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ABSTRACT: This report examines how sustainable marketing can be strategically deployed to drive brand growth in
the Indian garment industry. Drawing on secondary literature, industry reports, and case examples of Indian and
global apparel brands, the study synthesizes best practices across green marketing, ethical sourcing, cause-related
marketing, corporate social responsibility (CSR), eco-design, circular economy models, and digital engagement. The
analysis shows that sustainability-led positioning enhances brand equity, purchase intent, and customer lifetime value
through improved trust, differentiation, and advocacy. A framework of twelve actionable strategies is proposed:
purposeful brand positioning, credible eco-labels, supply-chain transparency, living-wage commitments, water—energy
footprint reduction, circular product programs, sustainable packaging, community-centric CSR, influencer
partnerships, data-driven personalization, transparent reporting, and anti-greenwashing governance. The report
concludes with an implementation roadmap for Indian garment SMEs and large firms, limitations of this study, and
directions for future research.

KEYWORDS: Sustainable marketing, Indian garment industry, circular fashion, CSR, eco-labels, transparency,
brand growth.

L. INTRODUCTION

India is among the world’s largest producers of textiles and garments, with an ecosystem that spans cotton cultivation,
spinning, weaving, processing, apparel manufacturing, and retail. The sector underpins employment for millions of
workers directly and indirectly, and contributes materially to exports and domestic consumption. Yet the rise of fast
fashion has intensified pressures on price, lead-time, and novelty, amplifying environmental footprints (water use,
effluents, microfibers, energy) and social risks (wages, health and safety, gender equity).

As Gen Z and millennial consumers reward value-aligned brands, sustainability has shifted from a peripheral CSR
activity to a core brand and growth strategy. This report explores how Indian garment brands ranging from export-
oriented manufacturers to direct-to-consumer labels can integrate sustainability into marketing to achieve measurable
growth outcomes. It positions sustainability not merely as compliance or philanthropy, but as a source of
differentiation, innovation, resilience, and customer intimacy.

Background and Context
o Consumer Awareness and Demand Shifts

Indian consumers increasingly evaluate brands on ethical sourcing, animal welfare, and environmental impact.
Willingness to pay a premium for transparent, durable, and responsibly made apparel is strongest among urban youth,
but mainstream segments also show openness when value is framed in terms of quality, longevity, and cost-per-wear.

o Regulatory and Market Drivers

Tightening wastewater and chemical norms in textile clusters, extended producer responsibility (EPR) for
packaging, and global buyer requirements on human rights are reshaping sourcing and marketing claims. Export
competitiveness now depends on traceability and verified social compliance.

IJIRSET©2025 | AnI1SO 9001:2008 Certified Journal | 19746



http://www.ijirset.com/
https://orcid.org/0000-0002-9365-4374

= ) .
ﬂ"\ !Eég International Journal of Innovative Research of

"IJ3j Science, Engineering and Technology (IJIRSET)

|www.ijirset.com |A Monthly, Peer Reviewed & Refereed Journal| e-ISSN: 2319-8753| p-ISSN: 2347-6710|

Volume 14, Issue 9, September 2025

|DOI: 10.15680/IJIRSET.2025.1409059|

o Digital Transparency and Social Media
Social platforms enable consumers and advocacy groups to audit claims in real time. Campaigns such as
#WhoMadeMyClothes have normalized supply-chain visibility as a brand expectation.

o Competitive Landscape

Legacy brands face disruptors anchored in sustainability narratives (organic cotton, artisan craft, circularity).
Sustainable positioning is no longer niche; it is a mainstream battleground shaping retailer assortments and consumer
preferences.

Future Scope

The field of sustainable marketing in India is nascent, with several promising avenues for future research and practice:
1. Consumer Behaviour in Tier-2/3 Cities

While urban millennials drive demand today, future growth lies in aspirational semi-urban consumers. Studies could
explore how affordability and awareness interact in these segments.

2. Technology Integration

Blockchain for supply-chain traceability, Al-driven personalization of sustainability messaging, and digital product
passports are emerging tools worth examining. And also SME-specific financing models for sustainable garment
practices.

3. SME Specific Models
Most Indian garment firms are SMEs with limited capital. Research into shared infrastructure, cluster-based
certifications, and financing models can make sustainability scalable.

4. Impact of Policy Interventions
Future work can analyse how government schemes (e.g., PLI for textiles, EPR regulations) influence sustainable
branding strategies.

5. Experimental Research
A/B testing eco-label designs or storytelling formats could offer practical insights into which narratives most
effectively convert Indian consumers.

Limitations of the Study

1. Secondary Data Dependence

The study does not include ‘primary surveys’ or interviews, which limits understanding of actual consumer purchase
drivers.

2. Bias in Company Disclosure
Many sustainability reports are self-reported, potentially leading to optimistic portrayals.

3. Dynamic Industry Context
Fashion trends evolve rapidly; hence, strategies proposed today may need adaptation within a few years.

4. Generalization Issues
Large corporates like Arvind or Raymond may have resources to adopt advanced frameworks, but SMEs face
structural constraints.
II. LITERATURE REVIEW
o From Green to Holistic Sustainability

Earlier green marketing focused on environmental features (eco-dyes, recyclability). Today, sustainability
integrates social and ethical dimensions such as living wages, fair trade, and diversity.
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o Ethical and Cause-Related Marketing
Cause partnerships (e.g., women empowerment in textile clusters) and ethical sourcing programs elevate brand
meaning beyond product utility.

o CSR to Core Brand Strategy
CSR is no longer philanthropy but a brand promise. Carroll (1999) highlighted the strategic integration of CSR,
which is now evident in fashion players like Fabindia and Arvind.

o Eco-Design and Product Innovation
Sustainable fashion incorporates biodegradable fabrics, modular design, mono-materials for recycling, and
durability.

o Digital, Influencers, and Communities
Literature shows that “social media activism” (#WhoMadeMyClothes, Fashion Revolution) accelerates consumer
demand for transparency (McNeill & Venter, 2019). And also digital

platforms enable targeted sustainability messaging, creator collaborations, and consumer-driven advocacy.

o Greenwashing and Trust Mechanisms
Ambiguous claims erode trust. Certifications, transparent reports, and consumer engagement prevent scepticism.

Justification of the Study

Sustainability is materially linked to growth through three pathways:

» Demand-side differentiation and loyalty — consumers prefer responsible brands.

» Supply-side efficiency and risk reduction — water, energy, and material savings.

» Reputation and compliance — sustainability enhances global competitiveness and brand equity.

For Indian brands, a structured sustainable marketing playbook can unlock repeat purchase, higher conversion, and
lower churn while aligning with national goals of resource efficiency and livelihood improvement.

Objectives of the Study

o To examine the conceptual foundations of sustainable marketing in the Indian garment context.
To identify strategies for positioning, messaging, and channel execution.

To evaluate the role of eco-labels, certifications, and transparent reporting in trust-building.

To assess how digital and influencer marketing amplify sustainable propositions.

To propose an implementation roadmap and measurement system for brand growth.

O O O O

III. RESEARCH METHODOLOGY

This report uses a qualitative literature review with case illustrations. Secondary data comes from academic journals,
government reports, industry analyses (McKinsey, Fashion Revolution), and sustainability disclosures from Indian and
global brands.

Sustainable Marketing Strategy Framework

Purposeful Positioning and Brand Narrative — clear sustainability purpose communicated consistently.
Credible Eco-Labels and Impact Metrics — organic cotton, recycled polyester, water savings per product.
Supply-Chain Transparency — disclose suppliers, audits, and corrective actions.

Social Impact and Living Wages — fair wage commitments, worker training, and empowerment programs.
Resource Stewardship — targets for water, energy, and chemicals reduction.

Circularity — resale, repair, and take-back programs.

Sustainable Packaging and Logistics — shift to recyclable/reusable options.

Community and Cause Marketing — NGO partnerships in textile clusters.

Influencer and Creator Collaborations — authentic advocates with verified content.

Data-Driven Personalization — impact dashboards for customers.

O 0O 0O OO O O O OO0 O0
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o Transparent Reporting — consumer-friendly annual reports.
o Anti-Greenwashing Governance — internal claim verification policies.

Interpretation and Analysis of Data

The gathered data is thoroughly analysed in this section of the study in order to derive significant conclusions. The
goal is to look beyond responses and data to see what they truly reveal about the study's goals. The results are
presented clearly through the use of tables, charts, and explanations, which facilitates the identification of important
observations, comparisons, and patterns.

Table 1
Views of Respondents on Sustainable Marketing in the Clothing Sector
Options No of Respondent s Percentage (%)
Promoting eco-friendly fabrics and 9 18
products
Ensuring ethical labour and fair trade 19 38
practices
A long-term strategy balancing profit, 21 52
people, and planet
Just a marketing trend 1 2
without real impact
Total - 50 100
Graph 1
Just a marketing
trend No of Respondent s | Promoting eco-
without real impact friendly fabrics and
2% products

18%

Ensuring ethical
labour and fair trade
practices
38%

Interpretation: Most respondents (52%) view sustainable marketing as a long-term strategy, while 38% link it to
ethical labour and 18% to eco-friendly products. Only 2% see it as a mere trend, showing that sustainability is largely
perceived as a serious business approach.

Table 2
Respondents’ Choice of Strategy for Sustainable Brand Positioning
Options No of | Percentage (%)
Respondent s
Affordable and accessible sustainable 9 18%
fashion
Premium eco-luxury positioning 21 42%
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Community- and ethics-driven 17 34%
messaging
Trend-focused digital campaigns 3 6%
Total 50 100%
Graph 2
Trend-focused Affordable and
digital campaigns accessible

6% sustainable
fashion
18%
Community- and
ethics-driven
messaging
34%

Premium eco-
luxury

positioning
42%

Interpretation: The chart shows that premium eco-luxury positioning (42%) is viewed as the most effective strategy
for branding garments as sustainable. This is followed by community- and ethics-driven messaging (34%), while
affordable sustainable fashion (18%) and trend-focused digital campaigns (6%) are less preferred

Table 3
Respondents’ Trust in Brands Based on Sustainability Proof
Options No of Respondent s Percentage (%)
Recognized eco-labels (e.g., 2 4%
Fairtrade, GOTS)
Government-backed 8 16%
certifications
31 62%
Transparent sustainability
reporting by the company
Customer reviews and 9 18/%
peer recommendations
Total 50 100%
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31

Interpretation: Most respondents (62%) trust transparent sustainability reporting the most, followed by customer
reviews (18%) and government certifications (16%), while only a small share (4%) rely on eco-labels. This shows that
openness and honesty in reporting build the highest trust.

Table 4
Digital Mediums Influencing Purchase Decisions for Sustainable Garments

Options No of Respondent s Percentage (%)
Social media influencers 6 12%
Brand websites and e-commerce 13 26%

platforms
Online advertisements 23 46%
Blogs and sustainability articles 8 16%
Total 50 100%
Graph 4

No of Respondent s

6

23

m Social media influencers

| |
Brand websites and e-commerce platforms
Online advertisements
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Interpretation: The majority of respondents (46%) are most influenced by online advertisements when buying
sustainable garments. Brand websites (26%) and blogs/articles (16%) play a moderate role, while influencers (12%)
have the least impact.

Table 5
Top Priorities for Indian Garment Brands to Grow Through Sustainable Marketing

Options No of Respondent s Percentage (%)
Keeping eco-friendly products 4 8%
affordable
Building trust with certifications 22 44%
and transparency
19 38%
Running strong digital and
influencer campaigns
Expanding the eco- 5 10%
friendly product range
Total 50 100%
Graph 5
No of Respondent s
19
m Keeping eco-friendly products affordable = Building trust with certifications and transparency

Running strong digital and influencer campaigns

= Expanding the eco-friendly product range

Interpretation: Most respondents (44%) believe that building trust through certifications and transparency should be
the top priority for Indian garment brands. Digital and influencer campaigns (38%) are also important, while expanding
the eco-friendly range (10%) and keeping products affordable (8%) are seen as less critical.

Case Studies

Arvind Limited (India): Water-efficient dyeing and effluent treatment in denim marketing.
Raymond (India): Traceable wool supply chains.

Fabindia (India): Craft and artisan-cantered sustainability storytelling.

Biba (India): Organic cotton and recycled packaging.

Patagonia (Global): Radical transparency and repair-first philosophy.
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Levi’s (Global): “Water<Less” jeans marketed with clear water-saving claims.
H&M (Global): Take-back programs and product impact disclosure in stores/apps.

IV. MEASUREMENT AND KPIS

This KPI framework ensures that marketing claims are backed by measurable outcomes, preventing accusations of
greenwashing. And measuring the success of sustainable marketing requires a ‘multi-dimensional KPI framework’:

1. Brand Equity Metrics

e Awareness and recall of sustainable campaigns.

. Commerce Metrics

o O o N

w

Net Promoter Score (NPS) among eco-conscious segments.
Trust index (via consumer perception surveys).

Conversion rates on sustainable product lines vs. regular lines.
Repeat purchase frequency.
Price premium acceptance.

. Circular Economy Metrics

e Number of garments collected via take-back programs.
o Resale/repair participation rates.
e Percentage (%) of recycled fibre’s in production.

. Environmental & Social Impact Metrics

% of renewable energy used.
Workers covered under living wage programs.

4
e Liters of water saved.
[ ]
[ ]

5. Digital & Engagement Metrics
e Social media engagement on sustainability campaigns.
o Influencer reach with verified sustainable content.

6. Brand Metrics
e Trust, awareness, Net

7. Commerce Metrics

Promoter Score (NPS).

o Conversion on sustainable lines, repeat purchase rates.

8. Circular Metrics

e Participation in take-back and resale programs.

9. Impact Metrics

Water saved, energy share, verified supplier coverage.

Implementation Roadmap

Phase 1 (0—6 months):
Define brand purpose.

Introduce certifications (organic, fair trade).

Disclose Tier-1 suppliers.

Pilot influencer collaborations.

Phase 2 (6—18 months):
Expand traceability.

Launch take-back and repair programs.
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Sustainable packaging implementation.
Publish annual consumer sustainability report.

Phase 3 (18-36 months):

Co-create artisan and farmer programs.

Launch circular product lines.

Secure third-party assurance on sustainability reports.

Risks and Mitigation

Cost Premiums: Offset through efficiency savings and premium pricing.
Traceability Complexity: Focus first on priority suppliers.

Consumer Scepticism: Transparent communication and certifications.

V. DISCUSSION

The findings of this study emphasize that ‘sustainable marketing is not just ethical rhetoric it is a competitive strategy’.
For consumers, sustainability enhances perceived quality, durability, and emotional satisfaction. For brands, it reduces
risks, strengthens differentiation, and opens access to premium markets.

Also Sustainability-led marketing works when combined with tangible benefits such as durability, quality, and timeless
style. For SMEs, cluster-based collaboration and shared infrastructure can reduce adoption costs. The Indian context
provides unique opportunities: artisan heritage, women empowerment, and regional identity storytelling.

In India, the garment sector has unique opportunities:

e Cultural leverage

Artisan heritage and craft traditions can be marketed as “slow fashion with roots.”

¢ Youth-driven activism

Gen Z and millennials act as change agents, pushing brands toward greater accountability.

e Collaborative adoption

SMEs in clusters like Tirupur and Surat can adopt sustainability through shared certification hubs, reducing individual
costs.

The discussion also reveals a paradox: while global consumers demand sustainability, local price-sensitive markets
often prioritize affordability. Therefore, sustainable marketing in India must highlight ‘long-term value (cost per wear,
durability)’ rather than only “eco-friendly” labels.

VI. CONCLUSION

Sustainable marketing is not just an ethical imperative but a growth driver for Indian garment brands. Integrating eco-
friendly fabrics, fair wages, recycling initiatives, and transparent communication enhances trust and long-term loyalty.
Brands that embed sustainability into their core strategies will future-proof themselves against regulatory and
reputational risks while contributing to India’s sustainable development goals
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