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Resumen: La investigacién aborda la gestion de la comunicacién de la Responsabilidad Social Corporativa (RSC) en el sector de
la Moda, con particular atencién a la comunicacién online de una de las esferas de la Responsabilidad Social Empresarial (RSE):
la sostenibilidad medioambiental. La Conferencia de la ONU sobre Comercio y Desarrollo (UNCTAD, 2019) hacia una llamada
al sector de la Moda para que integrara los principios de sostenibilidad en sus estrategias de negocios poniendo especialmente
la mirada en la ‘moda rdpida’ a la que atribufa una mayor responsabilidad. Por este motivo, ha sido el fast fashion el que ha cen-
trado esta investigacion, con particular atencién al mercado espanol e italiano, realizando un analisis del caso focalizado en la
gestién de la comunicacién digital de la responsabilidad social medioambiental realizada por dos marcas: Zara y OVS. El analisis
se centra en la comunicacion realizada a través de sus respectivas webs corporativas, salas de prensa online y sus redes sociales
(Facebook, Twitter e Instagram).
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Abstract: The research addresses the communication management of Corporate Social Responsibility (CSR) in the Fashion sector,
with particular attention to online communication of one of the spheres of Corporate Social Responsibility (CSR): environmental
sustainability. The UN Conference on Trade and Development (UNCTAD, 2019) called on the Fashion sector to integrate the
principles of sustainability into its business strategies, paying special attention to ‘fast fashion’ to which it attributed a greater
responsibility. For this reason, it has been fast fashion that has focused this research, with particular attention to the Spanish and
Italian markets, carrying out an analysis of the case focused on the management of digital communication of environmental social
responsibility carried out by two brands: Zara and OVS. The analysis focuses on the communication made through their respective
corporate websites, online press rooms and their social networks (Facebook, Twitter and Instagram).
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