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Abstract: This article aims to figure out how luxury brands survive and develop today when traditional business and sales 
models have become very inefficient. Also, more and more people and governments realize that sustainability is urgent 
and essential. Therefore, this report will do some research to study some luxury brands’ digital strategies and sustainable 
strategies. The research question is how to combine digital strategies and sustainable strategies to help luxury brands 
overcome the challenge and catch the chance of the external environment changes. This essay mainly studies eight luxury 
brands divided into two industries. One is the fashion industry containing Armani, Hermes, Louis Vuitton and Prada. 
Another one is the furniture industry, which contains Cassina, Moroso, Poltrona Frau, and Visionnaire. This research report 
will go through those brands’ official websites and look for other research papers to analyze the digital strategies and 
sustainability strategies of those luxury brands. The findings reveal that the luxury brands in the fashion industry perform 
better than the luxury brands in the furniture industry. Also, some digital strategies are kind of sustainable to some degree. 
Furthermore, sustainable strategies or implementations could be promoted by digital strategy.

Keywords: Combine digital strategy; Sustainable strategy; Luxury brands

Online publication: March 11, 2026

1. Introduction
With IT development, the real economy has shifted to the online economy, especially during the COVID-19 
pandemic. Many online-focused companies and brands have developed rapidly. Traditional brands and companies 
must consider digital strategies. This article will study the digital strategies of eight luxury brands, four in fashion 
and four in furniture [1]. Moreover, with social progress, more people realize the importance of sustainable 
development. This study will also cover how these eight luxury brands implement sustainable strategies in this 
situation. In many people’s minds, luxury, sustainable and electronic concepts conflict. However, sustainable 
development and the electronic market are increasingly important. Market history shows that poor response 
to external changes leads to market elimination, like Nokia. Therefore, it’s urgent to study how luxury brands 
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integrate sustainability into digital marketing. First, we’ll study the digital strategies of eight brands (Armani, 
Hermes, Louis Vuitton, Prada in fashion; Cassina, Moroso, Poltrona Frau, Visionnaire in furniture). Then, we’ll 
explore their sustainable strategies to find connections and combine digital and sustainable strategies.

2. Literature review
This report studies the digital strategy and sustainability strategy of luxury fashion brands and the digital strategy 
and sustainability strategy of luxury furniture brands. After research, it is found that both luxury fashion brands 
and luxury furniture brands have begun to implement digital strategy and sustainability strategy. However, there 
is no report studying the relationship between these two strategies. Therefore, this article will use content analysis 
to study the digital strategy and sustainability strategy of luxury fashion brands, and the digital strategy and 
sustainability strategy of luxury furniture brands. A summary analysis is conducted to find out the relationship 
between digital strategy and sustainability strategy. En (2023) noted that Prada has good digital marketing results 
in China, yet there’s room to improve in platform segmentation, differentiation and online-offline integration, 
which other luxury fashion brands also need to tackle in omnichannel [2–8].

2.1. Strategy 1: Content creation
Content creation is the core of digital marketing across various platforms and forms. Armani uses high-quality 
content to engage customers. Zhang (2023) said Hermes applies digital content marketing to balance tradition 
and modernity, and Martin Roll suggested it uses high-quality visuals and stories to keep its luxury image. Louis 
Vuitton publishes quality content on Instagram and Twitter, and uses influencers and celebrities to attract the 
youth. Prada uses well-edited clips and behind-the-scenes content on platforms. Overall, content creation is key to 
digital market success [9–22].

2.2. Strategy 2: Data analysis
Data analysis, especially with AI, is vital in the big-data era. Armani optimizes marketing by collecting and 
analyzing customer data. Hermes uses data to understand consumers, launches apps and virtual stores for the 
young, and adjusts strategies accordingly. Wang and Yu (2021) stated Louis Vuitton emphasizes data analysis 
in China. Prada integrates digital interaction, uses AI-driven analysis for customization, and analyzes sales and 
trends. In short, data analysis helps luxury brands understand customers and target groups.

2.3. Strategy 3: Social media engagement
Social media engagement, a growing advertising method, is important. Armani uses influencer partnerships. 
Hermes uses game mechanics to encourage social sharing. Louis Vuitton attracts the young on Twitter and 
Instagram and showcases products. Prada uses sentiment network mining. Luxury brands recognize social media’s 
significance and use tech for analysis. The social media strategy is similar to content creation [23–40].

2.4. Strategy 4: E-commerce
E-commerce is online selling, but it challenges luxury brands’ self-positioning. Armani adapted to e-commerce in the 
past decade. Hermes invests in mobile ads, redesigns the mobile experience, and ensures online-offline integration. 
Louis Vuitton explores e-commerce via innovation and online collaboration. Prada uses emerging tech like Metaverse 
and Web3. E-commerce is the most important omnichannel strategy as traditional sales decline [41–45].
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3. Digital strategy in the furniture industry
The digital strategy of luxury furniture brands differs from that of luxury fashion brands. This part will research 
four luxury furniture brands: Cassina, Moroso, Poltrona Frau and Visionnaire. 

3.1. Strategy 1: E-commerce expansion
E-commerce expansion is difficult in the furniture industry due to large product size, high transportation and return 
costs, especially for luxury brands. Cassina launched its e-commerce platform in 2022 for customers to buy iconic 
pieces. E-commerce trends may influence Moroso’s strategy. Poltrona Frau partners with Design Italy to address 
global e-commerce challenges and launches its platform. Visionnaire expanded into new markets and set up global 
flagship stores. Overall, luxury furniture brands are developing or launching their own platforms, except Poltrona 
Frau which collaborates externally for e-commerce [46–48].

3.2. Strategy 2: Social media engagement
Social media engagement is an essential digital strategy to attract people and boost brand awareness. Cassina 
localizes content for local audiences. Moroso shares high-quality images and videos of new designs and 
collaborations. Poltrona Frau collaborates with well-known figures to expand influence. Visionnaire uses high-
quality visuals, storytelling, interactive content and encourages customer photo sharing. Similar to the fashion 
industry, furniture brands use high-quality visuals, storytelling and user interaction to prompt photo sharing.

3.3. Strategy 3: Virtual showrooms/AR
To avoid secondary transportation due to high costs, some luxury furniture brands use VR/AR technology to 
enhance the online customer experience. Cassina integrated AR and VR tools for users to visualize furniture 
before purchase. Moroso had a similar strategy. Poltrona Frau uses QR code technology with AR/VR to let users 
intuitively see and feel furniture. In conclusion, AR/VR technology is important for the furniture industry and can 
also be applied to the fashion industry.

According to Nikolaou et al. (2021), Armani integrates circular economy and sustainability concepts; 
Bhawna, Kang, and Sharma’s report (2024) aims to reduce waste and extend product life for a circular economy. 
Additionally, learn from Hermès’ practices for sustainable luxury. Louis Vuitton reuses or recycles 93% of 
campaign and display materials, refurbishes about 500,000 bags annually, and 52% of its raw materials meet 
the standard. The Prada Group explores alternative processes and material sources, and emphasizes responsible 
packaging and disposal for a circular economy. In conclusion, the circular economy is an ideal state motivating 
luxury brands to strive for it [49–53].

3.4. Strategy 4: Supply chain transparency
Supply chain transparency is crucial for sustainable development as it ensures sustainable raw-material sources 
and fair wages for workers. An article overviews Armani’s sustainability commitment, including efforts to enhance 
supply-chain transparency. Pan (2024) studies Hermès’ sustainable and ethical sourcing; McGrath et al. (2021) 
explore transparency techniques for global supply chains including Hermès. Louis Vuitton enhances supply-chain 
traceability and ensures ethical practices. Prada integrates sustainability into its core strategy for environmental 
and ethical benefits [54–56].
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3.5. Strategy 5: Corporate social responsibility (CSR)
CSR requires companies to take responsibility for consumers, communities, and the environment besides creating 
profits. An Armani report focuses on three action areas including social-responsibility efforts. Hermès emphasizes 
social responsibility through various means and communicates its commitment to stakeholders. An article details 
LV’s CSR through collaboration with UNICEF and local communities. Some articles highlight the importance 
of embedding and communicating CSR values, and examine Prada’s communication of social-responsibility 
commitment. In conclusion, CSR is an important goal for all companies, especially luxury fashion brands [57].

4. Sustainability strategy in the furniture industry
4.1. Strategy 1: Circular design
Circular design is crucial for the furniture industry as traditional furniture harms the environment. For instance, 
Cassina collaborated with POLI.design to find key issues and develop sustainable solutions. Moroso’s “Design by 
Nature” project with Front uses 3D scanning to create furniture mimicking natural elements. Poltrona Frau takes a 
circular approach for durable, recyclable products. Visionnaire’s “Beauty” collection uses sustainable materials [58]. 

4.2. Strategy 2: Energy efficiency
The 2022 Cassina Sustainability Report details its commitment to reducing environmental impact, including 
energy-efficiency initiatives like optimizing production and using energy-saving technologies. Moroso studies 
biomass for sustainable energy; Poltrona Frau improves energy performance through production optimization and 
energy-saving tech; Visionnaire focuses on clean energy and energy-saving practices [59]. 

4.3. Strategy 3: Employee well-being
Cassina’s 2022 report shows its commitment to employee well-being, with initiatives on health, safety, and a 
supportive work environment. Moroso invests in employee learning and development. Poltrona Frau prioritizes 
employee health and safety, offers flexible work options, and invests in learning. Visionnaire focuses on employee 
health, safety, and work-life balance [35–40].

5. Conclusion
Whether it is the fashion industry or the furniture industry, e-commerce strategies are sometimes a sustainable 
development strategy. For example, the AR/V strategy in the furniture industry is to improve customer experience 
through AR/VR technology, better experience the product, and reduce the return rate after purchase; but by 
reducing returns, transportation consumption will be reduced and carbon emissions will be reduced. In addition, 
the brand’s sustainable development values ​​can be promoted through electronic platforms to attract more 
audiences.

Disclosure statement
The author declares no conflict of interest. 



142 Volume 9, Issue 2

References
[1]	 Ali F, Dawood A, Hussain A, et al., 2024, Fueling the Future: Biomass Applications for Green and Sustainable 

Energy. Clean Technologies and Environmental Policy, 2024(5): 156. 
[2]	 Armani Beauty à Hong-Kong, 2008, Cosmetique Hebdo.
[3]	 Armani Values, 2023, The Armani Group and Sustainability 2021 Sustainability Report Summary. 
[4]	 Giorgio Armani Released Brane New Armani/Values Website, 2022, Fashion.
[5]	 Arora A, Wang K, Zemmel R, et al., 2024, Power Forward: Five Make-or-Break Truths about Next-Gen E-Commerce. 

McKinsey & Company, https://www.mckinsey.com/capabilities/growth-marketing-and-sales/our-insights/power-
forward-five-make-or-break-truths-about-next-gen-e-commerce

[6]	 Bellotto M, 2022, Armani/Values Report. Lampoon Magazine, https://lampoonmagazine.com/article/2022/05/18/
armani-values/

[7]	 Bhawna B, Kang P, Sharma S, 2024, Bridging the Gap: A Systematic Analysis of Circular Economy, Supply Chain 
Management, and Digitization for Sustainability and Resilience. Operations Management Research, 2024(17): 1039–
1057. 

[8]	 Boogen N, Cattaneo C, Filippini M, et al., 2021, Energy Efficiency and the Role of Energy-Related Financial 
Literacy: Evidence from the European Residential Sector. Energy Efficiency, 2021(14): 88. 

[9]	 BPM Staff Writer, 2018, Augmented and Virtual Reality Feel Right at Home in Furniture Retail. Furniture Today, 
https://www.furnituretoday.com/technology/augmented-and-virtual-reality-feel-right-home-furniture-retail/

[10]	 Brambilla M, Badrizadeh H, Mohammadi N, et al., 2022, Analyzing Brand Awareness Strategies on Social Media in 
the Luxury Market: The Case of Italian Fashion on Instagram. Digital, 3(1): 1–17.  

[11]	 Branca G, Resciniti R, Babin B, 2024, Sustainable Packaging Design and the Consumer Perspective: A Systematic 
Literature Review. Italian Journal of Marketing, 2024: 77–111. 

[12]	 Branding Records, n.d., Cassina: From Market Analysis, Opportunities, and Executing Marketing Campaigns to 
Drive Sales and Growth, https://www.brandingrecords.com/post/cassina-from-market-analysis-opportunities-and-
executing-marketing-campaigns-to-drive-sales-and-growth

[13]	 Bruno D, Ferrara M, D’Alessandro F, et al., 2022, The Role of Design in the CE Transition of the Furniture Industry: 
The Case of the Italian Company Cassina. Sustainability, 14(15): 9168. 

[14]	 Buckley J, Feldman P, 2024, Effects of Channel Integration on the Omnichannel Customer Experience. Cogent 
Business & Management,  11(1): 2364841. 

[15]	 Camilleri M, 2017, Corporate Sustainability and Responsibility: Creating Value for Business, Society and the 
Environment. Asian Journal of Sustainability and Social Responsibility, 2017(2): 59–74. 

[16]	 Cassina, 2022, Cassina Presents its New Sustainability Report, https://www.cassina.com/ww/en/news/cassina-
journal/cassina-sustainability-report-2022.html

[17]	 Chen M, 2023, Luxury Brand Prada’s Digital Multinational Marketing Strategy in China. Highlights in Business, 
Economics and Management, 2023(13): 91–97. 

[18]	 COTW, 2023, Experience Poltrona Frau Furniture in a New Dimension with Augmented Reality: Made of Stories 
Campaign. Campaigns of the World, https://campaignsoftheworld.com/technology/experience-poltrona-frau-
furniture-in-a-new-dimension-with-augmented-reality-made-of-stories-campaign/

[19]	 Economy Magazine, 2023, Poltrona Frau: To the Challenge of Global Ecommerce with Design Italy. Design Italy, 
https://designitaly.com/blogs/press/poltrona-frau-to-the-challenge-of-global-ecommerce-with-design-italy

[20]	 Ettinger J, 2023, How Louis Vuitton Is Building a Sustainable Future, Even If Its Customers Aren’t Ready. The 



143 Volume 9, Issue 2

Ethos, https://the-ethos.co/louis-vuitton-sustainability-targets/
[21]	 Fatima T, Elbanna S, 2023, Corporate Social Responsibility (CSR) Implementation: A Review and a Research 

Agenda Towards an Integrative Framework. Journal of Business Ethics, 2023(183): 105–121. 
[22]	 Hermes, 2024, Eco-Design. Hermes Finance, https://finance.hermes.com/en/eco-design/
[23]	 Ikram A, 2024, Social Media Engagement via Effective Content Strategies. ContentDrips, https://contentdrips.com/

blog/2024/10/social-media-engagement-via-effective-content-strategies/
[24]	 Kagan E, 2021, Louis Vuitton Handbags and the Future of Sustainable Fashion. Sotheby’s, https://www.sothebys.

com/en/articles/louis-vuitton-handbags-and-the-future-of-sustainable-fashion
[25]	 Kelly E, Berkman L, Kubzansky L, et al., 2021, 7 Strategies to Improve Your Employees’ Health and Well-Being. 

Harvard Business Review, https://hbr.org/2021/10/7-strategies-to-improve-your-employees-health-and-well-being
[26]	 Kerviler G, Gentina E, Heuvinck N, 2021, Research: How to Position a Luxury Brand as Sustainable. Harvard 

Business Review, https://hbr.org/2021/09/research-how-to-position-a-luxury-brand-as-sustainable
[27]	 Lang K, 2022, The Prada Story: Ensuring the Brand’s Future by Creating Unified Customer Experiences. Forbes, 

https://www.forbes.com/sites/sprinklr/2022/01/21/the-prada-story-ensuring-the-brands-future-by-creating-unified-
customer-experiences/

[28]	 Lennon A, 2023, Working Towards a Greener Future with Cassina’s Moncloud Sofa. Architonic, https://www.
architonic.com/en/story/cassina-working-towards-a-greener-future-with-cassina-s-moncloud-sofa/20731091

[29]	 Louis Vuitton, 2022, Our Committed Journey 2022 Environmental Performance Report Objective of 100% by 2025. 
Louis Vuitton, https://www.louisvuitton.com/documents/sustainability/Sustainable_Development_Commitments-EN-
PROGRESS_REPORT-EMAILING-V5-050423-CB

[30]	 LVMH, 2023, Louis Vuitton 2023 Environmental and Social Responsibility Reports. LVMH, https://eu.louisvuitton.
com/eng-e1/magazine/articles/sustainabilityreport

[31]	 Marchese K, 2021, Visionnaire to Launch Nature-Infused Collections at Milan Design Week 2021. DesignWanted, 
https://designwanted.com/visionnaire-milan-design-week-september-2021/

[32]	 Marques T, 2023, Hermès and Sustainability: Paving the Way for Luxury Eco-Consciousness. OnlyAuthentics, 
https://onlyauthentics.com/blogs/www-onlyauthentics-com-blogs-exclusive-chanel-hermes-collections/hermes-and-
sustainability-paving-the-way-for-luxury-eco-consciousness

[33]	 Mbewe V, 2022, Interview: A Journey Through Time with Patrizia Moroso. ArchiExpo e-Magazine, https://emag.
archiexpo.com/interview-a-journey-through-time-with-patrizia-moroso/

[34]	 McGrath P, McCarthy L, Marshall D, et al., 2021, Tools and Technologies of Transparency in Sustainable Global 
Supply Chains. California Management Review, 64(1): 67–89, https://doi.org/10.1177/00081256211045993

[35]	 Mekonnen A, Larner L, 2021, Digital Marketing in Luxury Fashion: From Crisis to Strength. In: Ozuem W, Ranfagni 
S (eds), The Art of Digital Marketing for Fashion and Luxury Brands. Palgrave Macmillan, Cham.

[36]	 Morashti J, An Y, Jang H, 2022, A Systematic Literature Review of Sustainable Packaging in Supply Chain 
Management. Sustainability, 14(9): 4921.

[37]	 Nadel S, Mathews P, Liu B, 2020, Energy Efficiency: A Key Strategy for Meeting Energy and Climate Goals. Energy 
Efficiency, 2020(13): 1653–1662. 

[38]	 National Bureau of Economic Research, 2022, The Effect of E-commerce Expansion on Local Retail. NBER, https://
www.nber.org/digest/202208/effect-e-commerce-expansion-local-retail

[39]	 Nikolaou I, Jones N, Stefanakis A, 2021, Circular Economy and Sustainability: The Past, the Present and the Future 
Directions. Circular Economy and Sustainability, 2021(1): 1–20.  



144 Volume 9, Issue 2

[40]	 Pan X, 2024, Crafting Luxury Marketing Strategy: Strategic Integration of Sustainability and Market Leadership of 
Hermes. Proceedings of ICEMGD 2024. 

[41]	 Perry N, 2024, How Louis Vuitton Are Sourcing Responsibly with Suppliers. Procurement Magazine, https://
procurementmag.com/articles/how-louis-vuitton-are-sourcing-responsibly-with-suppliers

[42]	 Poltrona Frau, 2023, 2021 Sustainability Report. Poltrona Frau, https://www.poltronafrau.com/content/dam/ld/
poltronafrau/website/about/HOW-WE-DO-IT/sostenibilita/sustainability-report-23032023-en.pdf

[43]	 Poltrona Frau, 2024, Sustainability and Certifications. Poltrona Frau, https://www.poltronafrau.com/ww/en/about/
sustainability.html

[44]	 Prada Group, 2020, Prada Awarded Digital Strategic Reach at the Altagamma Digital Awards 2020. Prada Group, 
https://www.pradagroup.com/en/news-media/news-section/prada-altagamma-digital-awards-2020.html

[45]	 Prada Group, 2024, Sustainability for Planet: Circular Thinking. Prada Group, https://www.pradagroup.com/en/
sustainability/environment-csr/circular-thinking.html

[46]	 Socha M, 2000, Prada Group Forges Alliance with Alaia. WWD Women’s Wear Daily.
[47]	 Quinte I, 2020, Louis Vuitton: A Case Study Strategy for a Possible Brand Extension. Academia.edu.
[48]	 Redazione, 2019, Poltrona Frau Digital Restyling. IFDM, https://ifdm.design/2019/11/12/poltrona-frau-digital-

restyling/
[49]	 Redazione, 2022, Debut of the Cassina E-commerce Platform. IFDM, https://ifdm.design/2022/10/19/debut-of-the-

cassina-e-commerce-platform/
[50]	 Roshitsh K, 2021, What Will Sustainable Luxury Brands Look Like in 2030? WWD, https://wwd.com/sustainability/

business/sustainable-luxury-brands-gen-z-bain-co-report-1234775886/
[51]	 Schäfer N, 2023, Making Transparency Transparent: A Systematic Literature Review to Define and Frame Supply 

Chain Transparency in the Context of Sustainability. Management Review Quarterly, 2023(73): 579–604. 
[52]	 Su N, Singh M, 2023, Prada: Haute Couture in the Digital Era. Harvard Business Publishing.
[53]	 The Fashion Pact, 2022, A Guide to Inform Packaging Choices in the Fashion Industry. The Fashion Pact, https://

www.thefashionpact.org/wp-content/uploads/2024/03/the-fashion-pact-packaging-guide.pdf
[54]	 The ORG, 2024, Marketing and Communications. The Org, https://theorg.com/org/poltrona-frau/teams/marketing-

and-communications
[55]	 Thorpe H, 2024, Cassina’s Iconic Utrecht XL Armchair is Reimagined for the Open-Air. Architonic, https://www.

architonic.com/en/story/cassina-cassinas-iconic-utrecht-xl-armchair-is-reimagined-for-the-open-air/20761690
[56]	 Vidojevic B, 2024, 7 Furniture E-Commerce Trends for Success in 2024 + Expert Roundup. Cylindo Blog, https://

blog.cylindo.com/furniture-ecommerce-trends
[57]	 Wang R, 2023, Analysis of Marketing Strategies of Louis Vuitton Based on the Marketing Theory of 4Ps. 

Proceedings of the 2023 International Conference on Management Research and Economic Development. 
[58]	 Workhuman, 2024, How to Define and Implement an Employee Wellbeing Strategy. Workhuman Blog, https://www.

workhuman.com/blog/employee-wellbeing-strategy/
[59]	 Zhang J, 2022, The Analysis of the Marketing Strategy of Hermès and Accompanying Word of Mouth on Social 

Media. BCP Business & Management, 31(2022).

Publisher’s note

Bio-Byword Scientific Publishing remains neutral with regard to jurisdictional claims in published maps and institutional affiliations.


