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Abstract - Environmental deterioration, climate change, 

resource depletion, and greater awareness of ethical production 

are all having an impact on consumer behavior and business 

practices. The global fashion industry is changing. In the last 

ten years, the idea of sustainability has shifted from a marginal 

notion to a strategic necessity, forcing fashion businesses, 

governments and consumers to rethink their traditional modes 

of production and consumption. It is therefore not surprising 

that sustainable fashion is a multidisciplinary field covering 

environmental stewardship, social responsibility, ethical 

sourcing, circular economy principles and responsible 

consumerism. This review paper critically reviews the 

increasing demand for sustainable fashion by collating the 

available literature on the key drivers driving consumer’s 

preference, market evolution and future industry directions. 

The review uses a systematic narrative approach and is 
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1.INTRODUCTION 
  

Today, the fashion industry is among the most powerful 

economic sectors in the world, and it plays a vital role in 

employment, trade, and cultural expression. However, this 

quick growth has come with increased environmental 

deterioration, overconsumption of resources, textile waste, 

carbon emissions and concerns over unethical work practices. 

The old linear model of fashion production, based on the “take–

make–dispose” approach, has exerted more strain upon natural 

resources and promoted over-consumption through the rapid 

evolution of fashion trends. Consequently, sustainability has 

arisen as one of the main considerations for governments, firms, 

researchers and consumers in their attempts to reduce the 

environmental and social implications of the fashion value 

chain. The source paper states that growing global consumption 

has increased output and put pressure on ecosystems and there 

is a growing awareness of the need for more responsible patterns 

of consumption and production.  

 

The idea of sustainable fashion has therefore evolved from the 

use of eco-friendly materials to incorporate ethical sourcing, 

responsible production, circular product lifecycles, fair work 

practices, resource efficiency and mindful consumer behaviour. 

Sustainability in current sustainable fashion is not about a stand-

alone environmental issue, but rather a way to reach a 

comprehensive balance of environmental preservation, 

economic viability and social equality throughout the lifecycle 

of fashion items. The literature cited in the source paper 

highlights the fact that sustainability in fashion demands 

constant improvement in design, production, distribution, 

consumption, reuse, repair and recycling, while pushing 

customers to adopt more responsible purchase and usage 

behaviours.  

 

In recent years consumer demand has been one of the main 

drivers of the transition to sustainable fashion. Consumers are 

becoming more aware of climate change, pollution, loss of 

biodiversity and unethical industrial techniques, and are seeking 

items that correspond with their environmental and ethical 

beliefs. The source document notes that a number of global 

studies have shown that consumers are increasingly supportive 

of brands that have genuine commitments to sustainability and 

corporate social responsibility, although price, product 

performance, and credibility remain important factors in 

purchase decisions. Consumer attitude shift has compelled 

fashion firms to embed sustainability into product creation, 

branding, marketing strategies and supply chain management.  

 

Sustainable fashion has attracted increasing attention, but 

consumers’ adoption differs across geographies, demographics 

and product categories. The existing literature gives many 

viewpoints on the elements influencing sustainable purchasing 

behaviour. Often, the literature describes the gap between 

consumers’ positive sentiments towards sustainability and their 

purchasing practices. A lot of emphasis has been devoted to 

sustainable production methods and corporate initiatives. 

However, there is a need to combine the current information on 

the drivers of consumer demand and the changing market 

landscape. In this context, current review critically synthesises 

existing literature to comprehend the increasing demand for 

sustainable fashion by exploring its evolution, key market 

drivers, evolving consumer behaviour, emerging industry trends 

and future research prospects. Drawing on insights from 

sustainability, fashion marketing and consumer behaviour 

literature, the review seeks to offer a comprehensive 

understanding of the factors that are shaping the future of 

sustainable fashion, and to identify opportunities for 

researchers, industry practitioners and policy makers to fast-

track the transition towards a more responsible and resilient 

fashion ecosystem. 

 

2. DEVELOPMENT IN SUSTAINABLE 

FASHION 
 

In the last 50 years, sustainable fashion has evolved from a 

niche movement primarily concerned with environmental 

issues to a mainstream idea that encompasses environmental 

stewardship, ethical manufacturing, social responsibility, and 

circular economy. Today sustainable fashion is recognized not 

just as an alternative production system but as a new means to 

reinvent the relationship between fashion, society and the 

environment. Sustainable fashion has been influenced by 

growing awareness of environmental problems, changing 
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consumer attitudes, developments in technology and increased 

accountability in global supply chains. 

2.1History of Sustainable Fashion 

The roots of sustainable fashion go back to the environmental 

movements of the late 1960s and 1970s when the emergence of 

industrialization and mass manufacturing generated concerns 

about pollution, resource depletion and unsustainable 

consumerism. At a time when the environmental movement 

was encouraging people to look for local, hand-made, 

pesticide-free alternatives to factory manufacture. These early 

initiatives were the beginnings of ethical consumerism, when 

the buying decision became more and more on personal views 

as well as pragmatic requirements.  

 

The fashion business flourished rapidly in the 1960s, 1970s and 

1980s through mass production and global outsourcing, but 

more and more criticism of sweatshops, over-consumption and 

environmental damage finally led to an emphasis on ethical 

production processes. Sustainable fashion has over time moved 

from the margins of hand-made products into the wider 

conversation on fashion. International corporations, designers 

and fashion weeks started to promote environmentally and 

socially responsible designs. The evolution demonstrates that 

sustainable fashion has evolved from a value-driven social 

movement to an important strategic strategy for the global 

fashion company.  

 

Meanwhile, the idea of sustainability gained ground in 

academia. Initially the talks were mainly on environmental 

protection, but later studies included the idea of the Triple 

Bottom Line, recognizing that real sustainability means 

balancing environmental protection, economic viability and 

social equality. This holistic view has formed the foundation 

for constructing modern sustainable fashion systems. 

2.2 Slow Fashion Movement 

One of the most significant breakthroughs within sustainable 

fashion is the creation of the Slow Fashion Movement, formed 

as a response to the heightened speed of fast fashion. Slow 

fashion, as opposed to the typical fashion system that advocates 

buy often and dispose quickly, is about conscious consumption, 

product life span, craftsmanship and ethical manufacture.  

 

Slow fashion has also helped people to value traditional 

craftsmanship, regional textile techniques and locally produced 

goods, supporting artisan groups and minimizing the 

environmental impact of shipping. This has made it both a 

philosophy of production and a lifestyle choice for people who 

want to find real alternatives to mass produced garments. 

2.3 Circular Fashion 

Fashion has been increasingly inspired by the ideas of the 

circular economy that aims at eliminating waste by keeping 

products and resources in use for as long as possible. Circular 

fashion disrupts the traditional linear model of production by 

offering resource efficiency and product durability, repair, 

reuse, remanufacturing and recycling.  

 

as an iterative lifecycle process rather than an individual 

industrial operation. It supports ethical consumerism through 

the repair, remaking, renting, swapping, recycling and 

designing of products for longer useful lifespan. The Green 

Strategy model, as described in the paper, defines a number of 

interlinked strategies like eco-friendly production, resale, 

refurbishment and upcycling, ethical manufacturing, classic 

design, and made-to-order that end up in a circular fashion 

model.  

 

It also calls on corporations to rethink ownership of products, 

adopting new models such as leasing of garments, platforms for 

resale, refurbishment services and take-back schemes. These 

ideas are helping to cut down on textile waste and get the most 

value out of the materials already in circulation, making 

circularity one of the hallmarks of sustainable fashion today. 

2.4 Ethical Fashion 

Ethical fashion has developed as another significant aspect of 

the greater sustainability movement. Environmental 

sustainability focuses largely on environmental concerns, while 

ethical fashion is concerned with defending human rights 

throughout global supply chains, ensuring fair salaries, safe 

working conditions, transparency, and respect for artisan 

communities. 

 

The literature review in the source document reveals that the 

public’s awareness of exploitative labour conditions increased 

between the 1980s and 1990s, leading to demands for more 

accountability from customers and brands from fashion 

producers. In this period, fair trade certifications, corporate 

sustainability programmes, ethical sourcing initiatives and 

responsible supply-chain management emerged. Then major 

worldwide fashion firms started to integrate sustainability into 

their corporate strategy, by implementing environmentally 

responsible production practices, raising labour standards, 

increasing traceability and public communication of their 

sustainability pledges. 

 

Ethical fashion consequently goes beyond environmental 

preservation by realizing that sustainability cannot be 

accomplished without protecting the wellbeing, dignity and 

livelihoods of workers across the fashion value chain. 

The production of sustainable fashion has been driven by the 

trend of green consumerism, which is the increased desire for 

products that reduce environmental and social damage. Many 

consumers no longer just look at price or beauty, but assess 

brands on their sustainability performance, ethical ideals and 

social responsibilities. 

 

The source quotes a number of international surveys pointing 

to a growing willingness among individuals to purchase 

ecological products, and even to pay higher prices for 

companies that positively affect society and the environment. 

And it also acknowledges that even if there is a good aim, 

apprehensions about product pricing, quality and legitimacy of 

sustainable promises continue to influence real buying 

behaviour. The results suggest that green consumerism is 

driving companies’ transparency of their operations and also 

stimulating consumers’ higher involvement in sustainable 

development through their consumption decisions. 

 

Thus, sustainability has become a consumer expectation for 

many of today’s modern consumers, particularly in the younger 

generations, who increasingly associate purchase with larger 
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environmental and social ideals, from being a competitive 

advantage to a baseline expectation. 

2.5 Green Consumerism 

The production of sustainable fashion has been driven by the 

trend of green consumerism, which is the increased desire for 

products that reduce environmental and social damage. Many 

consumers no longer just look at price or beauty, but assess 

brands on their sustainability performance, ethical ideals and 

social responsibilities. 

 

The source quotes a number of international surveys pointing 

to a growing willingness among individuals to purchase 

ecological products, and even to pay higher prices for 

companies that positively affect society and the environment. 

And it also acknowledges that even if there is a good aim, 

apprehensions about product pricing, quality and legitimacy of 

sustainable promises continue to influence real buying 

behaviour. The results suggest that green consumerism is 

driving companies’ transparency of their operations and also 

stimulating consumers’ higher involvement in sustainable 

development through their consumption decisions. 

 

Thus, sustainability has become a consumer expectation for 

many of today’s modern consumers, particularly in the younger 

generations, who increasingly associate purchase with larger 

environmental and social ideals, from being a competitive 

advantage to a baseline expectation. 

2.6 Sustainable Development Goals and Sustainable 

Fashion 

The emergence of sustainable fashion is highly relevant to the 

2015 United Nations Sustainable Development Goals (SDGs), 

which give a worldwide framework for the achievement of fair 

and environmentally sustainable development. The source 

upload precedes the actual implementation of the SDGs, but the 

issue of environmental preservation, responsible production, 

ethical employment, resource conservation and sustainable 

consumption is in line with many of the concepts included 

within the SDG framework when it was formally adopted.  

 

The fashion industry is particularly pertinent to SDG 12 

(Responsible Consumption and manufacturing), one of the 

seventeen objectives that calls for the effective use of 

resources, waste reduction, sustainable manufacturing 

processes and informed consumer choices. Sustainable fashion 

also contributes to SDG 8 (Decent Work and Economic 

Growth) through fair labour practices, SDG 13 (Climate 

Action) by reducing greenhouse gas emissions, SDG 9 

(Industry, Innovation and Infrastructure) by encouraging 

innovation in sustainable manufacturing processes and SDG 15 

(Life on Land) by encouraging the responsible procurement of 

natural fibres and conservation of biodiversity.  

 

Sustainable fashion has been singled out as an important 

strategy to align fashion production and consumption with 

these global development goals, in a bid to combine economic 

growth with environmental protection and social well-being . 

Such constant evolution is a sign of a growing awareness that 

the future competitiveness of the fashion industry will depend 

not only on its ability to innovate, its financial success but also 

on its ability to contribute positively to a sustainable 

development, at the local and global level . 

2.7 Drivers Behind the Growing Demand for Sustainable 

Fashion 

Growing interest in sustainable fashion is a complicated mix of 

environmental awareness, changing consumer values, 

technology development, government efforts and changing 

company objectives. Sustainability has crept from the outer 

reaches of marketing to a crucial competitive advantage in the 

global fashion industry during the last two decades. Today’s 

consumers are increasingly evaluating fashion products on 

criteria not only of price, quality, beauty but also the products’ 

environmental imprint, ethical manufacture and contribution to 

society. Hence, fashion companies are reconsidering their 

production processes, marketing strategies, and supply chain 

management to adjust to these changing market needs. As 

indicated in the literature reviewed in the source paper, 

sustainability is a significant factor in altering consumer buying 

behaviour and encouraging companies to adopt more 

responsible business practices. 

 

3. CONCLUSIONS 
 

The literature reveals that there is no single element responsible 

for the increased demand for sustainable fashion rather it 

reflects the interplay of environmental concerns, ethical 

awareness, regulatory interventions, technical advances, 

corporate innovation and developing consumer values. There is 

no doubt that this change has been spurred on by an awareness 

of the environment but the ongoing expansion of the market 

relies on consumers’ trust in sustainability claims, availability 

of sustainable products and brands’ ability to deliver 

fashionable, high quality offerings at a competitive price. The 

interplay of these drivers points towards a multidimensional 

market phenomenon in sustainable fashion, where 

environmental responsibility, social justice, technological 

innovation and consumer engagement collectively shape 

buying behaviour and the future path of the global fashion 

industry. 
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