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Objective: Analyze the evolution of
environmental rhetoric in Vogue U.S.
magazines (1960–2025).
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Objective: Analyze the evolution of
environmental rhetoric in Vogue U.S.
magazines (1960–2025).
Method: Mixed-methods design:
Quantitative (binary monthly
presence) + Qualitative (thematic
analysis).
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Key Findings: 
Decline of  ‘environment’ presence
Narrative evolution

Altering why we consume,
never that we consume



1. The Role of Media

Introduction
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Architect of social reality (Lippmann 1922)
Actively constructs meaning, taste, norms, lifestyles

Environmental Discourse:
Framing of nature (Hansen 2010)

Crisis, economic oppurtunity, moral failing 



1. The Role of Media

Introduction

2. Fashion and Lifestyle
Magazines
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Intersection of influence and impact
Constructors of meaning 
Promotional platforms for one of the largest polluting industries

Environmont framed as a commodity
Buy



1. The Role of Media 3. Vogue U.S.

Introduction
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2. Fashion and Lifestyle
Magazines

Massive reach (Vogue U.S. 2025)
10.8 million print readers
12 million digital users
57 million social media followers

Influential voice on consumption
Commercial platform, not scientific journal

Insight on how the industry can take urgent crises, strip it of imminant
danger, and repackage it as a lifestyle and fashion accessory
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0201
How has environmental rhetoric and messaging evolved in Vogue

U.S. magazines from 1960-2025? And in what ways has the
magazine linked environmental concern to consumer behavior?
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Term Selection:

“Environment”



Research Question
Franklin University Switzerland Thesis Defense Presentation

Term Selection:

“Environment”
Includes: “environmental,” “environmentally,”

“environmentalist,” “environmentalism,”
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Term Selection:

“Environment”
Manual verification:

Valid: any usage of the root term ‘environment’ that
explicitly referred to the natural, ecological, or physical
world external to human construction
Invalid: Work, home, social, etc. environment



Quantitative Research

Franklin University Switzerland Thesis Defense Presentation



Methods
Franklin University Switzerland Thesis Defense Presentation

02

Database: Vogue U.S. digital archives (Condé Nast)   
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Database: Vogue U.S. digital archives (Condé Nast)   

Collection: Tracked of every valid mention, date,
category – manual validation needed
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02

Database: Vogue U.S. digital archives (Condé Nast)   

Collection: Tracked of every valid mention, date,
category – manual validation needed

Metric Count/Value

Total Issues Analyzed

Raw Search Hits

Valid Entries

Data Retention Rate

887

3794

582

15.3%



Methods
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Metric: Normalized Monthly Presence (NMP)
Binary scoring (0-1) per month 

Calculation: Proportion of months per year with
presence

Analysis: 
(1) Annual normalized presence of “environment”
(2) 5-year moving average
(3) Outlier analysis

Franklin University Switzerland Thesis Defense Presentation



Methods

02

Metric: Normalized Monthly Presence (NMP)
Binary scoring (0-1) per month 

Calculation: Proportion of months per year with
presence

Analysis: 
(1) Annual normalized presence of “environment”
(2) 5-year moving average
(3) Outlier analysis

Franklin University Switzerland Thesis Defense Presentation



Results
Franklin University Switzerland Thesis Defense Presentation

Quantitative: 5-Year Moving Average of NMP
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Quantitative: NMP of “Environment” Mentions



Quantitative implications:

Environmental concern in Vogue is treated as a trend cycle, not sustained ethical
commitment 

Deeper sociological issue explored in Anthony Downs’s “Up and Down with
Ecology: The Issue-Attention Cycle" (1972)
Vogue does not drive the conversation, but it spins the discourse into a
profitable opportunity and follows larger trends
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Results & Discussion



Quantitative implications:

Environmental concern in Vogue is treated as a trend cycle, not sustained ethical
commitment
Silence of language

Disappearance of the word “environment” by 2025 signals a rebranding of
rhetoric for ecological crises – disappearence in the creation of meaning for the
environment
Replacment with more narrow, culturally-relevant terms 
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Results & Discussion



Quantitative implications:

Environmental concern in Vogue is treated as a trend cycle, not sustained ethical
commitment
Silence of language
Selective separation of audience with Vogue business platform 

Released in 2019
Business to business platfrom 
Intentional divergence of audience
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Results & Discussion



Qualitative Research
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Methods
1.Kept track of all quotes of valid entries and

surrounding text and context as needed
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Methods
1.Kept track of all quotes of valid entries and

surrounding text and context as needed

2.Method: Thematic Analysis of validated texts
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Themes

Lifestyle

Threat

Victim



Methods

Themes

Lifestyle

Threat

Victim

How to consume

Identity 

Protection

Solution

1.Kept track of all quotes of valid entries and
surrounding text and context as needed

2.Method: Thematic Analysis of validated texts
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Results & Discussion

Lifestyle

84%

33%

19%

29%

26%

15%

Threat Victim

13% 3%

22%

8%73%

Decade

1960-1969

1970-1979

1980-1989

Franklin University Switzerland Thesis Defense Presentation

Qualitative

2000-2009

2010-2020

2020-2025

28%

50%

58%

1990-1999 24%

45%

48%

21%

16%

10% 75%
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Results
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Quantitative: NMP of “Environment” Mentions with Thematic Trends

Lifestyle Threat Victim
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Qualitative implications:

Narrative switching as a profitable tool 
Illusion of progress

Tone changes, outcome remains the same
Awareness ≠action



Conclusion
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Core Identity: Vogue is a commercial
enterprise, not an environmental
journal
Contained Discourse: Non linear
coverage, strategic silence, intentional
audience targeting
Illusion of progress: Tone and reasons
to buy evolves, buy never challenged



Conclusion
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By-buying the environment, we do
not save the planet, we mask and
damage it more.
By buying the environment, the only
thing we truly purchase is the illusion
that the world can be saved without
changing the way we live. 



Thank you!
Any Questions?



List of References
Adlerstein VM. 1986. Sun Spots: South Pacific. Vogue. 316-320.
Alleman R. 1977. California: The Riviera in Our Own Backyard. Vogue. 210-221.
Baum LM. 2012. It’s Not Easy Being Green … Or Is It? A Content Analysis of Environmental Claims in Magazine Advertisements from the United States and United Kingdom. Environmental Communication, 6(4), 423–440.
https://doi.org/10.1080/17524032.2012.724022
Carson R. 1962. Silent Spring. London: Penguin Books.
Charles P. 2010. Royal Green. Vogue. 219-225.
Chun E. 1992. Vogue October Article. 118-121.
Claudio L. 2007. Waste Couture: Environmental Impact of the Clothing Industry. Environmental Health Perspectives, 115(9), A448–A454. http://www.jstor.org/stable/4626880
Condé Nast. 1892–2025. Vogue USA archive. New York (NY): Condé Nast. https://archive.vogue.com
Crawford A. 1989. Planet Stricken. Vogue. 710-724.
Delmas MA, Burbano VC. 2011. The Drivers of Greenwashing. California Management Review, 54(1), 64-87. https://doi.org/10.1525/cmr.2011.54.1.64
Dobie K. 1990. Growing Up with Violence. Vogue. 310-311.
Downs A. 1972. Up and down with ecology: The “issue-attention cycle”. The Public Interest. 28:38–50.
Elgort A. 1975. Beauty with a conscience. Vogue. 278-279.
Elgort A. 1979. Beauty now: the difference is care. Vogue. 302-384
Arden E. 1970. Advertisement. Vogue. 231-232
A new textiles economy: Redesigning fashion’s future. 2017. Cowes (UK): Ellen MacArthur Foundation. https://www.ellenmacarthurfoundation.org/topics/fashion/overview
Entman RM. 1993. Framing: Toward clarification of a fractured paradigm. Journal of Communication. 43(4):51–58. https://doi.org/10.1111/j.1460-2466.1993.tb01304.x
 Fletcher K. 2008. Sustainable Fashion and Textiles: Design Journeys (1st ed.). Routledge. 12-180 https://doi.org/10.4324/9781849772778
Giddens A. 2015. The politics of climate change. Policy & Politics, 43(2), 155-162. https://doi.org/10.1332/030557315X14290856538163
Gill B. 1982. The Incredible Mrs. Astor. Vogue. 196-201.
Armani G. 2001. Vogue advertisement. 70-72.
Goodman T. 2009. Style Ethics. Vogue. 68.
Hall S, Hobson D, Lowe A,  Willis P. (Eds.). 1980. Culture, Media, Language: Working Papers in Cultural Studies, 1972-79 (1st ed.). Routledge. https://doi.org/10.4324/9780203381182
Hansen A. 2018. Environment, Media and Communication (2nd ed.). Routledge. https://doi.org/10.4324/9781315625317
Hansen A, Machin D. 2013. Media and communication research methods. London (UK): Red Globe Press. https://doi.org/10.1007/978-1-137-27225-6
Hays SP. 1987. Beauty, Health, and Permanence: Environmental Politics in the United States, 1955–1985. Studies in Environment and History. Cambridge University Press.  https://doi.org/10.1017/CBO9780511664106
Rubinstein H. 1976. Vogue. 89.
Holt E. 2015. Dress Code: Reform School. Vogue. 146-148
Hotel Rose Hall 1974. Vogue advertisement. 159.
Igini M. 2023. Aug 21. 10 concerning fast fashion waste statistics. Earth.org. https://earth.org/statistics-about-fast-fashion-waste/
International Fur Federation 2018. Vogue.
Johnston J. 2007. The citizen-consumer hybrid: ideological tensions and the case of Whole Foods Market. Theor Soc 37, 229–270. https://doi.org/10.1007/s11186-007-9058-5

https://doi.org/10.1080/17524032.2012.724022
http://www.jstor.org/stable/4626880
https://archive.vogue.com/
https://doi.org/10.1525/cmr.2011.54.1.64
https://www.ellenmacarthurfoundation.org/topics/fashion/overview
https://doi.org/10.1111/j.1460-2466.1993.tb01304.x


List of References
Jones KB. 2020. American Vogue and Sustainable Fashion (1990–2015): A Multimodal Critical Discourse Analysis. Clothing and Textiles Research Journal, 38(2), 104-118. https://doi.org/10.1177/0887302X19881508
King 1982. Beauty USA: Wind. Vogue. 321
Kopnina H. 2007. The World According to Vogue: The Role of Culture(s) in International Fashion Magazines. Dialect Anthropol 31, 363–381. https://doi.org/10.1007/s10624-007-9030-9
Krause-Wahl A. 2015. American Fashion and European Art—Alexander Liberman and the Politics of Taste in “Vogue” of the 1950s. Journal of Design History, 28(1), 67–82. http://www.jstor.org/stable/43831591
Leggett C. 1990. Natural Selection. Vogue. 470-488.
Lester L. 2010. Media and environment: Conflict, politics and the news. Cambridge (UK): Polity Press.
Lischinsky A. 2015. What Is the Environment Doing in My Report? Analyzing the Environment-as-Stakeholder Thesis through Corpus Linguistics. Environmental Communication, 9(4), 539–559.
https://doi.org/10.1080/17524032.2014.967705
Lippmann W. 1922. Public opinion. New York (NY): Harcourt, Brace and Company.
Lord S. 1980. Skin at any age. Vogue. 162-165
Lord S. 1986. The beauty of it. Vogue. 229-231
Lord S. 1986. Beauty Report ‘86: Skin-Care Revolution. Vogue. 458-547.
Matthews R. 2018. Taste-making in turbulent times: Vogue and its social networks. Studies in Communication Sciences, 18(2), 399–410. https://doi.org/10.24434/j.scoms.2018.02.013
McCarthy FL. 1986. Skin and Sun. Vogue. 260-263.
McCombs ME, Shaw DL. 2017. The agenda-setting function of mass media. The Agenda Setting Journal. 1(2):105–116. https://doi.org/10.1075/asj.1.2.02mcc
McRobbie A. 1998. British fashion design: Rag trade or image industry? London (UK): Routledge. 
Mower S. 2007. Natural Selection. Vogue. 196-201.
Mukherjee R, Banet-Weiser S. 2012. Commodity activism: Cultural resistance in neoliberal times. New York (NY): NYU Press.
Nesbitt L. 1971. The loft world of Lowell Nesbitt. Vogue; 118.
Neutrogena 1972. Wash your face without dirtying the planet. Vogue. 116
Nixon R. 2011. Slow Violence and the Environmentalism of the Poor. Harvard University Press. https://doi.org/10.2307/j.ctt2jbsgw
Partington A. 2011. Corpus linguistics: what it is and what it can do.Bologna (IT): Alma Mater Studiorum Università di Bologna. https://hdl.handle.net/11585/123216
Palling B. 1989. What's Cooking on the Coast? Vogue. 416-422.
Penn 1978. Vogue. Beauty that's good for you: Creams and lotions that are full of good ingredients. 220-223.
Rahman OHD, Fung, BCM. 2023. A Systematic Literature Review of Fashion, Sustainability, and Consumption Using a Mixed Methods Approach. Sustainability, 15(16), 12213. https://doi.org/10.3390/su151612213
Reed J. 1990. People Are Talking About. Vogue. 165.
Riemens R. 2025. Greenwashing Silicon Valley: The legitimization of green platform capitalism through tech-on-climate discourse. Big Data & Society, 12(4). https://doi.org/10.1177/20539517251389853
Rocamora A. 2002. Fields of Fashion: Critical insights into Bourdieu’s sociology of culture: Critical insights into Bourdieu’s sociology of culture. Journal of Consumer Culture, 2(3), 341-362.
https://doi.org/10.1177/146954050200200303
Ronald S. 2019. Condé Nast: the man and his empire: a biography. New York (NY): St. Martin’s Press.
Scales I. 2017. Green Capitalism. International Encyclopedia of Geography: People, the Earth, Environment and Technology. Wiley Online Library. https://doi.org/10.1002/9781118786352.wbieg0488
Sensei lana’i. 2020. Vogue. 154.

https://doi.org/10.1177/0887302X19881508
https://doi.org/10.1007/s10624-007-9030-9
http://www.jstor.org/stable/43831591
https://doi.org/10.1080/17524032.2014.967705
https://doi.org/10.24434/j.scoms.2018.02.013
https://doi.org/10.1075/asj.1.2.02mcc
https://doi.org/10.2307/j.ctt2jbsgw
https://hdl.handle.net/11585/123216
https://doi.org/10.3390/su151612213
https://doi.org/10.1177/20539517251389853
https://doi.org/10.1177/146954050200200303
https://doi.org/10.1002/9781118786352.wbieg0488


List of References
Sykes P. 2012. Green Dreams. Vogue. 332-340.
Smart Water. 2008. Vogue advertisement. 209.
Smith AN. 2010. The ecofetish: green consumerism in women’s magazines. Women’s Studies Quarterly. 38(3/4):66–83. https://www.jstor.org/stable/20799365
Tencel 1994. Vogue advertisement. A341-A345.
Tennent E. 2018. The fashioned body: Fashion, dress & modern social theory Joanne Entwistle. Feminism & Psychology, 28(2), 292-296. https://doi.org/10.1177/0959353516682662
Thiele LP. 1999. Evolutionary Narratives and Ecological Ethics. Political Theory, 27(1), 6–38. http://www.jstor.org/stable/192159
Ubell E. 1961. Are You Illiterate About Science?” 5 Recent Revolutions to Know About. Vogue. 128-187
UNECE [United Nations Economic Commission for Europe]. 2018. Environmental Sustainability in the Fashion Industry. Geneva (Switzerland): UNECE.
Vogue 1971. Your Environment: In Your Anti-Pollution Start. Vogue. 110
Vogue 1990. The Bright Suit. 490-495
Vogue Business. (n.d.). Sustainability Section Overview. https://voguebusiness.com/sustainability
Weinclaw RA. 2011. Educational sociology: education and economic development. Salem Press, editor. Research Starters: Sociology. Ipswich (MA): EBSCO Publishing. https://www.ebsco.com/research-
starters/economics/educational-sociology-education-and-economic-development
Youn C, Jung HJ. 2021. Semantic Network Analysis to Explore the Concept of Sustainability in the Apparel and Textile Industry. Sustainability, 13(7), 3813. https://doi.org/10.3390/su13073813

https://www.jstor.org/stable/20799365
https://doi.org/10.1177/0959353516682662
http://www.jstor.org/stable/192159
https://voguebusiness.com/sustainability
https://www.ebsco.com/research-starters/economics/educational-sociology-education-and-economic-development
https://www.ebsco.com/research-starters/economics/educational-sociology-education-and-economic-development
https://doi.org/10.3390/su13073813




How has the framing of the
environment changed over time?

Specifically, what dominant
narratives have emerged, and how
has the representation of nature
shifted in relation to the fashion

industry’s interests?

03

Research Question
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What are the longitudinal trends in
the frequency of environmental

terminology within Vogue USA over
this 65-year period? And what are
the implications of these trends

based on historical contexts?

0201
How has environmental messaging

evolved in Vogue USA magazines
from 1960-2025? And in what ways

has the magazine linked
environmental concern to

consumer behavior?



Distribution Category Percentage of Valid

Articles

Advertisments

Garments

Images

64%

34%

1%

0%

0%Covers
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Quantitative

Metric Count/Value

Total Issues Analyzed

Raw Search Hits

Valid Entries

Data Retention Rate

887

3794

582

15.3%

Results & Discussion
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Quantitative: NMP of “Environment” Mentions
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Quantitative: Outlier Analysis

Metric Value

Mean

Standard Deviation

Extreme High

High 

0.48

0.22

> 0.91

> 0.70

Low 

Extremely Low

< 0.25

< 0.03

Results & Discussion
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Quantitative: Outlier Analysis

Results & Discussion
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