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Can Glamour Go Green? Yes, but how?

Companies offering mass goods as well as companies who offer luxury goods are ad-
dressing their sustainability efforts in advertising through information that the products
are made from recycled material. But there is little research showing how information
about these sustainability aspects affect brand attitude and purchase intention. The ques-
tion about the way in which such information should be presented in advertising, whether
visually or textually, is unanswered as well. Our studies show that the integration of in-
formation about sustainability aspects has a positive impact on evaluations of luxury

products and that textual information is more effective than visual information.
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