intermediate conditions (in Italic) added to complete the cause-consequences diagram. The aspects emerging as pure post-purchase justifications (yellow boxes) are connected through dotted lines as they only indirectly contribute to the gap by making unsustainable choices acceptable in consumers’ mind. 
A critical examination of Figure 1 reveals that all the mostly blamed causes can be sinthesised into two main elements: information and aesthetics prioritisation. Concerning the first topic,  the insufficient legal obligation to transparency and the consciously misleading information proposed by companies, united with the subjective and vague nature of sustainability traits, generate a widespread scepticism and cynicism among Millennials, which distance them from sustainable purchases. The lack of information also generates the perception of price unfairness, as consumers may not fully understand the motivations behind the extra-price of sustainability. Scepticism also depends by the fact that green products may still be produced by unsustainable brands, which stresses the unexpectedly strong importance of brand sustainability for Millennials. 
Regarding the second main aspect, the prioritisation of aesthetics ( as well as fit and price) over sustainable traits, together with the lower aesthetic benefits of synthetic materials and the limited choice of sustainable products in luxury fashion, may significantly prevent sustainable purchases. A fundamental element emergin as pure justification is constituted by blaming luxury fashion companies and consumers’ unsustainability. This aspect can be considered as an example of the technique of neutralization known as Condemning the condemners (Sykes & Matza, 1957), yet its high frequency in focus group discussion represents an original finding. Indeed Chatzidakis and colleagues’ study on sustainable consumption (Why People Don t Take their Concerns about Fair Trade to the Supermarket: The Role of Neutralisation, 2007) do not highlight this element as particularly relevant. Another Sykes and Matza’s technique of neutralization, Denial of benefit, appears as a pure justification in the current study, represented by low perceived consumers’ effectiveness in solving sustainable issues; however, its relevance is much weaker than expected (Chatzidakis, Hibbert, & Smith, 2007). Contrarily to what supposed on the basis of Chatzidakis and colleagues’ findings (Why People Don t Take their Concerns about Fair Trade to the Supermarket: The Role of Neutralisation, 2007) and luxury fashion characteristics, the interviewees do not mention the limited impact of the luxury fashion industry on sustainability issues, highlighting that its limited volumes do not represent an excuse, but rather a fruitful condition facilitating sustainability implementation.
[bookmark: _GoBack]6. PRACTICAL IMPLICATIONS
The first element that luxury fashion brands should take into account is that the implementation of sustainable practices could potentially strengthen critical success factors like quality and craftsmanship, increase the value of a long life-cycle, reinforce brand reputation and justify the maintenance of a high price range. Millennials may not specifically ask for sustainability-related information when making purchasing decisions, yet sustainability, and especially social justice, could become a market qualifier in the near future. Indeed, results in the luxury fashion industry show challenging beliefs and desires about social responsibility and environmental-friendliness of luxury fashion, contrasting with a general dissatisfaction with current achievements in this regard. 
Given the relevance of brand reputation, the primar importance of the social sphere and the focus un unsustainability avoidace, rather than sustainable traits, companies are strongly advised to eliminate the most controversial practices at corporate level. Brands should first assure that adequate working conditions and human rights are always respected, by imposing strict controls all over their supply chain and, ideally, producing locally. In parallel, this commitment should be pro-actively communicated through the official websites and through the involvement of well-informed shop-assistants. 
Subsequently, companies should also consider the impact of their productive processes, control materials origin and production and assess suppliers’ sustainable certifications. Millennials seem more interested in the respect of the basilar social and environmental norms, which are likely to be already declared on companies’ CSR programmes, rather than with additional sustainable traits. This implies the need to impose a strong control over the SC and to guarantee materials traceability, rather investing in innovative green technologies.
Among the various beneficial implementations of sustainability in luxury fashion, only one contradictory element emerges: the avoidance of (rare) animal products, as they are still largely seen as synonym of luxury and value. The path towards a full acceptance of animal welfare in the market is still arduous: high-end fashion brands are invited to avoid, or at least delay, the shift towards synthetic materials, as they minimally affect the perceived sustainability and could indeed damage the product appeal and quality.
Luxury fashion companies willing to undertake the path towards sustainability could particularly benefit from an insight about which product or brand-related factors may prevent sustainable purchasing. A transparent communication through the official channels, fundamental for building a sustainable reputation, would also reduce the perception of limited and misleading information that currently affects sustainable behaviours. Moreover, trustworthy information sources and brands sustainable reputation could considerably reduce the cognitive effort needed for ethical consumption (Shaw, et al., 2006) (Young, et al., 2010). 
In addition, given consumers’ prioritisation of aesthetics, luxury fashion brands must reassure consumers that a focus on sustainability does not go to the detriment of aesthetic criteria (model, material, colour, details) and fit (Meyer, 2001) (Perry & Chung, 2016). Marketing strategies for sustainable products could even address consumers through aesthetic and hedonism before mentioning sustainability, following the example of Tesla (Martin & Väistö, 2016). Communication efforts should concentrate on the possibility of a perfect aesthetics and sustainability synthesis, rather than convincing of the importance individuals’ contribution to solving social and environmental issues. This last communication strategy may not be fruitful as low consumer effectiveness only emerges as a post-purchase justification, aimed at decreasing consumers’ guilt, and not as an actual limit to sustainable choices. The findings concerning post-purchase justifications, testifying that consumers alone perceive to be powerless in changing the market towards higher sustainability and attribute the responsibility on companies, should only be considered as an ulterior incitation to implement sustainable practices, raised by Millennials.
7. CONCLUSIONS
Despite the useful contribution that this research provides to extant literature, the study is not without limitations. The main constraints depend on the methodological technique adopted: being obtained from a limited number of respondents, focus group results do not have a strong statistical value (WebFinance Inc., 2017). However, the current study is meant to explore and provide some insights, rather than being representative of the entire population of Millennials or statistically testing specific theories. Indeed, the present research is a first exploratory phase that should desirably be inserted in a broader stream of future research, meant to build new useful theories concerning sustainable luxury fashion.
The structure of the empirical tests, based on self-reported opinions and choices, also implies the risk of the social desirability bias, which can generate a discrepancy between the preferences stated during the focus groups discussion and what would be the actual behaviour of respondents in a real situation (Bishop & Barber, 2014). The presence of a restricted groups of peers and the informal atmosphere, allegedly favoure participants’ honesty in stating their opinions, yet the possibility of the explained phenomenon cannot totally be excluded. Future studies are invited to test the correctness of self-reported opinions emerged during the presented focus groups discussions by enlarging the repondents base and by assessing the actual market data concerning sustainable luxury fashion.
The only demographic factor expressly considered in sample selection is age, given the importance of new generations in shaping future market trends, and this choice may or may not imply some sort of limitations. Indeed, according to a number of past studies, other demographic characteristics affect individuals’ attitude towards sustainability and behavioural patterns (Kollmuss & Agyeman, 2002) (Laroche, et al., 2001) (Achabou & Dekhili, 2013). Contrarily, literature also contains proofs of demographics irrelevance in defining socially responsible consumers and in shaping sustainable behaviours (Summers, et al., 2006) (Diamantapoulos, et al., 2003) (Pearson, et al., 2010). Given these contradicting results, the effect of demographics in this regard is not certain (Laroche, et al., 2001) (Roberts, 1995).
Eventually, addressing brands owners and retailers, the focus of the research is on the first sale of personal luxury goods. For this reason, the sustainable practices depending almost exclusively on consumers’ habits (i.e. extending product life cycle, eco-washing, donating and buying old items) are excluded. This choice neglects, while not denying, the phenomenon of second-hand consumption and the huge impact of the usage phase on sustainability (Cassidy, 2016) (WRAP, 2012). To conclude, the limitations do not mean to decrease the value of the research, they rather aim at suggesting further path of investigation in this interesting field, stimulated by the willigness to fill the gaps of the current study.
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