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Abstract

Corporate communication of sustainability within the fashion industry operates in a sector
with high reputational exposure and increasing demands for environmental and social
accountability. Despite the growing volume of research, the field remains conceptually and
methodologically dispersed, with a predominant focus on discourse and limited empha-
sis on verification and structural integration. This study presents a systematic review of
80 peer-reviewed articles published between 2015 and 2025 in Scopus and Web of Science,
examining how sustainability communication in the fashion industry has been concep-
tualised, investigated, and operationalised across the literature. Following the PRISMA
protocol and employing a mixed-method approach combining bibliometric and content
analyses, four thematic lines were identified: (1) corporate communication and reputation;
(2) digital communication and social media; (3) CSR and sustainability; (4) transparency
and greenwashing. Keyword co-occurrence and conceptual clusters were mapped using
VOSviewer. Results reveal a predominance of content analysis, case studies, and corporate
narratives, with fewer quantitative and mixed-method designs. Research largely focuses
on discourse interpretation and credibility-building rather than on empirically verifying
sustainability commitments. Thematic developments indicate a shift from general CSR
frameworks toward transparency, digital traceability, and social media communication.
Key gaps persist in message authenticity, greenwashing evaluation, and communicating
public sustainability funds, including Next Generation EU programs. Overall, the review
portrays an expanding yet fragmented field in which sustainability communication op-
erates primarily as a reputational mechanism. Methodologically, the study combines a
PRISMA-guided systematic literature review with bibliometric mapping techniques to
support thematic synthesis and field contextualisation.

Keywords: corporate communication; sustainability; fashion industry; CSR; greenwashing;
transparency; ESG

1. Introduction
In recent years, corporate communication has acquired a central role in driving organi-

zations toward more sustainable models, becoming a strategic instrument for conveying
environmental, social, and governance commitments, as well as for strengthening corporate
legitimacy among stakeholders (Cornelissen, 2020; Joy et al., 2012; Jung & Jin, 2016). This
process has been particularly evident in sectors with high reputational exposure, such as the
fashion industry, where sustainability has evolved from being an added value to becoming a
structural pillar of the business and its public narrative (Han et al., 2017; Schultz et al., 2013).
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In this review, corporate communication constitutes the central analytical lens through
which sustainability-related concepts are examined. CSR and sustainability frameworks
provide the normative and strategic foundation of corporate commitments; ESG functions
as an operational and reporting-oriented extension of these commitments; transparency
represents the communicative mechanism through which sustainability claims are dis-
closed; corporate reputation emerges as a key outcome of these communication practices;
and greenwashing is understood as a critical ethical deviation that undermines credibility.
Rather than operating as isolated or competing constructs, these dimensions are analytically
complementary and interdependent, jointly shaping how sustainability is communicated,
perceived, and evaluated by stakeholders. This integrated articulation allows for a more
coherent and systemic analysis of sustainability communication in the fashion industry
(Molleda, 2010).

The emergence of new regulatory frameworks, growing pressure from informed con-
sumers, and the proliferation of institutional initiatives (such as the 2030 Agenda (United
Nations, 2015) and Environmental, Social and Governance (ESG) standards (European
Commission, 2023)) have contributed to a reconfiguration of communication in fashion, ori-
enting it toward transparency, accountability, and coherence between communication and
action (Hahn & Kühnen, 2013; KPMG, 2022; Lock & Schulz-Knappe, 2019; Ramírez Barredo
& Guerrero González-Valerio, 2024). Sustainability, as a business paradigm, has thus be-
come integrated into brand communication strategies as a key element of differentiation
and legitimacy.

Numerous studies have analyzed how fashion companies employ communication
to construct a sustainable identity, generate trust, and reinforce their reputational value
(Elkington, 1997; Luna-García et al., 2025; Quiles-Soler et al., 2023; Rienda et al., 2023). How-
ever, the literature warns that many of these initiatives present limitations in authenticity
and coherence, revealing tensions between declared sustainability and actual corporate
practices (Alonso-Mosquera et al., 2024; Carroll, 1999).

Within this context, the phenomenon of greenwashing (defined as misleading or
exaggerated communication of environmental achievements) has become a central line
of inquiry in research on ethics, transparency, and consumer perception (de Freitas Netto
et al., 2020; Delmas & Burbano, 2011; Silva et al., 2025; Wang & Jung, 2025).

The relationship between sustainability and corporate reputation has been extensively
explored. Several studies demonstrate that responsible and coherent communication can
generate sustainable competitive advantages, strengthen trust, and reduce reputational
risk (Fombrun & van Riel, 2004; Gálvez-Sánchez et al., 2024; Cuesta-Valiño et al., 2024).
Nevertheless, other works emphasize the importance of authenticity, as contemporary
audiences penalize inconsistent or weakly verified messages (SanMiguel et al., 2021). In
this sense, corporate communication must be understood not merely as a marketing tool,
but as an ethical and strategic management mechanism that aligns corporate purpose,
action, and public perception (Cristófol Rodríguez et al., 2021; Rahman et al., 2023).

At the discursive level, sustainable fashion has given rise to new communicative
approaches rooted in digital transparency, storytelling, and sustainability reporting as
means to connect with conscious consumers and establish long-term relationships (Dourado
et al., 2024; McNeill & Moore, 2015). These practices are also reflected in the growing body
of research on social media, which examines how online platforms amplify sustainability
messages while simultaneously exposing brands to constant public scrutiny (Guerrero
Segovia et al., 2025). This dynamic marks a shift from institutional communication toward
more participatory and bidirectional models, in which consumers, influencers, and digital
communities act as co-authors of sustainability narratives (Velasco-Molpeceres et al., 2023).
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Accordingly, the objective of this systematic literature review is not only to describe the
existing body of research, but also to advance a structured understanding of how sustain-
ability communication has been conceptualized, investigated, and operationalized in the
fashion industry. By mapping thematic trends, methodological approaches, and conceptual
gaps, this study contributes to the consolidation of the field and to the formulation of a
coherent future research agenda.

Although sustainability has become a central concern in the fashion industry, re-
search on corporate communication of sustainability remains conceptually fragmented
and methodologically uneven. Recent review-based studies indicate that research often
advances through partially disconnected streams—such as CSR and sustainability frame-
works, digital communication and social media, transparency and greenwashing concerns,
or reputational approaches—particularly in the analysis of sustainability communication in
fashion (Abbate et al., 2024; Braga et al., 2024). As a result, the field still lacks a consolidated
understanding of the mechanisms through which sustainability communication operates,
as well as of the methodological approaches used to study it.

Prior review-based work has also noted this dispersion and the predominance of
discourse-focused approaches, highlighting the need for more integrated analytical and
methodological perspectives (Delmas & Burbano, 2011; de Freitas Netto et al., 2020).

Building on this premise, this review aims to provide a comprehensive synthesis of
the field by describing the temporal and geographical evolution of research on corporate
communication and sustainability in the fashion industry during 2015–2025, identifying the
journals, authors, and institutions that lead scientific production, and examining the main
thematic trends and keyword co-occurrences that reveal recurrent conceptual axes and their
interrelations. The study also seeks to analyze the evolution of research approaches over
the last decade, summarize the main topics addressed and the conclusions drawn in the
reviewed works, identify the methodological strategies and research techniques employed
in the selected corpus, and detect the conceptual and methodological gaps that should
guide future lines of inquiry in sustainable communication within the fashion sector.

To address this gap and achieve these objectives, the study combines a PRISMA 2020-
guided systematic literature review with bibliometric mapping techniques, ensuring trans-
parency, replicability, and analytical rigor in the identification, selection, and synthesis of the
literature. The review therefore provides an evidence-based synthesis that supports theory
development and helps orient future research toward more verifiable and accountable
sustainability communication.

This review offers relevant contributions to multiple audiences. For academics, it pro-
vides an integrative synthesis of dispersed research streams and identifies theoretical and
methodological gaps. For managers and communication professionals, it highlights critical
challenges related to credibility, transparency, and reputational risk. For policymakers and
institutional actors, the findings underscore the importance of regulatory frameworks and
accountability mechanisms in sustainability communication, particularly in the context of
public funding and ESG.

The remainder of the article is structured as follows. Section 2 describes the methodol-
ogy and review protocol. Section 3 presents the results of the analysis. Section 4 discusses
the findings in relation to the existing literature and research objectives. Finally, Section 5
outlines the main conclusions, limitations, and implications for future research and practice.

2. Methodology
2.1. Study Design

This study conducts a systematic literature review aimed at identifying, analyzing, and
synthesizing scientific production on corporate communication and sustainability in the
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fashion industry published between 1 January 2015, and 31 July 2025. The selected period
was defined to examine the stage at which sustainability and transparency consolidated
their position as strategic pillars of corporate communication in fashion, coinciding with
the expansion of the Sustainable Development Goals (SDGs) and the rise of ESG policies
(Baena, 2024).

A systematic literature review (SLR) approach was selected because it provides a
transparent, replicable, and methodologically rigorous framework for synthesizing frag-
mented research fields. Given the conceptual dispersion and methodological heterogeneity
identified in studies on corporate sustainability communication in the fashion industry,
an SLR is particularly suitable for integrating diverse approaches, identifying convergent
and divergent themes, and detecting gaps that would not be visible through narrative or
scoping reviews, as highlighted in methodological literature on systematic reviews in the
social sciences (Codina, 2020).

In line with the systematic literature review approach, the study is guided by the
following overarching research question: How has sustainability communication in the
fashion industry been conceptualised, investigated, and operationalised in academic re-
search over the last decade?

To address this question, the review integrates bibliometric mapping to identify struc-
tural and thematic patterns in the literature, which are subsequently interpreted through
qualitative synthesis.

The review follows the methodological guidelines of the PRISMA 2020 model (Pre-
ferred Reporting Items for Systematic Reviews and Meta-Analyses), adapted to biblio-
graphic studies in the social sciences (Page et al., 2021). PRISMA 2020 was selected because
it provides a transparent, standardized, and replicable framework for conducting systematic
reviews (Moher et al., 2009). While the original PRISMA model is structured around four
core stages (identification, screening, eligibility, and inclusion), the protocol was adapted
in this study to the requirements of bibliometric and qualitative synthesis. Accordingly,
the PRISMA stages guided the overall workflow (record identification, duplicate removal,
eligibility assessment, and final inclusion), while the operational steps were organized into
four analytical phases described below.

Operationally, the workflow was organised into four analytical phases:

1. Definition of the search strategy and selection of databases;
2. Application of inclusion and exclusion criteria;
3. Cleaning, coding, and classification of records;
4. Descriptive, thematic, and comparative analysis of results.

2.2. Information Sources and Search Strategy

Data were retrieved from Scopus and Web of Science (WoS), two of the most widely
recognized databases due to their international scope and indexing reliability. Both Scopus
and Web of Science (WoS) were used to ensure comprehensive coverage of the scientific
output on corporate sustainability communication in fashion. Scopus offers broader journal
coverage in social sciences and communication, while WoS provides high-indexed publica-
tions particularly relevant for management and business research. Using both databases
improves the completeness, robustness, and representativeness of the final sample and
reduces the risk of database-specific bias, in line with methodological recommendations for
systematic reviews in the social sciences (Codina, 2020).

A combined search strategy using Boolean operators (see Table 1) was designed to
identify studies addressing corporate communication linked to sustainability, transparency,
or social responsibility in the fashion sector.
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Table 1. Search equations used.

Database Search Equation

Scopus

Years: 2015–2025
Source type: All
Fields: Title, abstract, and keywords
Equation: TITLE-ABS-KEY ((corporat * AND communication AND
(Sustainab * OR Environment * OR greenwashing)) OR CSR OR
“Corporate Social Responsibility” OR “Information Transparency”)
AND (fashion OR vogue) AND (brand OR Branding OR Enterprise
OR Firm OR Business OR Company OR Organisation OR
Corporation OR “Corporate Strategy” OR “Corporate Reputation”
OR “Business Strategy”)

Web of Science
Core Collection

Years: 2015–2025
Source type: All
Fields: Title, abstract, and keywords
Equation: TS = ((corporat * AND communication AND (Sustainab *
OR Environment * OR greenwashing)) OR CSR OR “Corporate
Social Responsibility” OR “Information Transparency”) AND TS =
(fashion OR vogue) AND TS = (brand OR Branding OR Enterprise
OR Firm OR Business OR Company OR Organisation OR
Corporation OR “Corporate Strategy” OR “Corporate Reputation”
OR “Business Strategy”)

Source: Authors’ own elaboration. * indicates the use of a wildcard to retrieve different word endings derived
from the same root.

To improve clarity and reproducibility, the search strings were structured into two
conceptual groups: (1) terms related to corporate sustainability communication (“corporate
communication”, “sustainability communication”, “CSR communication”, “ESG report-
ing”, “transparency”, “reputation”, “greenwashing”); (2) terms referring to the fashion
industry (“fashion”, “apparel”, “textile”, “clothing industry”). Searches were conducted by
combining the two groups with the Boolean operator AND in Scopus and WoS.

Although related concepts such as ethical fashion, sustainable branding, or trans-
parency discourse are relevant to sustainability in the fashion industry, the search strategy
was deliberately designed to focus on corporate communication as an explicit managerial
and strategic function. Consequently, these concepts were included when they were framed
within corporate-level communication, sustainability, CSR, or transparency narratives,
ensuring conceptual consistency while avoiding excessive thematic dispersion.

The final search was limited to 30 July 2025. Results were restricted to the last ten
years and to publications in English or Spanish to ensure the relevance and accessibility of
the texts. Scientific articles, academic reviews, book chapters, and conference papers were
included, provided they were indexed in Scopus or WoS and available in full text. Technical
reports and gray literature not subject to peer review were excluded.

2.3. Selection Process and Inclusion/Exclusion Criteria

The initial search yielded 386 records in Scopus and 420 in WoS, totaling 806 references.
After exporting to RefWorks and removing duplicates, 636 records remained. Consistent
with PRISMA 2020, duplicate records were removed immediately after the identification
stage and before applying eligibility criteria. The mention in the previous version suggesting
otherwise has been corrected to reflect the actual sequencing of the protocol.

In accordance with PRISMA standards, automatic database filters (year, subject area,
document type) were applied during the identification stage, while eligibility criteria requir-
ing conceptual validation were applied during screening after title, abstract, and full-text
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reading. This distinction clarifies the sequential separation between database filtering and
manual eligibility assessment.

The following inclusion criteria were then applied:

• Studies analyzing corporate communication, sustainability, or social responsibility in
the fashion sector;

• Publications in English or Spanish between 2015 and 2025;
• Availability of full text and sufficient bibliographic information (title, abstract, key-

words, DOI);
• Empirical, theoretical, or review studies addressing corporate communication or

sustainability from a business or sectoral perspective.

Studies were excluded if they:

• Do not belong to a field of communication or business management;
• Address sustainability from technological, textile engineering, or supply chain per-

spectives;
• Do not explicitly mention communication, transparency, reputation, or corporate

sustainability.

After manual review of titles and abstracts, 547 references were excluded, resulting in
a final corpus of 80 valid studies (see Figure 1).

Figure 1. PRISMA 2020 flow diagram applied to the search in Scopus and Web of Science (2015–2025).
Source: Authors’ own elaboration based on the PRISMA 2020 model. The complete list of references
included in the corpus is provided in Appendix A.

The excluded references (n = 547) mainly correspond to studies that, although they
contained some search terms, did not meet the thematic criteria of the analysis. First, studies
focused on sectors unrelated to fashion were removed (n = 12), along with those with a
predominantly technological or textile engineering approach (n = 32) and those oriented
toward supply chain management (n = 50), as they did not address communication or
sustainability from a corporate perspective. Lastly, the “other topic” category (n = 453)
includes publications whose subject matter is not directly related to corporate communi-
cation, transparency, or sustainable reputation in the fashion sector. Grey literature was
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excluded because this review focuses exclusively on peer-reviewed academic research to
ensure methodological rigor, comparability across studies, and alignment with PRISMA
recommendations for scientific reviews. Reports, theses, market analyses, and institu-
tional documents often lack standardized peer-review processes and would introduce
heterogeneity and potential bias into the sample (Petticrew & Roberts, 2006).

Given the objective of this study as a systematic mapping and synthesis of research
trends, no formal quality appraisal or exclusion based on methodological rigor was ap-
plied. This approach is consistent with systematic mapping reviews in the social sciences,
which aim to capture the breadth and diversity of scholarly production rather than to
evaluate effect sizes or causal relationships (Codina, 2018). Spanish-language studies were
retained due to their substantive relevance to the European and Spanish fashion industry
context, which represents a significant empirical and regulatory setting for sustainability
communication research.

2.4. Classification and Coding of Records

The final corpus was coded using a systematic protocol designed specifically for
this study in order to ensure the homogeneity and reliability of the information analysis.
Thirteen variables were grouped into four categories to characterize the bibliographic,
thematic, and methodological aspects of the included documents (see Table 2).

Table 2. Variables analyzed for the coding of the studies.

Categories Included Variables

1. Document characteristics Year, language, type, number of authors, country
of corresponding author.

2. Journal and impact Journal title; indexing (Scopus, WoS o ambas);
quartile (Q1–Q4); impact indicators (JCR/SJR).

3. Content and methodology

Keywords; thematic area
(communication, sustainability, CSR, fashion,
greenwashing, transparency); research design
(qualitative, quantitative, mixed, or bibliometric).

4. Citations and relevance Number of citations; main contribution (theoretical
or applied).

Source: Authors’ own elaboration.

The following sources were consulted to obtain and verify the data:

• The Scopus database and its corresponding impact index, the Scimago Journal &
Country Rank (SJR);

• The Web of Science database and its corresponding impact index, the Journal Citation
Reports (JCR);

• The Information Matrix for the Analysis of Journals (MIAR);
• The Integrated Classification of Scientific Journals (CIRC);
• The official websites of each journal.

The analysis was conducted on two complementary levels. First, a bibliometric-based
descriptive analysis was performed to examine the annual evolution of publications, the
most productive journals, the authors and institutions with the greatest presence, the
geographic distribution, the languages, and the types of documents. Second, a thematic
and trend analysis was carried out by processing keywords and abstracts to identify co-
occurrences and conceptual clusters using VOSviewer software (version 1.6.20). VOSviewer
was selected as a supporting analytical tool because it facilitates the visualisation of key-
word co-occurrence networks and thematic patterns within large corpora of literature. In
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this study, it was used to assist thematic exploration within the framework of a systematic
literature review, rather than to conduct a standalone bibliometric analysis. In line with
methodological literature on systematic and systematised reviews in the social sciences, bib-
liographic indicators may be incorporated as complementary support for thematic synthesis
and field contextualisation, without altering the core review-based design (Codina, 2020).

Although some of the variables included in Table 2 are commonly associated with bib-
liometric analyses, their use in this study responds to established methodological practices
in systematic literature reviews within the social sciences and communication research. As
noted in the literature on systematized and systematic reviews, bibliographic, authorship,
journal, and thematic indicators are frequently incorporated to contextualize the structure
of a research field and to support thematic synthesis, rather than to conduct standalone
bibliometric studies (Codina, 2020; López-Berna et al., 2011). Accordingly, the selected
variables (journal, authorship, country, keywords, and methodological design) were chosen
because they allow for identifying structural patterns, dominant thematic clusters, and
prevailing research approaches within the corpus. These parameters complement the quali-
tative synthesis of content and enable a more robust interpretation of how sustainability
communication research in fashion has evolved, without shifting the methodological focus
away from a systematic literature review.

Due to the heterogeneity of the reviewed studies (including conceptual, qualitative,
quantitative, and bibliometric designs), a standardized extraction table detailing study
aims, populations, and findings was not included, as such information would have lim-
ited comparability across the corpus. This approach prioritizes thematic synthesis and
methodological mapping, while acknowledging that more focused reviews may adopt
more granular extraction frameworks.

3. Results
The results presented in this section are descriptive and interpretative in nature. In

line with the objectives of a systematic literature review, the analysis focuses on identifying
patterns, thematic trends, and methodological approaches across the corpus, rather than
on examining causal or structural relationships, which fall beyond the scope of this study.
Nevertheless, the patterns identified provide a necessary foundation for future empirical re-
search aimed at exploring causal dynamics and structural relationships within sustainability
communication in the fashion industry.

3.1. Temporal Evolution and Geographic Distribution

The analyzed corpus comprises 80 studies published between 2015 and 2025, reflecting
a decade of scientific production focused on corporate communication and sustainability
in the fashion industry.

Temporal evolution (see Figure 2) reveals an upward trend, with modest publication
numbers at the beginning of the period and progressive growth in the most recent years.
Between 2015 and 2019, the number of publications remained low (between 1 and 5 studies
per year), whereas from 2020 onward a sustained increase is observed, reaching its peak
in 2024 with 20 publications (25%). In 2025, although the year is not yet complete (search
limited to July 2025), 16 studies (20%) have already been recorded, confirming the continued
and growing academic interest in the topic.

The geographic distribution (see Figure 3) shows a clear concentration of production in
specific countries. Spain stands out as the main center of research activity with 28 studies
(35%), followed by Italy (n = 8; 10%), the United Kingdom (n = 7; 8.8%), the United States
(n = 7; 8.8%), and Germany (n = 5; 6.3%). Other countries with a smaller yet relevant presence
include South Korea (n = 4; 5%), Portugal (n = 4; 5%), and China (n = 2; 2.5%), alongside
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more dispersed contributions across Northern Europe, the Americas, and the Asia–Pacific
region. This pattern confirms the predominance of Western Europe as the principal research
hub, with complementary contributions from emerging regions. It should also be noted that,
since some articles involve co-authorship between institutions from different countries, the
total number of national contributions may exceed the overall number of studies (n = 80), as
each national participation is counted individually.

Figure 2. Temporal evolution of publications. Source: Authors’ own elaboration.

Figure 3. Geographic distribution of publications. Source: Authors’ own elaboration.

Regarding the languages of publication, English is overwhelmingly predominant,
with 75 articles (93.8%), while only 5 (6.3%) were published in Spanish. This distribution
highlights the consolidation of English as the lingua franca of international scientific
dissemination, even in research focused on Spanish-speaking contexts, reflecting the need
for global visibility of scholarly results. Taken together, the data reveal:

• Sustained growth in academic production over the past decade;
• Geographic concentration in European and Anglo-Saxon countries;
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• The predominance of English as the language of scientific communication in the
analyzed field.

3.2. Publication Sources
3.2.1. Most Frequent Journals

The analysis of the corpus reveals a moderate concentration of scientific output in
a limited set of specialized journals, reflecting a thematic consolidation around commu-
nication and sustainability in the fashion industry (see Figure 4). For this analysis, only
journals with two or more publications within the corpus were considered, in order to
identify editorial channels with greater continuity and relevance in the field of study.

Figure 4. Journals with the highest number of publications. Source: Authors’ own elaboration.

Sustainability stands out as the journal with the highest number of contributions, with
six articles, followed by Corporate Communications: An International Journal and the
Journal of Fashion Marketing and Management, each with four publications. At a second
level, the Journal of Cleaner Production and the Social Responsibility Journal each include
three studies.

Subsequently, journals with two publications each include Corporate Social Responsi-
bility and Environmental Management, European Public and Social Innovation Review,
International Journal of Productivity and Performance Management, and the Journal of
Global Fashion Marketing, along with the editorial source IGI Global, which also hosts
relevant works in the field.

This distribution confirms the presence of a consolidated editorial core around sus-
tainability, corporate communication, and fashion marketing.

3.2.2. Characteristics and Impact of the Journals

The analyzed corpus consists of 80 studies published across 61 scientific journals, along
with six book chapters, one monograph, and two conference papers. Considering the overall
volume, the analysis focused on the nine journals with the highest number of publications,
which constitute the editorial core of the field (see Table 3). Together, these specialized
journals account for 28 articles (35% of the total corpus), evidencing a moderate thematic
concentration around journals dedicated to sustainability, corporate communication, and
fashion marketing.
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Table 3. Characteristics of the journals with the highest number of publications.

Journal No.
Articles Publisher Country Start

Year *
No.

Year Subject Language

Sustainability 6 MDPI Switzerland 2013 24
Environmental sciences;
Environmental studies;

Green & sustainable
science & technology

English

Corporate Communications 4 Emerald Group
Publishing Ltd. England 2020 4 Business English

Journal of Fashion Marketing
and Management 4 Emerald Group

Publishing Ltd. England 2018 4 Management; Business English

Journal of Cleaner Production 3 Elsevier Sci Ltd. USA 2004 30

Environmental sciences;
Engineering environmental;

Green & sustainable
science & Technology

English

Social Responsibility Journal 3 Emerald Group
Publishing Ltd. England 2020 4 Management English

Corporate Social Responsibility and
Environmental Management 2 Wiley England 2010 6

Environmental studies;
Management;

Business
English

European Public and Social
Innovation Review 2 Hisin Spain 2024 Sociology and

political science Spanish

International Journal of Productivity
and Performance Management 2 ESCI England 2020 8 Management English

Journal of Global Fashion Marketing 2 ESCI England 2020 4 Business English

Source: Authors’ own elaboration. * Start Year: year in which the journal began publication.

The most productive journals exhibit a marked international orientation, with a pre-
dominance of publishers based in England (66.7%), followed by Switzerland (11.1%) and
the United States (11.1%). This pattern confirms the centrality of the Anglo-Saxon aca-
demic sphere in scientific production on sustainability and corporate communication in the
fashion sector.

Regarding the language of publication, 88.9% of the journals in this core publish in En-
glish, while only 11.1% publish in Spanish. This predominance reinforces the international
projection of the works and the integration of the field into global scientific literature, while
highlighting the limited presence of Spanish-language journals in the areas of communica-
tion and sustainability.

It should also be noted that, although these journals concentrate the largest number of
articles on this topic, their contributions are not recent: the journal with the highest number
of articles began publishing on this subject in 2013, followed by others whose contributions
date from 2018 and 2020, respectively.

In terms of bibliometric quality, 77.7% of the core journals (7 out of 9) are positioned in
the Q1 and Q2 quartiles of the Journal Citation Reports (JCR 2024; Clarivate, 2024), while
the remaining 22.3% are distributed across Q3 and Q4 (SCI). The average Journal Citation
Indicator (JCI 2024; Clarivate, 2024) for the group is 1.00, with a range of 0.55–1.98, indicating
that most titles maintain a citation performance equal to or above the field average.

Regarding total citations (2024), the median is 4, and the maximum value reaches
368, reflecting the coexistence of high-impact journals with others of a more emerging or
specialized nature (see Table 4).

Beyond the impact indicators, the subject areas in which these journals are indexed
offer additional insight into how sustainability communication in fashion is framed at the
disciplinary level. Titles such as Sustainability and Journal of Cleaner Production anchor
the field in environmental sciences and green and sustainable technology, while Corporate
Communications and Journal of Global Fashion Marketing situate it within business
communication, marketing, and management. In contrast, journals with a primary focus on
media and communication studies remain comparatively less represented. This distribution
suggests that editors and reviewers in environmental and management-oriented outlets
have been more receptive to work on sustainability communication in fashion than journals
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strictly devoted to communication or cultural studies, reinforcing the hybrid positioning of
the field between sustainability, management, and marketing.

Table 4. Impact in journals with the highest number of publications.

Journal Quartile Impact
Factor

Impact Factor
Without Self-Citations

Total
Citations Rank Ranking

Sustainability Q3 3.3 2.9 283,527 67/103 Green & sustainable
science & technology

Corporate Communications Q2 3.3 2.6 1861 134/316 Business
Journal of Fashion Marketing and Management Q2 3.3 3 2554 134/316 Business

Journal of Cleaner Production Q1 10.0 9.3 368,259 12/103 Green & sustainable
science & technology

Social Responsibility Journal Q2 4.1 3.6 3354 126/420 Management
Corporate Social Responsibility

and Environmental Management Q1 9.1 7.6 15,559 15/316 Business

European Public and Social Innovation Review Q4 (SCI) 171 40 Sociology and
political science

International Journal of Productivity
and Performance Management Q2 3.5 3.1 4440 175/421 Management

Journal of Global Fashion Marketing Q1 5.5 4.8 1063 65/316 Business

Source: Authors’ own elaboration.

Table 4 reports journal-level bibliometric indicators for the nine core titles, as indexed
in JCR 2024 and related databases; the values refer to the overall journals, not only to
the 28 articles on sustainability communication in fashion included in this review. These
indicators are incorporated to contextualize the editorial landscape in which the field is
published and to identify the disciplinary positioning of the journals that shape research on
sustainability communication in fashion.

The average percentage of citable open access articles (% Citable OA) reaches 100%
across the Top 9, which demonstrates a strong commitment to accessibility and scientific
transparency. This result is consistent with the thematic focus of the field (the communica-
tion of sustainability and social responsibility) and reinforces the potential visibility and
dissemination of the studies analyzed.

Overall, the results allow for the identification of a specialized editorial core composed
of international journals in sustainability (Sustainability), communication (Corporate Com-
munications), marketing (Journal of Fashion Marketing and Management), and responsible
management (Corporate Social Responsibility and Environmental Management). This
group concentrates approximately one third of the reviewed studies and is characterized by
its predominance of English, high indexation (Q1–Q2), and strong open access orientation.

The remainder of the corpus, consisting of 61 additional journals, along with six book
chapters, one monograph, and two conference papers, broadens and complements the
landscape of scientific dissemination in the field. This diversity of sources confirms that
research on communication and sustainability in the fashion sector is disseminated through
a wide variety of academic channels, rather than being exclusively concentrated in high-
impact journals, reflecting a balanced distribution between specialized and interdisciplinary
publications.

3.3. Authors and Institutions

The analyzed corpus comprises 197 authors who signed the 80 studies included in
the review. This figure illustrates the breadth and diversity of contributors, reflecting the
collaborative and multidisciplinary nature that characterizes research on communication
and sustainability.

The frequency analysis of authorship made it possible to identify 19 authors with two
or more publications, representing approximately 9.6% of the total. Among them, Papasolo-
mou stands out as the most prolific author, with three articles, followed by 18 researchers
with two contributions each (see Table 5). This group represents the most stable core of
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scientific production within the analyzed period, evidencing the existence of consolidated
lines of research related to communication, sustainability, and the fashion sector.

Table 5. Authors with the highest number of publications.

Author No. of
Publications Institution Country

Papasolomou, I. 3 University of Nicosia, School of Business, Nicosia Cyprus
Castillo-Abdul, B. 2 Universidad Rey Juan Carlos, Dept. Comunicación y Sociología, Madrid Spain

Chong, J. H. 2 Xiamen Univ Malaysia, Sch Commun, Sepang Malaysia
Cuesta Valiño, P 2 Univ Alcala, Fac Econ Business & Tourism, Dept Econ & Business Management, Madrid Spain

Dourado, P. 2 Univ. do Porto, CITCEM, Porto Portugal
García-Henche, B. 2 Universidad de Alcalá, Economía y Dirección de Empresas, Guadalajara, Madrid Spain

Gutiérrez-Rodríguez, P. 2 Universidad de Alcalá, Economía y Dirección de Empresas, Guadalajara, Madrid Spain
Kim, S. 2 Seoul National University, Dept. of Textiles, Merchandising & Fashion Design, Seoul South Korea

Llovet, C 2 Univ. do Porto, CITCEM, Porto Portugal
López, R. M. 2 CEU Universities, Madrid Spain

Luna-García, A. 2 Universidad Rey Juan Carlos, Móstoles, Madrid Spain
Pérez-Curiel, C. 2 Universidad Complutense de Madrid, Facultad de Ciencias de la Información, Madrid Spain

Polaino, R. C. 2 Universidad Rey Juan Carlos, Móstoles Spain
Poveda-Pareja, E. 2 Universitat d’Alacant, Alicante Spain
Rienda-García, L. 2 Universitat d’Alacant, Alicante Spain

Romero-Rodríguez, L. M. 2 Universidad Rey Juan Carlos, Dept. Comunicación y Sociología, Madrid Spain
Ruiz-Fernandez, L. 2 Universitat d’Alacant, Alicante, Spain Spain

Thakker, A. M. 2 Heriot-Watt University, School of Textiles and Design, Edinburgh United Kingdom
Vrontis, D. 2 University of Applied Management Studies, Mannheim Germany

Source: Authors’ own elaboration.

When examining the authors–institution nationality relationship, the most productive
authors are primarily affiliated with Spanish universities, particularly Universidad Rey Juan
Carlos, Universidad de Alcalá, Universidad de Alicante, and Universidad Complutense de
Madrid, which together account for the highest number of recurrent authorships. Along-
side these institutions, international universities such as the University of Nicosia (Cyprus),
Universidade do Porto (Portugal), Seoul National University (South Korea), Heriot-Watt
University (United Kingdom), and the University of Applied Management Studies (Ger-
many) also stand out. This presence reinforces the international character of the corpus
and highlights the existence of an active scientific collaboration network between Europe
and Asia.

International co-authorships are likewise observed in several articles, especially those
that bring together researchers from Spanish universities with European or Asian institu-
tions, confirming a growing trend toward transnational cooperation and the development
of joint projects. This pattern suggests a moderately concentrated authorship structure,
supported by a small group of recurrent researchers who provide continuity to the field,
completed by a broad and diverse base of contributors that enriches its methodological and
geographical plurality.

Taken together, the results reveal a consolidated academic ecosystem in which Spanish
universities play a central role, complemented by growing international collaborations.

3.4. Thematic Analysis: Keywords and Conceptual Trends

The co-occurrence analysis of keywords, conducted with VOSviewer using the bib-
liographic file (.RIS) of the corpus (n = 80), allowed the identification of 24 interrelated
terms, distributed across three thematic clusters and connected by 261 links, with a total
link strength (TLS) of 973.

In VOSviewer, this indicator is not measured on a fixed scale but varies depending on
the size and density of the network. In this case, a value of 973 falls within the high range
for a network of 24 terms, indicating a strongly interconnected and conceptually cohesive
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structure. These results highlight the consolidation of the research field on sustainability
and communication in the fashion sector.

Table 6 presents the most frequent keywords, ordered by their number of occurrences
and percentage of the total. The terms Corporate Social Responsibility, Sustainability, Fash-
ion, and Fast Fashion stand out as the most prominent nodes, accompanied by Communica-
tion, Fashion Industry, Social Media, Greenwashing, Sustainable Fashion, and Consumption.
Taken together, these concepts configure a thematic network centered on sustainability
and social responsibility in the fashion sector, where communication, digital media, and
consumption patterns emerge as complementary dimensions of the academic discourse.

Table 6. Top 10 most frequent keywords.

Keyword Frequency Percentage

Corporate Social Responsibility (CSR) 46 6.4

Sustainability 33 4.6

Fashion 22 3

Fast Fashion 17 2.3

Communication 15 2.1

Fashion Industry 13 1.8

Social Media 12 1.6

Greenwashing 10 1.4

Sustainable Fashion 8 1.1

Consumption 8 1.1
Source: Authors’ own elaboration based on corpus data (n = 80). Frequency and percentage calculated over the
total number of identified keywords.

Figure 5 displays the keyword co-occurrence map generated with VOSviewer, where
the size of the nodes is proportional to the frequency of occurrence and the thickness of the
edges represents the strength of co-occurrence between terms. The three identified clusters
group together concepts with high semantic affinity, allowing the distinction of different
research foci within the field.

The three identified clusters are interpreted as follows:

• Cluster 1 (red). Business and communicative approach: this cluster includes terms
such as business, context, fashion brand, greenwashing, information, and transparency.
It defines the axis that links sustainability with business strategy and the management
of corporate discourse. The joint presence of fashion brand and transparency indicates
a concern with the communicative credibility of brands, while greenwashing refers
to the reputational risks derived from unverifiable communication. This approach is
represented in the corpus by studies such as Dourado et al. (2025), which analyze the
communicative challenges faced by brands in the field of sustainability.

• Cluster 2 (green). Operational and digital communication approach: this cluster brings
together fashion company, impact, Instagram, action, use, and insight. It is associated
with the practical dimension of sustainability communication, linked to the use of social
networks, consumer interaction, and the analysis of digital impact. It reflects the shift
in academic discourse toward the empirical examination of responsible communication
on platforms such as Instagram or LinkedIn, a trend also present in corpus studies such
as Luna-García et al. (2025), which focus on the social media strategies of sustainable
fashion brands in Spain.

• Cluster 3 (blue). Academic and institutional approach: this cluster comprises corpo-
rate social responsibility, CSR, stakeholder, design methodology approach, originality
value, and relationship. This block is more theoretical and methodological, consol-
idating CSR as the dominant conceptual framework in the academic literature on
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sustainable fashion. This cluster corresponds to the institutional and scientific dimen-
sion of the field, where relationships between business, stakeholders, and sustainability
are examined from an applied research perspective.

Overall, the thematic analysis confirms that the scientific discourse on sustainability
and communication in fashion is organized around three interdependent domains: busi-
ness and reputational strategy, digital communication and media impact, and theoretical
reflection on CSR and stakeholders. This convergence between theoretical and applied per-
spectives underscores the consolidation of the field and the maturity achieved by research
on communicated sustainability in the fashion sector.

Figure 5. Keyword co-occurrence map (24 items, 3 clusters). Different colors represent distinct thematic
clusters identified by VOSviewer. Source: Authors’ own elaboration based on VOSviewer analysis
(n = 80). Total Link Strength = 973.

3.5. Thematic Evolution and Emerging Research Foci

The longitudinal analysis of the corpus (n = 80) reveals continuity in the classic
Sustainability–CSR axis and, in parallel, the emergence of new foci associated with the
practices and challenges of the digital and reputational ecosystem of the fashion sector.

Based on the keyword co-occurrence analysis conducted with VOSviewer, the most
interconnected terms in the corpus were identified, allowing them to be grouped into
conceptual macro-themes according to their semantic proximity and frequency of occur-
rence. This systematization made it possible to synthesize the main research nuclei into
five representative areas of academic discourse: Corporate Social Responsibility (CSR),
Sustainability, Digital Communication and Social Media, Transparency, Reputation and
ESG, and Fashion/Fashion Industry. The values of each macro-theme were calculated from
the accumulated frequency of the terms associated within each group (see Table 7).

In the period 2015–2019, the discourse is predominantly anchored in Corporate Social
Responsibility (CSR) and Sustainability, with frequent references to Fast Fashion and Fash-
ion as industrial contexts. During this stage, academic discourse focuses primarily on the
environmental and social impacts of the textile production model, as well as on the concep-
tual framing of sustainability in fashion. Early approaches to Corporate Communication
are also detected, although still with a general and descriptive orientation. Overall, studies
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from this period aim to characterize the phenomenon and assess sustainability within the
value chain, with limited attention to digital communication or reputational dimensions.

Table 7. Evolution of conceptual macro-themes (2015–2025).

Macro-Theme 2015–2019 2020–2025 Trend Total

Corporate Social Responsibility (CSR) 7 22 ↑ Increasing 29

Sustainability 5 19 ↑ Increasing 24

Digital communication and social media 3 15 ↑ Increasing 18

Transparency, reputation and ESG 0 12 ↑ Emerging 12

Fashion/Fashion industry 6 10 ↑ Increasing 16
Source: Authors’ own elaboration based on the corpus of 80 studies (2015–2025). The macro-themes are derived
from the semantic grouping of the most frequent keywords identified using VOSviewer. The trend is calculated
based on the relative frequency for each period. ↑ indicates an increasing trend over time.

In the second period, 2020–2025, the centrality of the CSR–sustainability axis is main-
tained, but there is a thematic expansion toward the domains of Digital Communication
and Social Media and Transparency, Reputation and ESG. More recent studies incorporate
the analysis of social networks and the strategies used to legitimize sustainable discourse,
reflecting a growing concern with information verification and management of credibility
in digital environments.

The temporal evolution of the corpus keywords (see Figure 6) shows a sustained
increase in the terms CSR and Sustainability throughout 2015–2025, with a particularly
notable rise from 2020 onwards. In parallel, concepts such as Communication, Transparency,
ESG, and Greenwashing emerge progressively and gain prominence in more recent years,
reflecting a shift in academic interest toward sustainability communication and transparency
management. The terms Fashion and Fast Fashion maintain a stable presence as sectoral
contexts, while Instagram emerges as an indicator of the increasing scholarly interest in
digital environments and social media within sustainability research.

Figure 6. Temporal evolution of key concepts in the corpus (2015–2025). Source: Authors’ own
elaboration based on the keyword frequency analysis of the corpus (n = 80).

This evolution consolidates a discursive shift toward the assessment of communication
and its effect on corporate reputation. Evidence from the corpus shows a progressive tran-
sition from approaches centered on CSR and environmental sustainability to frameworks
in which transparency, digital communication, and corporate reputation acquire greater
relevance. This shift is driven by the consolidation of the sustainability discourse in the
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fashion sector and by companies’ growing need to demonstrate the authenticity of their
commitments. Consequently, academic interest has moved toward the analysis of communi-
cation strategies and the legitimation of sustainability, particularly in digital environments,
where it has become a key discursive and reputational axis within the corporate narrative
of fashion brands.

3.6. Synthesis of Thematic Lines and Main Conclusions of the Studies

The thematic synthesis of the corpus was developed from the joint analysis of titles,
abstracts, keywords, and the full reading of the 80 reviewed studies. This examination
made it possible to identify the domains, sectors, and approaches that attract the greatest
academic attention and structure the main contributions to the field.

The analysis of sectoral presence shows that research is primarily oriented toward
the study of fashion brands (33 mentions) and fast fashion (24), followed by the segments
of luxury (11), apparel (10), textile (8), and retail (8). The identification of specific brands
also derives from the detailed review of the texts, with Zara (6), Shein (6), H&M (4), and
Mango (4) standing out as the most frequently cited cases. These patterns indicate that the
literature focuses predominantly on brand-based models, where sustainability is addressed
as a strategic axis of positioning, particularly at the extremes of fast fashion and luxury.

This thematic analysis also enabled the synthesis of the predominant conceptual
orientations. The recurrence of terms such as sustainability, brand, communication, and
corporate social responsibility suggests that the literature interprets sustainability as a
strategic dimension embedded in corporate identity. The prominent presence of social
media, Instagram, and transparency reflects a growing interest in digital communication
and in credibility mechanisms associated with brands’ public exposure. Finally, terms such
as greenwashing and stakeholder reveal a persistent concern with reputational risks and
the need to strengthen accountability (see Figure 7).

Figure 7. Main thematic foci of the corpus based on the frequency of terms in titles, abstracts, and full
texts. Source: Authors’ own elaboration based on the relative frequency of thematic terms.
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These trends anticipate the four conceptual lines that structure the corpus: corporate
communication and reputation; digital communication and social media; corporate social
responsibility and sustainability; and transparency and greenwashing (see Table 8).

The results reflected in Table 8 confirm the predominance of communicative and strate-
gic approaches, followed by the social dimension and, to a lesser extent, the environmental
one. This distribution reinforces the idea that research on sustainability in fashion focuses
more on how companies communicate their sustainable policies and strategies than on the
technical implementation of environmental measures. From this comprehensive analysis,
the following main thematic lines were identified:

Table 8. Predominant thematic lines in the corpus (n = 80).

Thematic Line Associated Concepts No. of Articles Relative Weight

Corporate communication
and reputation

brand communication, CSR, legitimacy, reputation,
stakeholder relations, corporate identity 77 High

Digital communication
and social media

social media, Instagram, digital strategy, online
discourse, engagement, content analysis 71 High

Corporate social responsibility
and sustainability

sustainability, ESG, corporate reporting, business
models, circular economy, ethical fashion 64 Medium

Transparency and
greenwashing

transparency, disclosure, accountability, trust,
greenwashing, authenticity 51 Medium-low

Source: Authors’ own elaboration based on the analysis of titles and abstracts of the corpus (n = 80). The relative
weight indicates the comparative importance of each thematic line within the corpus, classified according to their
proportion of articles (high, medium, or medium-low).

3.6.1. Corporate Communication and Reputation

This line groups studies that examine how fashion companies integrate sustainabil-
ity into their corporate identity and build legitimacy through reputation-oriented and
responsibility-driven discourses. Works such as Lock and Schulz-Knappe (2019), Baena
(2024), and Gálvez-Sánchez et al. (2024) highlight the connection between responsible com-
munication, consumer trust, and reputational positioning. Likewise, more recent studies
(e.g., Reppmann et al., 2025) delve into consumer involvement in sustainable strategies,
showing that active participation reinforces perceptions of authentic commitment and
identification with the brand.

3.6.2. Digital Communication and Social Media

This block encompasses academic production that analyzes the role of social media as
key platforms for disseminating sustainability-related messages. A clear evolution can be
observed from the initial studies by Cristófol Rodríguez et al. (2021) and Velasco-Molpeceres
et al. (2023)—focused on Instagram as a platform for building legitimacy and credibility—to
more recent works that apply automated semantic analyses, such as those conducted by Villar
Cirujano et al. (2024) and Luna-García et al. (2025), which assess communicative effectiveness
and interaction sentiment. These studies confirm that visual narrative and emotional tone
are decisive elements in building a sustainable reputation in digital environments.

3.6.3. Corporate Social Responsibility and Sustainability

This line brings together studies that conceptualize sustainability as a strategic axis of
business management. Research such as Feng and Ngai (2020) or Thorisdottir and Johanns-
dottir (2020) provides a longitudinal view of the evolution of reporting and sustainable
business models, while more recent contributions—such as Garcia-Ortega et al. (2025) or
Arimany Serrat et al. (2025)—analyze the transition toward circular-economy-oriented
models and sufficiency-based consumption. Taken together, this line reveals the consoli-
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dation of the ESG approach in fashion, integrating social, environmental, and governance
responsibility into strategic management.

3.6.4. Transparency and Greenwashing

Whereas the third thematic line (Corporate Social Responsibility and Sustainability)
addresses sustainability as a strategic axis of business management, the fourth (Trans-
parency and Greenwashing) introduces an ethical and critical perspective centered on
transparency and the risks of overstated communication. It brings together studies that
address the ethical dilemmas of sustainable communication and the discursive strategies
associated with informational opacity. Studies by Hejlova et al. (2025), Richards (2021), and
Wang and Jung (2025) highlight the persistence of greenwashing and strategic silence as
recurrent practices, as well as the role of transparency and accountability as critical factors
for corporate credibility. In this line, Silva et al. (2025) and Tao and Ryan (2025) emphasize
the need for more robust verification frameworks to counteract overstated communication
and foster trust among stakeholders.

In coherence with the results obtained across the four identified thematic lines, Table 9
synthesizes the main representative studies of the corpus, organized according to their
thematic classification and showing the authors, titles, and journals in which they were
published.

The selection and categorization of the articles included in Table 9 were carried out
according to the main focus and the declared objectives of each study, identified through the
full reading of the texts and the analysis of their titles, abstracts, and keywords, taking into
account the approach and objectives stated in each case. This classification makes it possible
to visualize the correspondence between the topics addressed and the four conceptual
lines of the analysis (corporate communication and reputation; digital communication
and social media; corporate social responsibility and sustainability; and transparency and
greenwashing), ensuring thematic coherence and analytical validity of the review.

Taken together, the corpus reveals an expanding research field that combines orga-
nizational, communicative, social, and ethical perspectives, and that has evolved from
approaches centered on CSR (2015–2019) toward a growing interest in transparency, rep-
utation, and digital communication (2020–2025). These findings highlight an academic
consensus around the importance of authenticity, coherence, and accountability as guiding
principles of sustainable communication in contemporary fashion, thus consolidating a
rapidly expanding field of study. The results thus contribute to consolidating an updated
thematic map of research on sustainable communication in fashion, providing an empirical
basis for the development of future comparative and interdisciplinary studies in the field
of responsible corporate communication.

Within the reviewed literature, authenticity emerges as a central yet under-operationalised
concept in sustainability communication research. Consistent with prior research in cor-
porate communication and sustainability, authenticity can be understood as the degree of
coherence between communicated sustainability claims and verifiable corporate actions
(e.g., Molleda, 2010; Delmas & Burbano, 2011). Across the reviewed corpus, recurring dis-
cussions of authenticity tend to be associated with issues of coherence, disclosure practices,
and verification. Building on these recurring emphases, future research could operationalise
authenticity through indicators such as: (1) consistency over time between discourse and
practice; (2) transparency and completeness of disclosed information; (3) the presence of
third-party verification or certification mechanisms; (4) traceability of sustainability actions
across the value chain; (5) alignment between communicated narratives and measurable
performance indicators.
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Table 9. Representative authors, articles, and journals by thematic area.

Thematic Line Authors (Year) Article Title Journal

Lock and Schulz-Knappe (2019) Credible corporate social responsibility (CSR) communication predicts
legitimacy: Evidence from an experimental study Corporate Communications

Baena (2024) The shift from fast fashion to socially and sustainable fast fashion: The pivotal
role of ethical consideration of consumer intentions to purchase Zara

Corporate Social Responsibility and
Environmental Management

Gálvez-Sánchez et al. (2024)
Exploring the three-dimensional effect of corporate social responsibility on
brand equity, corporate reputation, and willingness to pay. A study of the
fashion industry

Journal of Retailing and Consumer Services

1. Corporate
communication
and reputation

Reppmann et al. (2025) Activating the sustainable consumer: The role of customer involvement in
corporate sustainability Journal of the Academy of Marketing Science

Cristófol Rodríguez et al. (2021) Sustainability communication as a sales and social change tool: Fast fashion vs.
slow fashion Revista de Comunicación de la SEECI

Velasco-Molpeceres et al. (2023) Slow Fashion as a Communication Strategy of Fashion Brands on Instagram Sustainability (Switzerland)

Villar Cirujano et al. (2024) Elements, chromatic tones and visual strategies of sustainable fashion brand
posts on Instagram Revista de Comunicación-Perú

2. Digital
communication

and social media

Luna-García et al. (2025) Sustainability and Fashion Brand Communication on Instagram: An analysis
beyond engagement Communication & Society-Spain

Feng and Ngai (2020) Doing more on the corporate sustainability front: A longitudinal analysis of
CSR reporting of global fashion companies Sustainability (Switzerland)

Thorisdottir and Johannsdottir (2020) Sustainability within fashion business models: A systematic literature review Sustainability (Switzerland)

Garcia-Ortega et al. (2025) Decoding business strategies toward sufficient consumption in the
fashion industry Journal of Fashion Marketing and Management

3. Corporate social
responsibility and

sustainability

Arimany Serrat et al. (2025) Fast fashion sector: Business models, supply chains, and European
sustainability standards Systems

Hejlova et al. (2025) Strategic silence in corporate communication concerning deadstock and
overstock in the fashion industry Corporate Communications

Silva et al. (2025) Greenwashing and the Preservation of Corporate Identity: A Study of ESG
Actions in Luxury Fashion Revista Brasileira de Marketing

Richards (2021) Rethinking value: “Radical transparency” in fashion Continnum: Journal of media and cultural studies

Tao and Ryan (2025) Washing Dirty Laundry: A Corpus Linguistic Analysis of Fashion Firms’
Webpage Sustainability Discourse International Journal of Business Communication

4. Transparency and
greenwashing

Wang and Jung (2025) The aftermath of greenwashing in the fashion industry: Chinese consumer
responses to different types of greenwashing Asia Pacific Journal of Marketing and Logistics

Source: Authors’ own elaboration based on the corpus of 80 articles analyzed (2015–2025).
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3.7. Methodologies and Research Approaches

This subsection contributes to addressing the review’s overarching research question
by summarising the methodological designs through which sustainability communication
in fashion has been conceptualised, investigated, and operationalized.

The methodological analysis was conducted through manual coding of the 80 studies in
the corpus, identifying the type of design declared by the authors in their methodological
sections (qualitative, quantitative, mixed, or bibliometric/systematic review approaches).
The methodological classification of the studies was based on the primary research design
and data collection methods explicitly stated by the authors. Studies were categorized as qual-
itative, quantitative, mixed-methods, or bibliometric/systematic reviews according to their
dominant analytical approach, ensuring consistency and comparability across the corpus.

The results show a predominance of qualitative approaches, present in 38 of the 80 ar-
ticles (47.5%), followed by quantitative approaches (23 studies; 28.7%). Mixed designs
account for 13 works (16.2%), while bibliometric or systematic review studies represent
6 cases (7.5%) of the total, as summarized in Table 10. This distribution confirms that
research on corporate communication and sustainability in fashion relies mainly on qualita-
tive approaches, oriented toward discourse analysis, case studies, and the interpretation
of corporate narratives, while quantitative, mixed, and bibliometric approaches, although
expanding, remain comparatively less common.

Table 10. Main methodological approaches and techniques in the corpus studies (2015–2025).

Methodological
Approach Techniques Used No. of

Studies Representative Examples

Qualitative
Content analysis of reports, websites,
and social media; case studies;
comparative analysis

38
Feng and Ngai (2020); Hejlova et al. (2025);
Martín López (2019); Richards (2021);
SanMiguel et al. (2021)

Quantitative Surveys; experiments; statistical models
(PLS-SEM, mediation analyses) 23

Childs et al. (2019); de Lenne and Vandenbosch
(2017); Gálvez-Sánchez et al. (2024);
Kim et al. (2020); Reck et al. (2022)

Mixed
Integration of content analysis with
surveys/interviews or
qualitative–quantitative designs

13
Castillo-Abdul et al. (2020); James and
Montgomery (2017); Mosca et al. (2018);
Velasco-Molpeceres et al. (2023)

Bibliometric/
Systematic review

Systematic review; co-occurrence
analysis; text mining; visualization
(VOSviewer)

6 Abbate et al. (2024); Braga et al. (2024);
Thorisdottir and Johannsdottir (2020)

Source: Authors’ own elaboration based on the coding of abstracts from the corpus (n = 80).

Within qualitative approaches, the studies predominantly combine content analysis,
case studies, comparisons between brands or countries, and exploratory or conceptual
approaches. Representative examples include Feng and Ngai (2020), who conduct a longitu-
dinal analysis of sustainability and CSR reports; Hejlova et al. (2025), focused on “strategic
silence” in corporate communication; Martín López (2019), who compares sustainability
communication in physical and online retail spaces; Richards (2021), who examines radical
transparency in fashion; and SanMiguel et al. (2021), who analyze sustainable communica-
tion on corporate websites and e-commerce. Taken together, these works use qualitative
analysis as an interpretive tool to identify discursive patterns, narrative frameworks, and
legitimization strategies.

Quantitative approaches represent 23 of the 80 studies in the corpus (28.7%) and show
significant growth from 2020 onwards. These works employ surveys, experimental designs,
and statistical models to examine the relationships between sustainability, reputation, pur-
chase intention, and consumer behavior. Among the most significant studies are Childs et al.
(2019), with a 2 × 2 experimental design on CSR campaigns; de Lenne and Vandenbosch
(2017), who analyze sustainable fashion purchase intention through surveys; Gálvez-Sánchez
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et al. (2024), who apply structural equation models (PLS-SEM); Kim et al. (2020), who study
the effects of informational transparency on brand evaluation; and Reck et al. (2022), who
examine the impact of transparency signals on the perception of corporate sustainability.

Mixed-methods designs are less frequent, accounting for 13 studies (16.3% of the
corpus). These investigations combine qualitative and quantitative techniques within a
single research structure. Examples include Castillo-Abdul et al. (2020), who conduct a
qualitative–quantitative analysis of market behavior around sustainable fashion; James and
Montgomery (2017), who study transparency in business models based on traceability using
combined methods; Mosca et al. (2018), who apply a mixed framework to sustainability
communication in Italian luxury brands; and Velasco-Molpeceres et al. (2023), who combine
content analysis on Instagram with interviews with fashion professionals. These works
connect the analysis of corporate discourse with audience responses, providing a more
comprehensive understanding of sustainable communication.

Finally, bibliometric and systematic review studies, present in 6 articles (7.5%), focus
on mapping the scientific production and conceptual trends in the field. Among the most
representative contributions are Abbate et al. (2024), who review sustainability trends
and gaps in the textile and fashion industries; Braga et al. (2024), who analyze sustain-
ability communication in marketing through bibliometric techniques; Thorisdottir and
Johannsdottir (2020), who conduct a systematic review on the integration of sustainability
into fashion business models; as well as other works that combine theoretical review and
bibliometric analysis to identify thematic clusters and emerging lines of research.

Regarding the sources of information employed, the analysis of the corpus shows
extensive use of corporate digital assets (websites, e-commerce platforms, sustainability or
ESG reports, and press rooms), present in 43 of the 80 studies (53.8%). Social media (mainly
Instagram, but also Facebook, TikTok, or X/Twitter) are used in 37 articles (46.3%), while
consumer-derived data (surveys, experiments, interviews, etc.) are featured in 41 works
(51.3%). These categories are not mutually exclusive: numerous studies combine several
sources within the same research design, so the percentages do not add up to 100%.

This combination of sources reflects the convergence between institutional communica-
tion and digital interaction, as well as the relevance of public perceptions in the evaluation
of corporate sustainability. Overall, the methodological landscape reveals a progressive di-
versification of approaches and the gradual incorporation of more sophisticated analytical
tools. Nevertheless, research on communication and sustainability in fashion still relies
predominantly on qualitative designs and descriptive studies, focused more on how com-
panies communicate than on what they communicate and with what degree of authenticity.
There thus remains a need for empirical, comparative, and longitudinal approaches, with
greater application of mixed methods that allow for the evaluation of the accuracy and
coherence of sustainable discourse in relation to actual practices.

Taken together, the results presented in this section respond directly to the objectives de-
fined in the Introduction. Firstly, the temporal and geographical analyses map the evolution
of research on corporate communication and sustainability in the fashion industry between
2015 and 2025, identifying patterns of growth, regional concentration, and institutional
leadership. Secondly, the examination of journals, authors, and institutions addresses the
objective of identifying the main publication outlets and research hubs that structure scien-
tific production in the field. Thirdly, the analysis of keyword co-occurrences and thematic
clusters fulfils the aim of revealing the dominant conceptual axes and their interrelations,
allowing the identification of four core thematic lines that organize the literature. In ad-
dition, the review of research designs, data sources, and analytical approaches addresses
the objective of examining the evolution of methodological strategies over the last decade.
Finally, the synthesis of thematic lines and representative studies enables the identification of
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conceptual and methodological gaps that inform future research directions in sustainability
communication within the fashion sector. Together, these results provide an integrated
empirical foundation for the Discussion section, where their theoretical implications and
practical relevance are examined in relation to the study’s overarching aims.

4. Discussion
The review of 80 studies shows that the area of corporate communication and sus-

tainability in fashion is in the process of consolidation, yet theoretical fragmentation and
limited empirical verification persist.

At a structural level, the data reveal a strong geographical and authorial concentration:
Spanish and European universities stand out for their high productivity, while Latin America
and Asia have a much more limited presence. The most frequent journals belong to the
fields of marketing, management, corporate ethics, and communication, following patterns
similar to those identified in previous reviews on sustainability in fashion (Abbate et al.,
2024; Braga et al., 2024; Rahman et al., 2023). This distribution reflects a field that develops
within consolidated disciplines but with limited interdisciplinarity, thus contributing to the
fragmentation detected in this work.

Although the literature consistently highlights the strategic role of sustainability com-
munication in the fashion industry, the results of this systematic literature review reveal a
persistent gap between communicated sustainability claims and their empirical verification.
Most studies focus on discourse analysis, corporate narratives, and reputational positioning,
while the actual sustainability practices of companies are rarely contrasted with independent
or external evidence. To address this gap, future research should move beyond discourse-
centred approaches and adopt mixed and triangulated methodological designs. Combining
content analysis of corporate communication with external performance indicators (such as
sustainability certifications, third-party audits, ESG ratings, regulatory compliance data, or
life-cycle assessments) would allow for a more robust empirical verification of corporate
claims. In addition, qualitative fieldwork, including interviews with sustainability man-
agers, suppliers, or institutional actors, as well as longitudinal case studies, could contribute
to assessing the coherence between sustainability narratives and operational practices.

Building on this gap between discourse and practice, the results further indicate that
sustainability has been integrated mainly as a reputational strategy (Lock & Schulz-Knappe,
2019; Baena, 2024; Gálvez-Sánchez et al., 2024), with strategic narratives often prevailing
over tangible verification, and brand practices seldom contrasted with public discourses.
This gap between discourse and action calls for moving beyond studies focused solely on
communication to complement them with dimensions such as credibility and coherence,
thereby fostering the development of broader and more participatory verification systems.

Moreover, the thematic evolution identified reinforces what has been observed in recent
studies: the transition from traditional CSR toward ESG models, digital traceability, and
transparency is undeniable, yet the pace at which research and actual practices develop
remains uneven. The growing weight of social media, especially Instagram, redefines
both the opportunities for legitimacy and the risk of falling into symbolic communication
or greenwashing (Cristófol Rodríguez et al., 2021; Velasco-Molpeceres et al., 2023; Villar
Cirujano et al., 2024). In light of these results, it is advisable that future research evaluate
the actual impact of digital communication on public perception and consumer behavior,
employing not only content analysis but also empirically grounded and longitudinal metrics.

Although the four thematic clusters are presented as distinct analytical categories, the
results of the review indicate that sustainability communication in the fashion industry
operates through structurally interconnected domains rather than isolated empirical realities.
Corporate communication and reputation are increasingly enacted through digital platforms,
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particularly social media, which function both as promotional channels and arenas of public
scrutiny. Similarly, CSR and sustainability frameworks intersect with transparency and
anti-greenwashing concerns, as the credibility of sustainability claims depends on disclosure
practices and accountability mechanisms. These intersections suggest that the identified
clusters represent complementary dimensions of a multidimensional communication system,
reinforcing the need for integrative analytical frameworks in future research.

Regarding corporate ethics, the prevalence of greenwashing and “strategic silence,” also
identified in previous studies (Delmas & Burbano, 2011; de Freitas Netto et al., 2020; Hejlova
et al., 2025; Wang & Jung, 2025), points to serious weaknesses in the communication system.
It is recommended that both the academic and institutional spheres promote regulatory
frameworks and independent methodologies to verify and audit sustainability-related
messages, particularly in the management and communication of European public funds.

In this regard, the analysis of communication concerning public funds and sustainability-
related subsidies acquires particular relevance, as it remains almost entirely absent from the
international literature. This gap has been previously noted in a specific study conducted
by the authors (Llácer-Falcón et al., in press), which revealed that fashion companies ben-
efiting from Next Generation EU funds display significant deficits in transparency and
visibility. Integrating this dimension into the discussion reinforces the need for regulatory
frameworks and independent methodologies that enable the auditing and independent
verification of corporate sustainability messages.

The limited visibility of public subsidies and sustainability-related funding identi-
fied in the reviewed literature cannot be attributed exclusively to deficiencies in corporate
communication practices. Rather, it appears to result from a combination of factors, in-
cluding corporate strategic choices, institutional visibility requirements, and regulatory
ambiguities regarding disclosure obligations. Evidence from this recent empirical research
on Next Generation EU beneficiaries in the fashion sector suggests that, while companies
are formally required to ensure visibility of public funding, institutional follow-up and
guidance regarding communication practices remain limited. The absence of systematic
monitoring mechanisms and the lack of practical communication guidelines adapted to
companies’ digital environments may partly explain the uneven implementation of visibility
requirements. This shared responsibility between companies and public administrations
should therefore be explicitly addressed in future research, particularly in the context of
European funding schemes, where transparency and public accountability are formally
mandated but unevenly operationalised.

Finally, the concentration on large global brands and the near absence of studies on
SMEs, local entrepreneurs, and alternative projects creates a significant bias that limits the
applicability of the results. It is essential to broaden the scope of analysis, encouraging
more contextualized and diverse research, particularly in Southern European countries
or in emerging fashion ecosystems. This absence is especially problematic in regions with
high industrial density, such as the Comunitat Valenciana, where recent studies highlight
the importance of analyzing sustainable communication in proximity-based ecosystems
(Llácer-Falcón et al., in press).

With regard to the generalisability of the findings, this review identifies trends that
reflect broader dynamics within the fashion industry, such as the growing centrality of
sustainability discourse, reputational management, and digital communication. However,
other patterns should be interpreted as context-specific, given the strong predominance
of European (particularly Spanish) studies and the frequent focus on large multinational
brands. This geographical concentration may be partially related to the more stringent reg-
ulatory environment and policy frameworks on sustainability, transparency, and corporate
accountability developed in Europe over the last decade, which have intensified both aca-
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demic and corporate attention to sustainability communication. Consequently, the findings
should be considered indicative rather than universally representative, highlighting the
need for future research in non-European contexts, small and medium-sized enterprises,
and emerging fashion ecosystems.

Overall, the findings presented in this systematic literature review address the objec-
tives set out in the introduction by mapping the temporal and geographical evolution of
research on sustainability communication in fashion, identifying the main journals, authors,
and institutions that shape the field, and revealing the thematic clusters that organise the
academic discourse. The analysis of methodological approaches clarifies how sustainability
communication has been empirically investigated, while the identification of conceptual
and empirical gaps highlights where current knowledge is still fragmented or underdevel-
oped. This integrative perspective provides a coherent framework for understanding how
sustainability communication has evolved within the fashion industry and for orienting
future research efforts toward the areas where evidence remains weakest.

From a theoretical perspective, and based on the synthesis of the empirical patterns
identified in the Results section, this review advances the literature by reframing sus-
tainability communication in the fashion industry as a multidimensional and interdepen-
dent system rather than as a set of isolated analytical domains. While prior research has
typically examined CSR, ESG reporting, transparency, reputation, or greenwashing sepa-
rately, the synthesis of results shows that these dimensions are structurally interconnected
within corporate communication strategies. This perspective refines existing knowledge by
demonstrating that sustainability communication operates simultaneously as a strategic
managerial resource, a reputational mechanism, and an ethical challenge under conditions
of heightened digital scrutiny. In doing so, the study extends previous work focused on
single dimensions by highlighting the need for integrative analytical frameworks capable
of capturing interactions between discourse, verification practices, stakeholder perceptions,
and accountability mechanisms.

Finally, the review identifies a theoretical imbalance in the field, where strong atten-
tion to transparency and greenwashing discourse has not been matched by equivalent
conceptual development of authenticity and coherence. By foregrounding these constructs,
the study contributes to theory building and points toward future research aimed at linking
communicated sustainability narratives with verifiable practices and governance structures.

As with any systematic review and bibliometric study, the findings of this research
should be interpreted in light of several limitations. First, the analysis is restricted to publica-
tions indexed in Scopus and Web of Science and to articles written in English or Spanish,
which may exclude relevant work published in other databases, languages, or regional
outlets. Second, the reliance on keyword-based search strategies and author-provided terms
may overlook studies that address sustainability communication in fashion using alternative
terminologies. Third, no formal quality appraisal of individual studies was conducted, as
the aim was to map and synthesise the breadth of scholarly production rather than to assess
effect sizes or causal relationships. Finally, the cross-sectional nature of the bibliometric
snapshot (2015–2025) does not fully capture how individual research trajectories evolve over
longer timeframes. These constraints are inherent to systematic mapping and bibliometric
approaches and have been widely acknowledged in the methodological literature on biblio-
metric knowledge mapping (e.g., Taques, 2025). However, they also point to opportunities
for more focused, quality-assessed reviews and comparative studies in the future.

In summary, the advancement of sustainable communication in fashion requires mov-
ing beyond the comfort zone of institutional narratives and addressing with rigor and
courage the challenges of verification, authenticity, and contextual diversity. Only in this
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way will the field consolidate its legitimacy and provide useful tools both for research and
for business management.

5. Research Gaps and Future Research Directions
The systematic synthesis conducted in this review reveals a set of persistent concep-

tual, methodological, and empirical gaps that delimit clear avenues for future research
on sustainability communication in the fashion industry. While the field has expanded
significantly over the last decade, the accumulated evidence indicates that research de-
velopment has been uneven and remains dominated by specific perspectives, actors, and
analytical approaches.

From a conceptual standpoint, the literature continues to treat key constructs—such as
corporate communication, CSR, ESG reporting, transparency, reputation, and greenwashing—
largely as separate analytical domains. Although recent studies acknowledge their inter-
connections, few works adopt integrated frameworks capable of capturing how these
dimensions interact simultaneously within corporate communication strategies. Future
research would benefit from advancing multidimensional and systemic models that ex-
plicitly link discourse, governance mechanisms, verification practices, and stakeholder
perceptions, thereby moving beyond fragmented or single-issue approaches.

At a methodological level, the predominance of qualitative and descriptive designs—
particularly discourse and content analyses—limits the explanatory depth of current re-
search. As identified in this review, causal, comparative, and longitudinal studies remain
scarce, as do mixed-methods approaches that combine qualitative insights with quantita-
tive indicators and digital metrics. Future investigations should prioritize methodological
triangulation, cross-analytical designs linking themes and research methods, and the use of
longitudinal data to assess how sustainability communication practices and their effects
evolve over time.

In terms of empirical scope, the literature remains strongly concentrated on large
multinational fashion brands and on a limited number of geographical contexts. SMEs,
independent designers, and local or regional fashion ecosystems—despite their relevance in
sustainability transitions—are systematically underrepresented. Expanding the empirical
focus to include these actors, as well as emerging markets and non-Western contexts,
would contribute to a more inclusive and representative understanding of sustainability
communication dynamics in the fashion industry.

A further gap concerns the verification and accountability dimension of sustainability
communication. Although transparency and greenwashing are widely discussed, relatively
few studies examine the mechanisms through which sustainability claims can be indepen-
dently verified or audited. Future research should explore the role of external certifications,
standardized indicators, and traceability technologies—such as blockchain or digital report-
ing tools—in strengthening the credibility and accountability of corporate sustainability
communication.

Finally, the review highlights the limited attention paid to the communication of public
subsidies and institutional funding, particularly within European regulatory frameworks.
Given the growing relevance of public support mechanisms for sustainability transitions,
this constitutes a promising line of inquiry. Future studies should examine how companies
communicate the reception and use of public funds, how visibility requirements are imple-
mented in digital environments, and how such communication contributes to legitimacy,
transparency, and public accountability.

Addressing these research gaps would allow sustainability communication in fashion
to evolve from a predominantly reputational resource toward a more robust mechanism of

https://doi.org/10.3390/admsci16020076

https://doi.org/10.3390/admsci16020076


Adm. Sci. 2026, 16, 76 27 of 34

accountability, coherence, and governance, thereby strengthening both theoretical develop-
ment and practical impact in the field.

6. Conclusions
This study makes three key contributions to the field. Conceptually, it clarifies how

corporate communication, CSR, ESG, transparency, reputation, and greenwashing form an
interconnected analytical system within sustainability discourse in fashion. Methodologi-
cally, it provides the first integrated synthesis combining PRISMA-guided screening with
bibliometric mapping, thus offering a structured overview of how the field has evolved.
Empirically, it organises a fragmented body of research into coherent thematic lines, iden-
tifying dominant patterns, gaps, and emerging trends that help define the current state
of knowledge.

The findings confirm the consolidation of sustainability communication as a strategic
domain in the fashion industry; however, significant conceptual and methodological gaps
still persist. The focus on large corporations continues to dominate, relegating SMEs and
local actors despite their essential role in the transition toward responsible models. Future
progress requires broadening the corporate and geographical spectrum of analysis, incorpo-
rating research applied to SMEs, independent designers, and emerging markets, in line with
the development of alternative models and the circular economy.

Although ESG criteria and CSR have evolved, verifiable transparency, accountabil-
ity, and the detection of greenwashing require deeper analytical engagement and new
comparative frameworks. A key pathway lies in the design of verifiable and auditable
indicators that allow for distinguishing between communicated and effectively practiced
sustainability, as well as in the integration of external certifications and technologies such
as blockchain to ensure traceability and transparency.

The predominance of qualitative and descriptive methods may limit research out-
comes. Thus, it is necessary to advance toward mixed and longitudinal methodologies,
expand experimental and comparative studies, and work with quantitative data, digital
metrics, and big data analysis to measure the real impact of sustainable communication on
perception and behavior, both among consumers and communication managers as well as
other stakeholders.

It is equally a priority to address the communication of public subsidies and European
funds, whose responsible visibility can contribute to legitimizing sectoral efforts and improv-
ing accountability to institutions and society. Strengthening applied analysis of websites and
social media, together with the use of technologies to evaluate traceability and authenticity,
would enable a more nuanced assessment of the degree of alignment between corporate
messages and the Sustainable Development Goals.

From a managerial and policy perspective, the findings underscore the need for com-
panies to strengthen verifiable communication practices, integrate ESG into communication
strategies, and proactively address risks associated with greenwashing. For practitioners,
the review highlights the value of transparency tools, traceability technologies, and coherent
reporting systems. For policymakers, especially in the European context, the study evi-
dences the need for clearer visibility requirements regarding public subsidies and stronger
accountability mechanisms to ensure the credibility of sustainability communication.

Overall, this systematic review indicates that sustainability communication in the
fashion industry still operates predominantly as a reputational mechanism rather than
as a verifiable accountability tool. This finding underscores the need for methodological
innovation, conceptual clarification, and stronger regulatory alignment to enhance trans-
parency, coherence, and credibility in corporate sustainability communication—particularly
regarding authenticity and public accountability.
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Building on the empirical, conceptual, and methodological gaps identified in the
Results and Discussion, future research should prioritise the development of verifiable
indicators and auditable methodologies, expand empirical studies on corporate discourse
and stakeholder perceptions, including analyses of causal and structural relationships,
incorporate traceability technologies to strengthen transparency, diversify geographical
and corporate contexts of study, and address the communication of public subsidies as a
key area for advancing accountability.

Only by advancing toward these challenges can sustainable communication in fashion
move beyond being a reputational resource to become a rigorous mechanism of trans-
parency, coherence, and corporate responsibility.
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