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It’s the details that matter: examining the sustainability 

communication of fast vs. slow fashion brands  

This paper examines how the detailedness of sustainable brand messages 

interacts with the perception of the brand as a fast or slow fashion brand to 

influence consumers’ perceptions of environmental friendliness and purchase 

intention. The hypotheses are derived from the theory of coordinated meaning 

management and tested in a 2x2 experiment. The results show that, in contrast to 

slow fashion brands, detailed sustainability messages in social media 

significantly increase the perceived eco-friendliness and purchase intention of 

fast fashion brands. This study contributes to the literature on sustainable brand 

communication by highlighting the moderating role of message detailedness in 

influencing consumer perceptions and purchase intentions. Practical implications 

suggest that detailed sustainability communication can change consumer 

perceptions. This offers strategic insights for brands seeking to improve their 

sustainability image and appeal to consumers. 


