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Abstract 

This study aims at defining the response of luxury conglomerates when facing coercive 

pressures on environmental sustainability. The research was conducted by a content analysis 

on both coercive pressures and the responses from luxury conglomerates. The focus is on 

three types of stakeholders; NGOs, consumers and shareholders. As this research is a multiple 

case analysis, the cases included the three leading luxury conglomerates; Moet Hennessy  

Louis Vuitton (LVMH), Kering and Richemont. The study reveals that NGOs put pressure on 

the luxury industry in two ways: by criticizing the industry on poor environmental practices 

and by their persuasive role towards the public. The three conglomerates respond in five 

different ways; communicating future goals, communicating current improvements, 

emphasizing the engagement with NGOs, satisfying investors, emphasizing the training of 

staff. Although the responses are within these five categories, differences and similarities 

between the three cases can be perceived.  
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1. I N T R O D U C T I O N   
 

  Over the past recent years, environmental sustainability has grown to be an essential 

managerial matter. Academics and practitioners are bestowing increased attention to the topic 

as they are confronted with the challenge of attaining a balance between environmental and 

business necessities (Clarke & Clegg, 2000). 

According to Seuring and Goldbach (2008), pressures on environmental sustainability 

are even higher in industries which have a large environmental impact and have a high 

visibility in the view of the public. Particular scandals have laid emphasis on the fashion 

industry as one of the most uncovered industries to the public. Examples of such scandals 

include the use of toxic chemicals in the dying and processing of fabrics by ZARA and the 

use of transgenic cotton by C&A and H&M. These scandals do not only stem directly from 

the firms but also from their suppliers. However, the firms are held responsible for these 

environmental and social problems (Koplin, 2005). 

Going into more detail, the fashion industry makes thorough use of chemicals and 

natural resources in the production processes, causing a high environmental impact (De Brito 

et al., 2008). This is especially used the stages of dying, drying and finishing. Furthermore, 

wool, cotton and synthetics are fibres which have a major environmental impact and are used 

in this industry. The production of these fibres require large capacities of water, pesticides and 

extensive energy (Myers & Stolton, 1999). Additionally, the problem of environmental 

impacts due to transportation arises as the fashion industry is moving products from the low-

labour-cost countries to their customers on a global scale (Abecassis-Moedas, 2006). 

Considering that the fashion industry accounts for 9.3% of  employees and 4% of 

worldwide exports (World Trade Organization, 2008), the environmental impact it has is 

relatively high. 
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A part of the fashion industry, the luxury industry has even come under further 

enormous scrutiny. The luxury industry is a rather large industry that includes both luxury 

goods and luxury services. This industry is now mainly led by a few large luxury 

conglomerates. as a result of strategic 

business management. The luxury segment before the 1980s, mainly included small family 

businesses with less or no experience with management. These small business therefore 

started to face the struggle of communicating their brand on a multinational level which 

resulted in to the development of the conglomerates. 

The luxury i ry goods 

sales fell 8 per cent. However the industry is making a great recovery and is growing at a vast 

rate with France dominating the top position in this sector as it holds 33 per cent of total 

market share (De Barnier et al, 2012). An example is Moët Hennessy Louis Vuitton (LVMH) 

which reported an increase in net income of 73 per cent in 2010 (The New York Times, 

2011). 

Before this immense growth of the luxury industry, NGOs had already started 

criticizing the luxury industry for lagging more behind in being environmental sustainable 

(Bendell & Kleanthouse, 2007). Greenpeace, the non-profit environmental organization, 

pollute waterways. The luxury products containing these substances included the brands such 

as: Dolce & Gabbana, Giorgio Armani, Versace, Hermes, Christian Dior, Louis Vuitton and 

Marc Jacobs. Greenpeace claims that many of these 

 which supposes to represent the quality. However, the products contained similar 

chemical traces as found in products made in developing countries (Greenpeace, 2014). 

commit to stop releasing potentially harmful chemicals in waste water by 2020. In the luxury 
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industry, the only luxury names to commit thus far are Burberry and Valentino. The 

 time these luxury brands lived up to 

their reputation as fashion trendsetters, and started leading the toxic-

(Greenpeace, 2014).  

It seems that non-governmental organizations (NGOs) are one of the stakeholders that 

are putting pressure on the luxury goods industry. As there are different stakeholder groups, a 

division can be made between primary and secondary stakeholders. Clarkson (1995) states 

that primary stakeholders involve the relations and groups that are essential to the corporation 

to endure on a daily base. This for instance includes employees, investors and customers 

whereas the division of secondary stakeholders includ , the media 

and competitors. The latter are defined 

 

economic activities (Clarkson, 1995). Taking into account the varied roles of the stakeholder 

groups within the fashion industry, this research aims at capturing the concerns and 

expectations of stakeholders that form a pressure, a so-called coercive pressure, on the firms 

in the luxury goods industry.   

Now that consumers and different organisations become more concerned with 

environmental and social issues, it raises certain questions on how these luxury corporations 

cope and respond to these pressures. Therefore this study will specifically focus on how three 

stakeholder groups, NGOs, shareholders and the consumers, create these pressures that might 

have an effect on the behaviour of the firms in the luxury industry. The main aim will be 

exploring and comparing the responses of luxury conglomerates through a content analysis. 

The first chapter will give an overview of the literature on the different aspects of this 

research such as: the institutional environment, isomorphism, sustainability and the fashion 
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and luxury industry. The second chapter will contain a theoretical framework, illustrating the 

main theories that have formed the research question. The next chapter will present the 

methods of research and data analysis. Thereafter, the results will be presented followed by 

the discussion and a concluding chapter.  
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2. L I T E R A T U R E R E V I E W   
  

2.1 Institutional environment and Isomorphism 
 
The institutional environment is a concept that has been studied repeatedly. As North 

(1990) explains, institutions set the rules of the game, either formal or informal, which can 

influence the behaviour of firms. Another definition to institutions is given by Scott (1995) 

who states that 

behaviour and are either regulative, normative or cognitive.  

DiMaggio and Powell (1983) have analysed the concept of somorphism

which entails that pressures from the institutional environment lead towards the convergence 

of business practices. The authors argue that businesses may be different at the beginning of 

their lifespan but along their development they adopt certain practices that lead to 

homogeneity. They imply three mechanisms through which this concept arises. This includes 

mimetic, normative and coercive pressures. The mechanism of mimetic isomorphism is 

perceived as a response to uncertainty (DiMaggio & Powell, 1983). In times of uncertainty, it 

is difficult for leaders to decide what course of action to take or what strategy to implement. 

Leaders may therefore decide to imitate a peer that they recognize to be successful. Normative 

isomorphism is perceived to be the result of professionalization (DiMaggio & Powell, 1983). 

This is explained by two main processes that are involved. The first process is that members 

of a profession obtain an analogous training which gives them the same perception. The 

second process is that these members of profession interrelate through professional and trade 

associations, which additionally diffuses the way of thought and ideas among them. Two 

forces that coercive isomorphism is driven by, involve pressures from other organisations that 

a focal firm depends on and pressures that come from cultural expectations of the larger 

society (DiMaggio & Powell, 1983). This mechanism, coercive isomorphism, can also be 
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seen as an equivalent of the resource dependence model in which organizations are regarded 

as constrained by those on whom they depend on for resources (Salancik & Pfeffer, 1978). 

Building on this resource interdependence, Frooman (1999) classifies the stakeholders into 

dependence on the firm and the firm s dependence on the stakeholder and present four 

scenarios of interdependence (Sharma and Henriques, 2004). 

Responses from organizations that strand from the institutional theory, can be 

characterized into the determinant and interactive arguments (Gauthier, 2013). This 

distinction, is based on the uniformity and variation of response between or within 

148). Organizations within the same industry, located in the same state or located in the same 

nation, can be considered to share a common organizational field (Gauthier, 2013). The 

uniformity of response to institutional pressures represents what mainly is suggested by the 

determinant arguments. This means uniformity within a single field and variation of response 

between different fields. Determinant arguments suggest uniformity of response within a 

single field and, by extension, variation of response between different fields. Interactive 

arguments, by contrast, suggest variation within a single field (Gauthier, 2013). 

on  stakeholder  
  

High   Low  
High     

Interdependence  
  

Stakeholder  power  

Low  
Firm  Power   No  interdependence  

Table 11: F irm and stakeholder interdependence (based on F rooman (1999)) 
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Oliver (1991) identified five different strategic responses to institutional pressures 

which include: acquiescence, compromise, avoidance, defiance and manipulation. These five 

responses range from least active to most active response. The determinant argument is in line 

with the acquiescence response as it emphasizes uniformity in response and entails there is 

only one possible outcome (Gauthier, 2013). This means that firms accept the pressures and 

confirm to the norms and values, which leads to isomorphism. The other strategic responses 

lead to a variation in response by firms depending on multiple factors such as: cause, 

constituents, content, control, and context (Oliver 1991). This is therefore in line with the 

interactive argument. 

This paragraph mentions the literature behind the concepts of institutional 

environment and institutional isomorphic pressures. The next paragraph will go into the 

concept of sustainability. 

2.2 The concept of sustainability 
 
Sustainability is a topic that has received a lot of attention. Over the years, various 

descriptions have been given to this concept. One of the primary clear description of 

ommission on Environment and 

Development (WCED) and became integrated in governmental policies and business 

strategies. Sustainability and Sustainable Dev

development is development that meets the needs of the present without compromising the 

, 1987, p.41

ibutions on sustainability focused on the use of natural resources and their 

 

21, which was a plan to achieve sustainable development. It is based on the results of the UN 

conference held in Rio de Janeiro, Brazil in 1992 on Environment and Development 
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(Spangenberg, Pfahl, & Deller, 2002). This plan, the Agenda 21, was the core of the 

establishment of a pattern of acts on sustainability issues at global, national and regional level 

(De Brito et al, 2008).  

The conceptualisation of sustainable development (SD framework) distinguishes the 

relationship among three central dimensions: economic, society and environment (Bansal, 

2002).  Consequently, these principles are mutual in the sense that the principles go together, 

such as economic growth that is affected by environmental and social consciousness. This 

business performance should be monitored according to three perspectives, namely economic, 

environmental, and social (Elkington, 1998).  In other words, to practice sustainable 

dopt a 

long-term horizon and let economic growth sustain the social progress and the environment 

(Lamming & Hampson, 1996). 

Now that the theory behind isomorphic pressures and sustainability is reviewed, the 

next paragraph focuses on what has been written on isomorphic pressures and the adoption of 

sustainable practices by firms.  

2.3 Isomorphic pressures and the adoption of sustainability practices 

The concept of sustainability has become an important part of corporate strategy. In 

order to carry out sustainable practices, firms set out certain strategies based on their 

Corporate Social Responsibility (CSR) policies and practices. The way that CSR is governed 

within a firm, is influenced by the stakeholders such as the consumers and the public (Matten 

& Moon, 2008). Adopting sustainability practices can also be considered to generate 

competitive advantage for the firm as it creates new opportunities for the firm towards 

creating innovation (Schrettle et al. 2011). A downside however, is when certain strategies are 
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adopted by large numbers due to the fact that they are normatively endorsed. Firms at this 

stage, are more likely to adopt these practices as it provides legitimacy more than increasing 

performance (Meyer & Rowan, 1977). Yet, several firms have not incorporated sustainability 

development into their businesses, mainly because they may perceive that the financial 

expenses will exceed the value that can be gained (Campbell, 2007). A factor that has been 

perceived, within the management literature, to influence the adoption of sustainable practices 

is the size of the firm. Rogers (2003), states that organizational size and the likelihood of 

adopting innovation are positively related. Larger firms tend to be more responsive to adopt 

environmental sustainability practices as they are more visible to the environment, thus are 

sensitive to external pressures (Bowen, 2000).  

As for the adoption of environmental practices, researchers have utilised the 

institutional theory to examine this. Environmental management standards such as the ISO 

14001 have gained a significant amount of attention (Boiral, 2007; Jiang & Bansal, 2003). 

The ISO 14001 standard is an environmental management system that has gradually been 

recognized as the reference model (Boiral, 2007). The work of Boiral (2007) which researches 

the adoption of ISO 14001 by organizations, shows varied strategic responses to institutional 

pressures for adoption. This aligns the study of Oliver (1991) in the sense that strategic 

responses to institutional courses differ based on particular predictive factors. Jiang and 

Bansal (2003) used the determinant as well as the interactive arguments in their study and 

observed that the adoption of environmental management systems can be justified by coercive 

pressures. However, a difference could be characterized between certifying under this ISO 

standard and incorporating an internal management system. They perceived that for firms 

with high task visibility and high environmental impact complexity, certifying is a strategic 

resolution (Jiang & Bansal, 2003).According to Gauthier (2013), what can be stated is that 
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both institutional theory and sustainability have shifted from determinant to interactive 

arguments, based on their research of the literature on the adoption of sustainable practices. 

The next paragraph gives an overview on what has been written on sustainability in 

the fashion industry. 

2.4 Sustainability and the fashion industry 

  The fashion industry is very vulnerable to sustainable issues, this is argued by De 

Brito, Carbone & Blanquart (2008). Within the fashion industry, a division can be made 

between firms that maintain their own factories and firms that do not own manufacturing 

proficiency (Tokatli, 2008). Firms in this industry, have to rely on their suppliers and other 

stakeholders as it takes a whole supply chain for the products to be produced from raw 

material. Therefore, to attain sustainability all through the supply chain, fashion firms 

dependent on their suppliers and external partners (De Brito et al. 2008; Caniato et al. 2012). 

  Examples of possible negative influences on the environment that can be perceived in 

the production of apparel for instance, are the use of toxic chemicals which are released in 

wastewater and the intensive use of energy (De Brito et al, 2008). These issues arise within 

different stages of production of apparel such as in the dyeing, drying and finishing phase (De 

Brito et al., 2008). Also, the transportation of the products from the production in the low-

labor-cost countries to different countries, has an impact on the environment due to emission 

(Caniato et al., 2012). A difficulty for firms in this industry, is that they have to cope with 

fierce international competition of price which makes the adoption of sustainable practices 

challenging (De Brito et al., 2008). 

Nevertheless, various practices have been used in this industry to establish 

environmental sustainability intentions.  The practices that are significant in this industry for 

both types of firms, are summed up by Caniato et al. (2012). One of these practices is using 

organic fibres. This entails that no toxic pesticides are used, only fibres from natural sources, 
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which diminishes the effects of chemical products used in the production (Chouinard & 

Brown, 1997). Other methods mentioned by Caniato et al. (2012), are, vintage customs and 

(Nieminen et al., 2007). Additionally, green certifications such as the Global 

Reporting initiative and Ecolabel, and green product and process design are methods that are 

used by firms (Caniato et al. 2012).  

A likewise study is conducted by Shen et al. (2014) as they have reviewed the 

literature on environmental sustainable fashion, and classify the main concerns over 

sustainable fashion into four categories; sustainable production and remanufacturing, green 

marketing, green information sharing, and green attitude and education. The first category 

entails that sustainable production and manufacturing should be an important strategy for 

firms to not only take sustainable responsibility but also to create competitive advantage 

(Yang et al 2010). The second category describes presenting green products into the market 

and stressing the eco-friendly aspect of it which can encourage consumers to buy eco-fashion 

(Shen et al., 2014). Green information sharing describes the accessibility of eco-fashion 

related information for customers that can lead customers towards buying eco-fashion 

(Joergens, 2006). The last category implies that the attitude of consumers towards eco-fashion 

can be improved by improving the sustainability education (Shen et al. 2012; Solomon & 

Rabolt, 2004). 

When considering the subsector of the fashion industry, the luxury industry, there 

clearly is a gap in the literature in this field. Namely, little attention has been paid to the 

institutional aspect and legitimization of environmental practices in the industry of luxury 

goods. Clearly, a lot has been said about isomorphic pressures and environmental 

sustainability practices, but how do these two concepts affect firms in the field of luxury 

goods? The literature has shown that firms in other industries are affected mostly by coercive 
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pressures when it comes to sustainability. In the case of the luxury industry, stakeholders that 

are important to the firms are parties such as the consumers, shareholders and NGOs. They 

may influence how the firms act when it comes to environmental sustainability. Therefore this 

thesis will aim at answering the following research question:  

How do luxury conglomerates respond to isomorphic coercive pressures on 

environmental sustainability? 

 

 

 

 

 

 

 

F igure 3: Theoretical framework 
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3 M E T H O DS A N D D A T A 
  

3.1 Research Design 
  

In order to explore how coercive pressures affect the response on the legitimization of 

environmental sustainable practices by firms in the luxury goods industry, a content analysis 

is conducted in a qualitative manner. The qualitative content analysis has 

research method for the subjective interpretation of the content of text data through the 

Shannon, 2005, p.1278).  It is therefore appropriate for this study because it offers a 

systematic process to condense raw data into categories.  

   This research is based on an exploratory multiple case study approach as it aims at 

exploring and comparing the response of three luxury conglomerates on coercive pressures 

from stakeholders. Driven through qualitative content analysis, the conglomerates are 

examined by looking at the content in terms of annual reports, sustainability reports and press 

releases on their home websites. To analyse the coercive pressures, data is also collected by 

analysing NGO reports, press releases not mentioned on the home websites and news articles. 

This is described in the section that discusses the data collection methods. 

   This in-depth analysis and comparing of content for the selected cases, involves 

different methods of inductive reasoning. The two particular approaches used in this study are 

 

. The directed content analysis approach suits the part of coding the coercive 

pressures, as its purpose is to build on existing theory or relevant research findings. The 

existing theory on which this part of the research question is built on, is explained in the data 

analysis section. The initial coding starts with this theory and during data analysis new themes 

arise from the data. The coding process that is based on the response of the firms, is done by a 

conventional content analysis approach; coding categories are not predefined but are derived 
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directly and inductively from the raw data.  

  In this study, content will be used from different sources and from the different 

perspectives of the actors; stakeholders and the firms (figure1). Therefore, this study will aim 

at finding the link between these different actors and compare the different cases.  

  

F igure 4: Design of the research (by author) 

  

3.2 Research setting 
  

As explained in the previous sections, this study focuses on the luxury industry. The 

choice of focusing on this industry in particular is based on several reasons. This paragraph 

will elaborate on these reasons and justify this choice.  

First of all, the size of this industry is becoming more important. The luxury sector 

used to be a very small sector, producing unique and rare products. Luxury was associated 
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with products made by hand and with respect to tradition. Luxury even aligned with 

sustainability principles (Kapferer, 2010). However, over the past decade, the luxury industry 

seems to be moving away from this concept. This sector has grown significantly by 10 

percent annually over the past ten years (Bain & Co., 2013), even with the world-wide 

economic crisis. Considering this vast growth, focusing on this industry is appropriate. 

 Secondly, the industry seems to be moving towards an era of mass luxury. Even 

though the luxury industry is claimed to be unique because of craftsmanship and rareness, 

numerous luxury brands are expanding and have moved their operations to a low-cost-factory 

in countries such as China. A couple of examples include Burberry and Prada, who both have 

closed their home factories in the UK (Burberry) and Italy (Prada) and localized their 

production to China. This new strategy of producing mass luxury, raises questions about 

sustainability as higher volume puts more tension on sustainability concerns. It therefore is 

essential to pay attention to luxury and study this industry. 

 Lastly, it seems that a lot of sustainability advocates have turned their focus on the 

luxury industry. Various reports such as the Deep Luxury report (Bendell & Kleanthous, 

2007) have been published by NGOs which aim at creating awareness of the poor 

sustainability practices of the luxury industry. Compared to other sectors in the fashion 

industry, the luxury goods industry seems to be lagging behind in adopting environmental 

sustainable practices (Bendell & Kleanthouse, 2007).  Thus, research has been conducted in 

the field of fashion in general but the question remains whether fashion in the field of luxury 

goods responds the same. This also adds to the importance and justification of focusing on 

this industry in particular. 
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3.3 Data collection 
  

This section will describe the cases and the sources of data that are used. As this 

research aims at exploring and comparing the response of multiple cases in the luxury 

industry, three conglomerates in this field are chosen. These three particular conglomerates 

are leaders in the industry and are respectively opponents which justifies the choice of 

comparing the cases. These conglomerates are public corporations with high transparency. 

This entails that it is easier to get hands on the content as it is publicly available. The three 

cases include: Kering (formerly PPR) Moët Hennessey Luis Vuitton (LVMH) and Richemont.  

A detailed description of these cases can be found in appendix I and the list of brands of each 

conglomerate can be found in appendix II.  Table 2 displays some basic characteristics. 

 

Case   Country  of  
Origin  

Divisions   Number  of  
countries  
(2013)  

Number  of    
Stores  
(2013)  

Number  of  
employees  (2013)  

Revenue  (2013)     

LVMH   France   Fashion  and  
Wine  &  Spirits  

70   3,384   114,635   29.149  (billion  euros)     

Kering   France   Fashion  and  
Sport  &  
Lifestyle  

120   1149   35,786   9.748  (billion  euros)     

Richemont    
  

Switzerland   Fashion  and  
Watches  &  
Jewellery    

37   1740   27,666   10.150  (billion  euros)     

 
Table 12: Characteristics of selected cases (data retrieved from annual reports of 2013 of the cases) 

 

Data is gathered for the purpose of performing a qualitative content analysis and 

contains primary and secondary data. These documents gathered on the three conglomerates 

are from the conglomerates sources mainly found on the corporate websites. These include 

documents such as annual reports, sustainability reports 

for the luxury industry as explained in the introduction. All the three cases have devoted 

a part of their website to sustainability. On the website of Kering this can be found under 
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subsections, are put into word documents and are added to NVivo. For comparability 

purposes, the recent three annual reports are chosen for each case. The reports containing 

information on environmental sustainability have been carefully selected to have comparable 

data for each case. The press releases on the website are carefully viewed and selected on 

relevance. 

press releases of LVMH are selected manually by going through the press releases available 

on the website (within the timeframe of 2011 to 2013) as there is no option to select the press 

releases for sustainability. For Richemont the same approach is used as for LVMH; press 

releases are selected manually based on relevance, within the timeframe. Also, letters to 

shareholders for each case are found on the websites and are used for this study. This results 

in the following documents shown in table 3. 

   Corporate  Website   Annual  
Reports  

Sustainability/  Environmental  
Reports    

Other  sources  

LVMH     
http://www.lvmh.com/    

2011  
2012  
2013  

Environmental  report  2011  
Environmental  report  2012  
Environmental  report  2013  

  

Company  press  releases(2011-‐2013)  
  Letters  to  shareholders    (2011-‐2013)  

Kering   http://www.kering.com/     2011  
2012  
2013  

Reference  document  2011  
(sustainability  section)  
Reference  document  2012  

(sustainability  section)  
Reference  document  2013  

(sustainability  section)  
  

Company  press  releases  (2011  -‐2013)  
Letters  to  shareholders  (2011-‐2013)  

Richemont   https://www.richemont.com/     2011  
2012  
2013  

CSR  report  2011  
CSR  report  2012  
CSR  report  2013  

Company  press  releases(2011-‐2013)  
Letters  to  shareholders  (2011-‐2013)  

Table 13: Sources used for gathering data on the three cases 

http://www.lvmh.com/
http://www.kering.com/
https://www.richemont.com/
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All the data gathered from alternative sources include reports from NGOs and news 

articles and press releases. The data on NGOs is gathered through searching on various NGOs 

websites and selecting reports that mention the luxury industry. The news articles and press 

releases are also selected based on relevance. 

 

  

 

  

  

  

  

  

  

3.4 Data analysis  
  

All the documents collected for this study are converted to Word or PDF documents 

documents are carefully analysed by using the program Nvivo. This qualitative analysis 

program provides the ability to utilise a clear overview of the patterns and findings. 

Two sets of codes are used to analyse the data seeing that there are two perspectives; 

To analyse the pressures from the stakeholders, 

direct content analysis is performed to form the codes. These codes were partially formed by 

predefined categories based on the theoretical framework (figure 1). To be more specific, 

table 5 shows the theory that is used to base the coding on for this part of the research. 

 

Type  of  document   Source  
NGO  Reports   World  Wide  Fund  for  Nature  (WWF)  

Green  Peace  
Rank  a  brand  
Ethical  consumer  research  Association  (ECRA)  
  International  Union  of  Conservation  of  Nature  (IUCN)                
Rainforest  Action  Network  (RAN)          

  
News  articles     news  articles  from  The  Financial  Times  

  
Press  releases   of  the  NGOs    

Table 14: Sources used for gathering data on stakeholders 
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Coercive pressures  Description and theory used for coding 
NGOs Pressure from non-governmental / non-profit organizations 

(No Interdependence) 
 
 (DiMaggio & Powell, 1983; F rooman,1999) 

Consumers Pressure resulting from the consumers 
(Stakeholder power) 
 
(DiMaggio & Powell, 1983; F rooman,1999) 

Shareholders Pressure stemming from shareholders 
(Interdependence) 
 
 (DiMaggio & Powell, 1983; F rooman,1999) 

 
Table 15: Coding Scheme; Coercive pressures 

 

The coding set to analyse the response of the luxury firms is developed along the 

coding process due to conventional content analysis. Although these codes are not predefined, 

there are two guiding matters that are kept in mind during the collection process.  

  The first aspect, is to observe the content on how the luxury conglomerates respond. 

Although no theory is used to base the coding on, the main aim is to explore how the 

corporations react on pressures on environmental sustainability. This is a thought to keep in 

mind during the analysis. 

  Second, is to constantly check the coded parts by using the constant comparative 

method (Glaser & Strauss, 1967). One of the core principles of this method is to 

systematically compare each part of coded text appointed to a category with the other coded 

parts belonging to the same category. The second principle is to assimilate categories through 

the development of interpretative memos (Glaser & Strauss, 1967). This is useful as it 

stimulates original insights and also helps to have a clear overview of the differences between 

categories.  

This research does not aim at finding the direct effect of these coercive presssures on 

the firms but rather to explore and develop new insights on how firms in this industry respond 



25  
  

to these pressures. Therefore, when the coding process is completed, the next step is to 

interpret the data gathered and to look at the differences between the cases.  

3.5 Reliability and Validity  
 

  It is important in any study to be aware of the quality of the study in terms of 

reliability and validity. It is therefore necessary to use certain methods or procedures to make 

sure the research is high in quality. In this study, the validity is enhanced by two means. 

Internal validity is established by using the constant comparative method (Glaser & Strauss, 

1967) and by using a theoretical framework, explained in the previous sections. Through these 

methods the codes are formed in NVivo and patterns are recognized. This diminishes 

subjectivity and improves the level of rigor, achieving reliability. External validity is 

established by performing a multiple case study; replicating logic in three cases. Multiple 

sources are used with comparable data for each case, to conduct the research with in increased 

level of construct validity. 
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4 R ESU L TS A N D A N A L YSIS 
  

This chapter presents the data gathered and deals with the results. The first section will be 

about identifying the coercive pressures from the different stakeholders. The second section 

will portray the results of identifying the response of the cases to coercive pressures on 

environmental sustainability. The results will also be analysed by looking at how the firms 

respond from a discursive view. Lastly, the outcomes of the firms will be compared and the 

differences and similarities will be stated. 

4.1 Coercive Pressures 
 

The results based on the pressure formed by stakeholders, reflect a number of aspects. 

Table 6 shows the codes and number of references that resulted from the directed content 

analysis. The following paragraphs will structurally elaborate on these results. 

Codes   Sub  Codes  
Pressure  from  NGOs  

(128)  
Criticizing  luxury  brands  on  environmental  

sustainability  (67)  
Praising  luxury  brands  on  environmental  

sustainability  (24)  

Stressing  the  poor  practices  of  the  firms,  
towards  the  public(37)  

Pressure  from  
Consumers  

(76)  

Demand  of  sustainable  products  by  
consumers  (43)  

Criticizing  luxury  brands  (33)  

Pressure  from  
Shareholders  

(16)  

Awareness  of  demand  of  sustainable  
products  by  consumers  (16)  

 

The results show that most of the coercive pressures come from NGOs. NGOs criticize 

luxury fashion brands in their reports and in their press releases on their lack of environmental 

Table 16: Pressures from stakeholders (codes and references) 
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sustainability. Consumers also put pressure on the firms by demanding sustainable products 

and criticizing the luxury industry as well. The shareholders put pressure on the firm in the 

form of expressing that they are aware of the demand of the consumers. The next subparts 

will explain and illustrate these results in detail. 

 NGOs 

  The results show that NGOs put direct and indirect pressure on firms in the luxury 

industry, expressed through their reports and mentioned in press releases. This result is 

interpreted based on the following outcomes of this study.  

First of all, NGOs criticize luxury brands on their environmental sustainability. A lot 

of NGOs are well aware of the poor environmental sustainable practices of the firms in this 

industry, as they are focused on environmental issues. The reports of the NGOs include 

results of research and investigations that they have performed. The critique that NGOs give 

is mainly based on these results of bad performance of environmental sustainability. An 

example of criticism towards luxury firms mentions that luxury firms score much lower on 

environmental sustainability compared to other fashion firms. This is for instance found in the 

report Deeper Luxury by WWF: 

ranking and the Italian group Tod's came tenth. As reported by themselves and others, the ESG 
policies and performance of luxury brands is inferior to that of other types of leading brands. 
WWF-UK urges luxury companies to put sustainability issues at the heart of their business 
strategy and to benchmark their progress. To do so, they should measure and report their 
performance in accordance with international guidelines, as set out in the Global Reporting 

 

WWF criticizes the luxury industry and urges them to put sustainability issues at the heart of 

their business strategy and to benchmark their progress  by measuring their performance 

using the Global Reporting Initiative guidelines. Also, in the same report the criticism towards 

the luxury conglomerate is expressed by highlighting the fact that luxury firms are not listed 

in the ranking of responsible firms by investments analysts: 
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responsible corporations of 2007, despite the fact that 23 make discretionary consumer items  
réal and Swatch were the 

only luxury conglomerates listed in the FTSE4Good index in 2006, but LVMH was expelled for 
 

 

   Criticism towards specific brands was for instance found in the report Trade in South-

East Asian python Skins, which was launched in 2012 by the International Trade Centre (ITC) 

in collaboration with IUCN and WWF. The report discusses the concerns regarding the 

conservation of this species hence, the sustainability of the trade of pythons for skins. The 

report mentions the worries about the high number of skins that are traded and puts an 

emphasis on the luxury firms and brands that are involved. 

skins are LVMH (Hermes), PPR (Gucci) and Prada. Other important luxury brands involved in the 
Kasterine et al., 2012)   

 

Another point of criticism found towards the luxury industry, involves deforestation. 

In the report s Poor by the NGO Rainforest Action Network (RAN) in 

2009, luxury brands are criticized on their contribution to this environmental issue as they are 

using paper originating in the endangered Indonesian rainforest.  

according to technically-
recently observed in the International Herald Tribune, there appears to be an inclination among 
groups in rich countries to decide how these poor countries should develop. He wondered if the 

 Do the fashion and luxury goods industr ies think it appropr iate 
that they determine how hundreds of millions of people, less better off than them, should 
organize thei r lives  (RAN, 2009) 

 
In the report, both Kering (PRR) and LVMH are criticized and pushed towards adopting 

sustainability practices in the form of using paper that is certified by the Forest Stewardship 

Council (FSC). 
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Another category in the pressures from NGO . This 

creates a pressure on other brands to commit to environmental sustainability practices as they 

are being compared to the brands that are doing better. Such as:  

incorp
Research, 2010) 

 

However, an aspect that can be derived from these results, is the fact that NGOs are 

inconsistent in criticizing brands. This might be associated with the fact that there are 

 While a number of NGOs criticize a specific 

brand, other NGOs praise the same brand for its environmental sustainability. An example is 

the brand Gucci, while some NGOs praise the brand, other NGOs still have criticism such as: 

-fur or leather, yet its parent company Gucci Group 
 (Ethical Consumer Research Association (ECRA), 

2011) 
 

Secondly, the coding process reveals another aspect as well. Namely, NGOs also 

influence the perception of consumers and shareholders. The fact that these NGOs have the 

knowledge of environmental sustainability practices and are thus proficient to criticize these 

particular luxury brands, makes it justifiable for the public to interpret this critique as the 

truth. An example of NGOs subtly stating they have knowledge in the field of environmental 

sustainability include:  

ntally responsible alternatives are available for 
 

 

Greenpeace states that there are more environmentally responsible alternatives available. This 

indicates that they are conscious of the existing and recent available alternatives. NGOs also 

make an impact with their reports and press releases as they stress the poor environmental 

practices by the luxury industry towards the public, which includes consumers and 
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shareholders.  The NGOs 

This is due to the fact that they publish their reports and press releases not only to push firms 

towards working on their environmental sustainability, but also raising awareness about the 

poor practices of the firms to the public. ECRA for instance states: 

agree with their ethics, and are no longer willing to buy expensive, exploitative c (ECRA 
2011) 

As the consumers and shareholders become conscious of this matter, it influences their 

perception on the firms which results into coercive pressures from consumers and 

shareholders. 

Consumers 

The results in the data on coercive pressures stemming from consumers, are found in 

different forms. Consumers both criticize the poor environmental practices of the 

conglomerates and demand of sustainable products. In the various NGO reports it is stressed 

how consumers are becoming conscious of sustainability issues. They show this by underling 

statistics and numbers obtained through research such as: 

Our 2009 Grail Research Green Revolution Report found that 85 % of consumers purchase 
sustainable products. Consumers are migrating to brands that embrace green practices and are 
demanding eco-friendly products.  (Grail Research Report, 2010) 

 

 The consumers are informed and updated on environmental concerns in several ways 

such as the media and NGO reports and press releases. The Deeper Luxury report by WWF 

mentions this aspect: 

As new markets mature, their more affluent consumers increasingly follow international trends, 
including awareness and concern over social and environmental issues, and a desire for their 
purchases to provide meaningful experiences  
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 is increasing as consumers 

become aware of sustainability. Another example is found in the report by the Ethical 

Consumer Research Association:  

Consumers are searching for luxury brands produced by ethical and socially responsible 
companies at an increased rate, and are willing to pay more for these brands  
 

Again, it shows that consumers are actively choosing and demanding products that are 

produced by ethical and sustainable companies over price. 

Shareholders 

This demand of sustainable products by consumers is not only noticed by NGOs but 

also by shareholders. Shareholders are becoming aware of the importance of sustainability 

and realize that the demand of consumers affect the corporate value. An example:  

Growth in brand value relative to corporate value  this, combined with the growing proportion 
of brand value associated with environmental and social performance, will lead investors to call 
for greater corporate sustainability.  (Bendell & Kleanthous, 2007) 
 

Investors push the firms towards incorporating sustainability practices as a long-term 

approach. Another example found in the Deeper Luxury report: 

Investors are also encouraging companies to become part of the solution to social and 
environmental challenges, as an element of a smarter and longer-term approach to portfolio 
management  
 

Shareholders therefore demand more reporting and transparency of the firms:  

Various stakeholders, including investors, increasingly expect verifiable and comparable 
information on social and environmental performance, resulting from a systematic approach.  
(Bendell & Kleanthous, 2007) 

The results from this part of the analysis can be summarized into figure 2.  Coercive pressures 

stem from all of the three stakeholders analysed. However, NGOs have an essential role as 

they also influence the perspectives of both consumers and shareholders.  
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F igure 3: Stakeholders and Coercive Pressure 

 

                                          

4.2 Response of firms  
   

  In this section, the results of the cases will be presented. After the conventional coding 

process of the cases, clear categories were recognized that include almost all the codes for 

each case. The most occurring findings will be elaborated on. Subsequently, the three cases 

will be compared and discussed. The total categories and codes are presented in table 10. 

Case 1: Kering 

Kering communicates how the firm takes environmental considerations into account 

for the future, in a very specific way. They have set up a set of key sustainability targets in 

2012 to achieve by 2016 which are based on: Design, Sourcing, Production, Distribution and 

Retail. They point out specific goals for each of their brands and communicate this on their 

website. An example of such a future goal is a response to the criticism on deforestation: 

A number of environmental considerations have been taken into account in the design of new 
stores and packaging. All boxes and shopping bags will be made from cardboard that is 100% FSC 
(Forest Stewardship Council) certified, fully recyclable and coming from ECF (Elemental 

Kering Annual report 2012).  

 Another response of Kering is communicating their current improvements. In their 

reference reports, they keep communicating that they have been reporting more about their 
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sustainability practices since they created the CSR department in 2007. It is noticeable that 

2007 was the year that the WWF report was published criticizing the luxury brands urging 

them to report more. Kering communicates the current specific improvements of their brands. 

An example is Kering stressing the environmental sustainable brand Stella McCartney:  

Their Winter 2012 and Spring 2013 collection featured many shoes with biodegradable soles 
made from a bioplastic called APINAT. ) 

 Kering has a very specific way of communicating to the shareholders. This is 

explicitly done through letters directed to the shareholders. Among other issues, they 

enlighten them on environmental sustainability. They mainly do this in a reassuring manner. 

For instance:  

 bility leader in its sector, PPR has been going beyond required environmental 
reporting and voluntarily choosing to be more transparent with their stakeholders about the 

shareholders, 2012) 

 

Kering clearly emphasizes that they are a leader in the sector and are very transparent with 

their shareholders about their sustainability performance and future goals. 

been going beyon he message is mainly showing that 

Kering is an open book towards its shareholders.  

Kering 

sustainable future as a response to coercive pressures. An example is the collaboration with 

UICN on the conservation of pythons. As mentioned in the previous section that includes the 

results of NGOs, the IUCN launched a report in which they portray their worries on this 

matter and mentioned Kering (as PPR) as one of the brands involved in python skin trade. In 

2013 Kering launches a press release stating the following: 

International Trade Centre have joined forces with the International Union for the 
Conservation of Nature (a group of experts on boa and python from the UICN/Species Survival 
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Commission) to launch the Python Conservation Partnership. This is a collaborative project that 
aims to make the python trade aware of its responsibilities and to bring about change in the whole 
sector. The three-year research programme has the target of analysing and formulating 
recommendations on compliance with sustainable development, transparency, the well-being of 

 

Kering emphasizes this collaboration in their annual report as well as on their website. Next to 

collaboration, Kering also emphasizes that they are being recognized by NGOs in different 

ways. Such as being ranked relatively high in environmental suitability rankings by the 

Carbon Disclosure Project.  

 Another response is the training of its employees. Kering has developed the code of 

Ethics with its stakeholders in 2013. It includes environmental sustainability and Kering 

mention a few times that they put effort in training their staff on this matter. 

Response  by  Kering   Findings  
Communicating  future  goals  
(77)  

 2016  Sustainability  Targets  :  Design,  Sourcing,  Production,  
Distribution,  Retail  

 Specific  goals  per  brand  

Communicating  current  
improvements  (71)  

 Using  Global  Reporting  Initiative  (GRI)  guidelines  
 Improvements  by  specific  brands  

Satisfying  investors  (37)    Letters  to  shareholders:  reassuring  them  on  environmental  
sustainability  

Emphasizing  the  engagement    
with  NGOs  (29)  

 Partnerships  with  NGOs  
 Recognition  by  NGOs  

Emphasizing  training  of  staff  
(8)      

 Training  on  the  Code  of  Ethics  

Table 17: Overview of findings for Kering 
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Case 2: LVM H 

 

LVMH communicates their future goals constantly in their environmental reports. 

These goals are mainly based on reducing carbon emissions and preserving natural resources. 

An example: 

of the fleet is expected to be replaced, the goal being to reduce CO2 
 (LVMH Environmental report, 2013) 

 

LVMH communicates their current improvements in their environmental reports 

specifically. As was urged by WWF in the Deeper Luxury report, LVMH reports their 

information according the Global Reporting Initiative: 

Global Reporting Initiative (GRI). The information and environmental indicators of the GRI 
 (LVMH environmental report 2011) 

 

The improvements made are mentioned very precisely such as: 

Hennessy introduced a unique prototype developed by Pyraine that conserves energy in central 
 

And also mentioning the use of FSC certificated material: 

 Veuve Clicquot also developed the Design Box, a new single material box made of cardboard 
from sustainably managed forests (FSC certification), optimized for weight and volume and 
completely recyclable. (LVMH environmental report 2012).  

 

LVMH is also very profound in emphasizing the collaboration with NGOs based on 

the climate change and reducing carbon emission. In their reports they stress this by listing all 

the NGOs they collaborate with.  An example: 

 environmental NGOs. Louis Vuitton, for 
example, has an ongoing involvement with The Climate Project, the non-profit organization 
founded by Al Gore to educate the general public about the effects of climate change, and Green 
Cross International, the Foundation created by former Russian president Mikhail Gorbachev.  
(LVMH environmental report, 2011) 
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LVMH mentions in the letter to the shareholders that they are being recognized by 

ethical investment indexes, setting their mind at rest.   

ed in the Global Dow, a new index that lists the most innovative, dynamic 
and influential companies, and in the FTSE4Good and DJSI STOXX, the leading European indices 
measuring the performance of companies that meet social responsibility and environmental 

 
 

LVMH also mentions this on their home website: 
 

The quality of the Group's environmental policy and actions has been recognised by its inclusion 
in three primary American, British and European ethical investment indices: Dow Jones 
Sustainability Index, FTSE4GOOD, Arese Sustainable Performance Index. LVMH is one of rare 
French companies to be so distinguished  

 

LVMH is very committed to training the staff. It is a response that is common in a lot 

of their documentation. They stress the fact that they want to increase the amount of hours in 

training and provide their staff with knowledge about environmental sustainability. Some 

examples: 

environment. In 2013, more than 20,004 training hours were devoted to this purpose (versus 
 

 

And: 

Louis Vuitton consistently checks the origin of wood to ensure it comes from sustainably 
managed forests and always tries to select woods that have been certified by the FSC or PE F C 
(Programme for the Endorsement of Forest Certification) for store construction, window 
dressings, customer packaging and some of its exclusive products. In 2012, Louis Vuitton 
conducted a program to educate all staff involved in purchasing wood or wood products  
such as for accessories, trunks, architecture, merchandising, writing implements, eyewear and 

 (LVMH environmental report, 2013) 
 

Here LVMH stresses that they train their staff involved in buying wood and wood products as 

NGOs such as the Rainforest Action Network (RAN), have criticised the firm before about 

deforestation.  
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Case 3: Richemont 

In their CSR report of 2012 they state: We continuously review issues raised by 

. Based 

on these claims, their CSR reports serve to present their performance as a response to their 

stakeholders. Richemont communicates its goal of becoming more environmentally 

sustainable in the future towards the stakeholders. They communicate this in different ways, 

expressing their future goals.  A distinction can be made between a general way of expressing 

it and a more specific way of explaining the future goals. An example of a rather general way 

of communicating future goals on their home website: 

limit our emissions. Specifically, we will undertake further site studies to improve energy 
efficiency and identify opportunities for improvements in p  
 

It broadly describes the objective of how to become more environmentally sustainable. 

Nonetheless, they are also more specific about some particular future plans towards 

environmental sustainability. For instance about their sustainable construction plans: 

 Real Estate Department and assists all project 
managers, architects and construction partners to this end. The Handbook considers on-going 

Response  by  LVMH   Findings  
Communicating  future  goals  
(62)  

 Reducing  CO2  emission  
 Preserving  natural  resources  

Communicating  current  
improvements  (53)  

 By  using  guidelines  of  the  Global  Reporting  Initiative  (GRI)  
 Improvements  of  specific  brands  

Satisfying  investors  (6)    Reassuring  investors  ;  recognition  by  ethical  investment  
indexes  

Emphasizing  the  engagement    
with  NGOs  (14)  

 Collaboration  with  NGOs  on  climate  change  and  reducing  
carbon  emissions:    e.g.  The  Climate  Change  

  
Emphasizing  training  of  staff  
(19)      

 Training  staff  on  environmental  sustainability    

Table 18: Overview of findings for LVMH 
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energy requirements, as well as the production and transport of construction mater ials and 
any building waste produc  Campus Genevois de Haute 
Horlogerie 
crafts of fine watchmaking began in 2012 and is due to be completed by 2015. The Campus, 
which is planned to employ more than 900 people by 2020, incorporates a number of 
environmental innovations linked to energy saving in the building. Low-emission public 
transportation for students and employees has also been factored into this project . The 

rall investment in this project amounts to some CHF 100 million 
 80 (Richemont CSR Report, 2013) 

 

An explanation is given about the Green Handbook which is a guide towards constructing 

buildings in an environmental sustainable manner. After this explanation they give a solid 

example about the construction the Campus, to show that they are indeed working on an 

environmental sustainable future. 

Richemont also communicates the recent improvements, showing they are committed 

to environmental sustainable practices. Such as: 

absolute terms,  
(Richemont CSR Report, 2013)  

 

Emphasizing the engagement Richemont shows its 

consumers and other stakeholders how they are performing, based on environmental 

sustainability. Richemont clearly is proud to show the appraisal and the good scores in 

s and present this on their website. An example: 

79 % for disclosure (2012: 79 %) and level B for performance (2012: level C) CSR 
report, 2013) 

  
Another example: 

minds from non-
governmental organisations and the academic and accounting communities, Newsweek has ranked 

act. In this Green 
Rankings, Richemont ranked 33rd out of 500 of the w

 (www.richemont.com) 

 

Their shareholders also influence the way they report as they have put pressures on 

reporting more on CSR. In the CSR report of 2012, Richemont states:  
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It shows that shareholders request they want to see more reporting on CSR and 

therefore Richemont tries to satisfy them. To the shareholders specifically they also show that 

they are a well performing company based on sustainability by reporting the following:  

 March 2010, Richemont has been included in FTSE4Good, a global responsible investment 
(Richemont CSR report, 2012).  

 

In this way they are satisfying their investors by reassuring them they are investing in a global 

responsible company.  

An other way Richemont responds to pressures from stakeholders is by emphasizing 

the importance of training the employees. Such as: 

 CSR 
as well as 

the relevant stakeholder audiences, and focus our efforts on those areas. In particular, we have 
focused on the training of apprentices and employees in p roduction techniques and customer 
service; supply chain issues linked to precious materials; and environmental concerns in general. 

(Richemont CSR report, 2012) 

 

Response  by  Richemont     Findings  
Communicating  future  goals  
(52)  

 General  goals  :  reducing  environmental  impact  of  carbon  
intensity,  packaging  and  logistics  

 Specific  goals  per  brand  

Communicating  current  
improvements  (45)  

 Using  Global  Reporting  Initiative  (GRI)  guidelines  
     
 Using  FSC  certified  packaging  

Satisfying  investors  (18)    Responding  to  request  of  shareholders  

Emphasizing  the  engagement    
with  NGOs  (11)  

 Partnerships  with  NGOs  
 Appraisal  by  NGOs  

Emphasizing  training  of  staff  
(12)      

 Training  of  employees  in  production  techniques  

Table 19: Overview of findings for Richemont 
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    4.3 Comparison of the Cases 
 

The results based on the second coding set show the different kind of responses of the 

luxury firms. The differences and the similarities are described in the following paragraphs.  

 

Table  20  Results  of  the  cases  

 

  The responses that are most occurring are the firms communicating their future 

sustainable goals and communicating their current improvements. The luxury fashion brands 

show it on their websites, in their reports and in press releases. They mention all the 

improvements that they have achieved on environmental sustainability level. They also refer 

to certain future targets and goals to illustrate their concern for environmental sustainability. It 

also is noticeable that all three firms do this according the Global Reporting Initiative 

guidelines (GRI) and all mention that they use and aim at using only FSC certified paper and 

seem to communicate this as a response to the pressures and in defence of the critique by 

 

  A response that also stems from all three firms is to emphasize the engaging with 

Response  by  luxury  
fashion  firm  

Kering   LVMH   Richemont    

Communicating  future  
sustainability  goals  (191)  
  

(77  references)  
 

(62  references)   (52  references)  

Communicating  current  
improvements  (169)  
  

(71  references)  
  

(53  references)   (45  references)  

Emphasizing  the  engaging  
with  NGOs  (79)  
  

  (37  references)   (24  references)  
 
 

(18  references)  

Satisfying  investors  (46)  
  

  (29  references)  

  
  (6  references)   (11  references)  

Emphasizing  the  training  
staff  (39)  
  

  (8  references)   (19    references)  
 

(12  references)  
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NGOs. In certain cases this is a direct response to the criticism from NGOs such as Kering 

collaborating with IUCN. In other cases it is an indirect response to coercive pressures. The 

firms do this with the purpose to both demonstrate their positive results towards sustainability 

and to show their willingness to improve towards the stakeholders.  

 Another response by all three firms is reassuring investors by showing them that the 

firm is taking environmental sustainable measures. The fact that consumers demand 

sustainable products is an important matter for the shareholder as well, as they would like to 

see the firm performing effectively. All the three firms also mention that they are being 

recognized by ethical investment indexes, reassuring the shareholders that they are investing 

in an environmental sustainable firm. The firms reassure these stakeholders by referring to 

them directly when communicating the future goals of being sustainable. However a 

difference can be observed, Kering stands out from the results as the firm that responds most 

to their shareholders. In the letters to the shareholders there is a clear difference between the 

companies in the way they communicate their environmental sustainability practices directly 

to the shareholders. Kering puts more effort in presenting the environmental performances in 

these letters, whereas Richemont and LVMH do this in a less profound way. 

  Lastly, emphasizing of training the staff is a response that also is common for all three 

firms. It is a response as a defence towards coercive pressures from the stakeholders showing 

the stakeholders that they are working towards a long term commitment to sustainability. 

However, compared to LVMH and Richemont, Kering seems to invest less in training their 

staff. 

What clearly can be perceived when looking at the data, is that the responses of the 

three luxury firms are relatively the same. All three luxury fashion firms respond the most 

with communicating the future sustainability plans and communicating current improvements. 

However, there are also some differences. Kering seems to be more externally focused as they 
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put more effort in satisfying the shareholders. LVMH and Richemont are relatively more 

internally oriented as they put more emphasis in educating their staff on environmental 

sustainable practices. 

  

Results in a framework 

Putting the findings together from both the stakeholders and the firms, results in the 

following framework.  

 

    

  

  

  

  

  

  

     

F igure 4: F ramework of results 
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5 D ISC USSI O N   
 

This chapter will be the connecting section of the existing literature and the results. It 

will discuss these results by comparing them with the present literature. The contribution to 

the literature will be emphasized. The main aim of this study is to explore how coercive 

pressures affect the response of a luxury conglomerate towards environmental sustainability. 

The results show that there indeed is a link between the coercive pressures studied and the 

responses of the firms. Several interesting aspects arise from the results as well, this will be 

discussed in the following paragraphs.  

When looking at the pressures from the stakeholders from the perspective of Frooman 

(1999) and Sharma & Henriques (2004), it was expected that NGOs would not be of great 

influence since both parties, NGOs and firms, do not depend on each other. However, this 

study sheds a whole other light on NGOs, as the findings show they have a key position by 

influencing other stakeholders. The pressure of NGOs has a direct and an indirect impact on 

luxury conglomerates when it comes to environmental sustainability. The NGOs form a 

strong direct pressure as they confront the luxury firms with their poor practices. But the 

results show that NGOs also direct their attention to the public to raise awareness on this 

issue.  Therefore, NGOs should be considered as an essential stakeholder for firms in the 

luxury industry.  

  A point of discussion that emerges from the results, is a point of discourse. A 

discourse can be analysed in the sense of rhetoric persuasion. Rhetoric refers to the act of 

persuading people to feel a certain way or believe a particular idea/point by using carefully 

crafted words. It is the power of persuasion by using specific language. 

ability and the proficiency to influence the public by publishing reports with research and 

carefully selected facts. Their perspective of the truth can be perceived by the reader as an 

objective view on this matter due to the fact that these organizations are non-profit and/or 
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non-governmental. In their reports they directly point towards these brands and openly 

illustrate their condemnation of luxury brands on environmental sustainability. The NGOs 

clearly take a position of persuading the public to both being aware of the poor practices by 

these firms and to also take the same stand of disapproval towards these luxury firms. The 

discourse of NGOs is therefore an interesting topic of research. 

  The responses of the firms highlight another point discussed in the literature. Namely 

the discussion of interactive and determinant arguments considering the responses on 

institutional pressures (Gauthier, 2013). The three cases generally respond in the same way 

which would entail that there is a uniformity in the responses of the firms. However, this can 

be argued from a different perspective as well. Although the firms  responses in their 

documentation are comparable, the actual activities and measures they take are not all the 

same. Therefore, the responses can be considered to be in line with the interactive arguments. 

This also corresponds with the theory of Oliver (1999); the five different strategic responses 

to institutional pressures. Although the firms seem to take in the coercive pressures by 

responding the same way, the results show that the responses contain compromising and 

avoidance actions. For instance, the firms seem to respond on various points of criticism but 

none of the firms responds on the criticism based on the use of toxic chemicals. The NGOs 

base a lot of their criticism on this issue yet, the firms seem to avoid this subject. Also a 

degree of compromise can be distinguished on this matter, in the form of engaging with 

NGOs. Emphasizing the engagement with NGOs on other points of environmental sustainable 

practices, may be used as a compromise response.  

  Another point concerning pressure from the stakeholders, is that they may also be the 

indirect driver behind mimetic and normative actions. The criticism stemming from the NGOs 

for instance, pushing the firms to use FSC certified paper and wood that resulted in all three 

firms, adopting this practice. Considering the fact that the three conglomerates are 
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competitors, criticism from NGOs may be part of the mechanism that pushes firms towards 

competitive behaviour leading to mimetic actions. Normative actions can also be 

distinguished in this study. Namely, the training of staff and the partnerships with NGOs. 

These specific results in this study are perceived as a reaction to the criticism from the 

stakeholders. Thus, it can be seen as an indirect pressure towards education and collaboration 

between institutions. This highlights a different perspective to the theory of DiMaggio and 

Powell (1983) that is the relation of the three different pressures. It seems that the different 

isomorphic mechanisms are linked and that the pressures are interrelated. 

This study contributes to the research field because it highlights different new 

understandings as it explores responses of firms in an industry that is growing at a vast rate. 

These new insights can be building blocks to future research, this will be elaborated on in the 

last section.  
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6 C O N C L USI O N   
  

This study aims at identifying coercive pressures and responses of corporations in the 

luxury industry based on environmental sustainability specifically. Different perspectives are 

observed and explored in order to answer the research question. The findings generate 

particular interesting insights in the field of luxury and on the theory of coercive pressures. 

The results consequently indicate that coercive pressures as well as responses from firms in 

the luxury industry should be subject to further in-depth research. 

  The study reveals that the stakeholders in the form of NGOs, consumers and 

shareholders put pressure on the firms in the luxury industry in different ways. The impact of 

NGOs on this matter stands out. 

in the form of criticism towards luxury brands. However, they praise certain brands on their 

environmental practices as well, which enhances their integrity towards the public and puts 

pressure on the firms that are being criticized. Thus, NGOs have a remarkable role in this 

matter as they have a direct and indirect function of creating coercive pressure. The study also 

shows that luxury corporations respond to these pressures in various ways. The responses 

found in this study include: communicating future goals, communicating current 

improvements, emphasizing the engagement with NGOs, satisfying investors, emphasizing 

the training of staff. Although the responses are within these five categories, differences and 

similarities between the three cases can be perceived, such as the differences in external and 

internal orientation and the differences in type of measurements taken.  
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7 L I M I T A T I O NS A N D F U T U R E R ESE A R C H   
  

While this study provides interesting insights to the field of sustainability and the 

luxury industry, there are some weaknesses. As in any case of academic writing, this paper is 

not excluded from limitations. This also leads to insights and ideas for further research. 

First of all, conducting a content analysis is a very difficult method to get an objective 

view of reality. Although NVivo was used and the content that was analysed was from 

different perspectives, the interpretation of the author influences the outcome. The method 

was in this case suitable because the purpose of the study was to get more insight on this 

subject. Internal validity was gained by using the constant comparative method. Therefore 

these outcomes are valid and interesting.  However, validity could be enhanced by also using 

another method to support the outcomes. It is recommendable to use a mixed method in future 

research on this subject.  

Secondly, although this research did explore the coercive pressures from certain 

stakeholders firms towards environmental sustainable practices, another method such as 

quantitative analysis could also be appropriate in case of exploring coercive pressures from 

customers and shareholders. The content that is used in this study to explore the coercive 

pressures, only gives indirect results from the perspectives of customers and shareholders. 

These are mainly outcomes from previous research or surveys. For future research it might be 

practical to investigate the direct effect of pressure from these agents by using surveys and 

using a quantitative method, amplifying the results of this study. 

  This research was conducted by exploring the response of the large luxury 

conglomerates. A point for future research might be to study the impact of coercive pressures 

o It might also be interesting to compare the responses of large 

and small luxury firms building on both this research and the findings of Roger (2003) and 
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Bowen (2000) who discuss that firm size and the adoption of sustainability practices are 

positively related. Due to the fact that this study focuses on this particular niche of luxury 

conglomerates, it can be argued that the results are not generalizable. However, the study 

reveals interesting outcomes that might hold for other manufacturing industries as well.  

  Another point for further research, is exploring the relation between the three coercive 

mechanisms. This study denotes that coercive pressure might be connected to the other two 

isomorphic pressures as an underlying mechanism. Exploring these relations might lead 

provide more insights on the importance of certain stakeholders. 
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Appendices  
  

Appendix I :  Description of the cases 

  

  

  

  

  

  

  

  

  

  

  

  

  

  

  

  

  

  

  

  

  

  

  

  

  

  

  

  

K ering                                                                                                      

Kering is a French multinational luxury goods holding company, founded in 1963. The company 

was previously known as Pinault-Printemps-Redoute (PPR) and in June 2013 it was renamed 

Kering. François-Henri Pinault, the son of the businessman and the founder of the firm, currently 

runs the company. It was until 1999 that the Group started to invest in the luxury sector by 

acquiring 42% of Gucci Group NV. Over the years Kering has built a strong luxury identity by 

acquiring a collection of luxury brands. In 2012, the Group set up a list of targets to achieve by 

2016 concerning sustainability. The targets aim at improving and incorporating sustainability 

practices throughout the supply chain which includes design, sourcing, production, distribution 

and retail. 

Sources: www.kering.com and Kering annual report 2013 

Moët H ennessey Luis Vuitton (L V M H)       

LVMH or Moët Hennessey Luis Vuitton, is ranked as at the largest luxury conglomerate in the 

world. The firm of French origin, was founded in 1987 by Bernard Arnault, who still runs the 

ts, watches & jewellery, 

selective retailing, perfumes & cosmetics, and fashion & leather goods. The firm has a collection 

of 70 luxury brands which have stores all over the world. In 2011 LVMH started to work on the 

development of the LVMH Indicators for the Environment (LIFE) which is officially 

incorporated in 2014 to enhance the environmental sustainability in a strategic manner. They have 

identified 9 areas to focus on: eco-design, raw materials and supply chains, material traceability 

and compliance, supplier relations, reduction in greenhouse gases, environmentally-friendly 

manufacturing processes, product duration, customer information and protection of know-how 

and expertise relating to the environment. 

Sources: www.lvmh.com and LVMH annual report 2013 

  



56  
  

  

  

  

  

  

  

  

  

  

  

  

  

  

  

  

  

  

  

  

  

  

     

  

  

  

  

  

  

  

  

  

Richemont         

Compagnie Financière Richemont SA, also known as Richemont, is a publicly traded luxury 

goods holding company based in Switzerland. It was founded in1988 by the South African 

businessman Johann Rupert who currently still runs the firm. Richemont owns various 

luxury brands which fall under divisions such as jewellery and watches but also clothing and 

accessories. The company is considered to be the third-largest luxury goods conglomerate in 

the world. Richemont has implemented a CSR strategy to focus on sustainability. This 

strategy contains five pillars that the firm puts their focus on: Governance and Ethics, 

Sourcing, Richemont as an employer, Environment and Community investment 

 

Sources: www.richemont.com and Richemont annual report 2013 
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Appendix I I : List of the luxury brands of the conglomerates  

 

LVMH   Kering   Richemont  
Acqua  di  Parma  
BeneFit  Cosmetics  LLC  
Berluti  
Bulgari  
Céline  
Chaumet  
De  Beers  Diamond  Jewellers  
DFS  
Dior  
Donna  Karan  
EDUN  
Emilio  Pucci  
Fendi  
Fendi  Perfumes  
FRED  
Fresh  Inc.  
Givenchy  
Guerlain  
Hublot  
Kenzo  
Kenzo  Parfums  
Le  Bon  Marché  
Loewe  
Loro  Piana  
Louis  Vuitton  
Make  Up  For  Ever  
Marc  Jacobs  
Marc  Jacobs  Beauty  
Moynat  
Nicholas  Kirkwood  
NUDE  
Parfums  Christian  Dior  
Parfums  Givenchy  
Perfumes  Loewe  S.A.  
R.  M.  Williams  
Sephora  
TAG  Heuer  
Thomas  Pink  
Zenith  

Alexander  McQueen  
Balenciaga  
Bottega  Veneta  
Boucheron  
Brioni  
Christopher  Kane  
Dodo  
Girard-‐Perregaux  
Gucci  
JeanRichard  
McQ  
Pomellato  
Qeelin  
Saint  Laurent  
Sergio  Rossi  
Stella  McCartney  
Tomas  Maier  
Ulysse  Nardin  
  

A.Lange  &  Söhne  
Alfred  Dunhill  
Azzedine  Alaia  
Baume  &  Mercier  
Cartier  
Chloé  
Giampiero  Bodino  
IWC  
Jaeger-‐LeCoultre  
Lancel  
Montblanc  
Net-‐a-‐porter  
Officine  Panerai  
Peter  Millar  
Piaget  
Purdey  
Ralph  Lauren  
Roger  Dubuis  
Shanghai  Tang  
Vacheron  Constantin  
Van  Cleef  &  Arpels  

 

  


