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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).

VCTVICW Method: Mixed-methods design:

Quantitative (binary monthly

presence) + Qualitative (thematic

analysis).
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Key Findings:
e Decline of ‘environment’ presence

° e Narrative evolution
VCTVICW

o Altering why we consume,
never that we consume
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JIntroduction

1. The Role of Media

e Architect of social reality (Lippmann 1922)
o Actively constructs meaning, taste, norms, lifestyles
Environmental Discourse:
e Framing of nature (Hansen 2010)
o Crisis, economic oppurtunity, moral failing
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JIntroduction

2. Fashion and Lifestyle

1. The Role of Media Magazines

e Intersection of influence and impact

o Constructors of meaning

o Promotional platforms for one of the largest polluting industries
e Environmont framed as a commodity

o Buy
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[Introduction

2. Fashion and Lifestyle

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

Magazines

e Massive reach (Vogue U.S. 2025)
o 10.8 million print readers
o 12 million digital users
o 57 million social media followers
e Influential voice on consumption
e Commercial platform, not scientific journal
o 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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Research Question

O1

How has environmental rhetoric and messaging evolved in Vogue

U.S. magazines from 1960-20252 And in what ways has the
magazine linked environmental concern to consumer behavior?
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Research Question

Term Selection:

“Environment”
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Research Question

Term Selection:

“Environment”

Includes: “environmental,” “environmentally,’

) <

“environmentalist,” “environmentalism,”
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Research Question

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
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Quantitative Research
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Database: Vogue U.S. digital archives (Condé Nast)
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ALL (3794)

ARTICLE (1912)

ADVERTISEMENT (1525)

IMAGE (307)

GARMENT (49)

COVER (1)
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Methods People,

the planet eaters

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

Unless we stop destroying nature's beauty, we will become living robots,
"utility people.’ "Devastation of the ment, from a new book
by Nobel Prize Winner KONRAD LORENZ

Collection: Tracked of every valid mention, date,
category — manual validation needed
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Methods People,

Database: Vogue U.S. digital archives (Condé Nast) the pla"‘lellI eaters

Unless we stop destroying nature's beauty, we will become living robots,
"utility people.’ "Devastation of the Environment, from a new book
by Nobel Prize Winner KONRAD LORENZ

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

Metric Count/Value
Total Issues Analyzed 887

Raw Search Hits 3794

Valid Entries 582

Data Retention Rate 15.3%




= Franklin University Switzerland Thesis Defense Presentation

Methods

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
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Methods

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
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Results

Quantitative: 5-Year Moving Average of NMP

5-Year Moving Average of NMP of "Environment" mentions in Vogue U.S., 1960-2025
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Results

Quantitative: 5-Year Moving Average of NMP

5-Year Moving Average of NMP of "Environment" mentions in Vogue U.S., 1960-2025
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Results

Quantitative: 5-Year Moving Average of NMP

5-Year Moving Average of NMP of "Environment" mentions in Vogue U.S., 1960-2025
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Results

Quantitative: 5-Year Moving Average of NMP

5-Year Moving Average of NMP of "Environment" mentions in Vogue U.S., 1960-2025
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Results

Quantitative: NMP of “Environment” Mentions

Annual Normalized Monthly Presence (NMP) of "Environment" Mentions in Vogue U.S., 1960-2025
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Results & Discussion

Quantitative implications:

 Environmental concern in Vogue is treated as a trend cycle, not sustained ethical
commitment
o Deeper sociological issue explored in Anthony Downs’s “Up and Down with
Ecology: The Issue-Attention Cycle" (1972)
o 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
e Silence of language
o Disappearance of the word “environment” by 2025 signals a rebranding of
rhetoric for ecological crises — disappearence in the creation of meaning for the
environment
o Replacment with more narrow, culturally-relevant terms

Sustainability

> conversation on business sustainability in fashion, workers’ rights, materials, supply chain, CSR, and

environmental and social impact.

ALTERMNATIVE BUSIMESS MODELS ENVIRONMENTAL IMPACT INNOVATION POLICY AND LEGISLATION SOCIAL IMPACT
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Results & Discussion

Quantitative implications:

 Environmental concern in Vogue is treated as a trend cycle, not sustained ethical
commitment
e Silence of language
e Selective separation of audience with Vogue business platform
o Released in 2019
o Business to business platfrom

VOGUE N

BUSINESS

o Intentional divergence of audience

Sustainability

nversation on business sustainability in fashion, workers' rights, marterials, supply chain, CSR, an
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TAKE CONTROL

over the way your skin looks with the skincare program
used by some of the mest beautiful
and informed women in the workd,

[ S

Methods

Estée Lauder's
Swiss Age-Controlling Skincare Program
afour-part program with a choice of interrelated products
that work together 1o give you

optimum results in the shortest amount of fime.

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

JAIE FONDAS
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1. Kept track of all quotes of valid entries and

surrounding text and context as needed [} D s Y

JAIE FONDAS
LAUREL SPRINGS RETREAT

2.Method: Thematic Analysis of validated texts

; “Every designer is inspired in one way or another by his environment,
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High in the mountains overlooking Santa Barbara and
the Pacific Ocean is a one-of-a-kind retreat for the discriminating
individual who desires a professionally designed personal fitness
and nutrition program set in a gracious and relaxing environment,
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TAKE CONTROL
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Results & Discussion

Qualitative

Decade Lifestyle Threat Victim

1960-1969 84% 13% 3%

1970-1979 33% 45% 22%

1980-1989 19% 73 % 8%

1990-1999 24% 48% 28%

2000-2009 29% 21% 50%

2010-2020 26% 16% 58% | ! | pe ' Camwy
2020-2025 15% 107 752 Pmet stricken’ .
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Results & Discussion

Qualitative

Decade Lifestyle Threat Victim

1960-1969 84% 13% 3%

1970-1979 33% 45% 22%

1980-1989 19% 73 % 8%

1990-1999 24% 48% 28%

2000-2009 29% 21% 50%

2010-2020 26% 16% 58% | ! | pe ' Camwy
2020-2025 15% 107 752 Pmet stricken’ .
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Results

Quantitative: NMP of “Environment” Mentions with Thematic Trends

Annual Normalized Monthly Presence (NMP) of "Environment" Mentions in Vogue U.S., 1960-2025
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Results & Discussion

Qualitative implications:

e Narrative switching as a profitable tool
e Illusion of progress

o Tone changes, outcome remains the same
o Awareness Faction

Can I truly
make a

Planerstricken! e
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Core Identity: Vogue is a commercial
enterprise, not an environmental
journal

Contained Discourse: Non linear

onclusion

coverage, strategic silence, intentional

audience targeting
Illusion of progress: Tone and reasons
to buy evolves, buy never challenged
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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

onclusion

thing we truly purchase is the illusion

that the world can be saved without
changing the way we live.
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Ol

How has environmental messaging
evolved in Vogue USA magazines
from 1960-2025¢2 And in what ways

has the magazine linked

environmental concern to
consumer behavior?

02

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?

03

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?
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Results & Discussion

Thesis Defense Presentation

Quantitative
Metric Count/Value
Total Issues Analyzed 887
Raw Search Hits 3794
Valid Entries 582
Data Retention Rate 15.3%

Distribution Category Percentage of Valid
Articles 64%

Advertisments 34%

Garments 1%

Images 0%

Covers 0%
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Results

Quantitative: NMP of “Environment” Mentions

Annual Normalized Monthly Presence (NMP) of "Environment" Mentions in Vogue U.S., 1960-2025
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Results & Discussion

Quantitative: Outlier Analysis

Metric Value Extreme Value Analysis: NMP of "Environment” Mentions 1in Vogue U.S. (1960-2025)
Mean 0.48
Standard Deviation 0.22

. z
Extreme High > 0.91 o

=

High > 0.70
Low < 0.25
Extremely Low < 0.03 =
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Quantitative: Outlier Analysis

Extreme Value Analysis: NMP of "Environment" Mentions in Vogue U.S. (1960-2025)
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Quantitative: Outlier Analysis

Extreme Value Analysis: NMP of "Environment" Mentions in Vogue U.S. (1960-2025)
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