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Abstract: 
This research focuses on ethical and sustainable practices in merchandising in the fashion industry and examines 
their effects on consumers' behaviour when purchasing from this industry. It finds an increase in consumer 
awareness and support for eco-friendly practices; however, challenges remain. The research indicates that there 
is a need for an increase in the number of companies using genuine sustainable practices in clothing 
manufacturing, along with an increase in the levels of transparency used by manufacturers and retailers to develop 
consumer trust, which will lead to an increase in the rate of purchase of environmentally friendly clothing from 
manufacturers. 
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I. Introduction 

Over the years, the fashion industry has expanded 
quickly due to new fashions, quickly produced 
apparel and an increase in demand, but 
unfortunately, the growth of the industry has also 
caused many environmental and social problems, 
such as much more textile waste, pollution of water 
and exploitation of workers. Consequently, 
sustainability and ethical merchandising have 
become two of the most important concepts in the 
fashion industry of today. As a result, more and more 
businesses are moving towards these practices to use 
more socially responsible methods. When looking at 
fashions through the lens of sustainability, 
environmentally-friendly materials are used, there 
will be less waste, and resources will be used more 
efficiently. Sustainable merchandising also 
encourages practices such as upcycling, recycling, 
and creating circular fashion systems that help 
improve product lifecycles. Another sustainable 
merchandising philosophy is called slow fashion, 
which focuses on high-quality, durable products and 

timeless styles, thereby reducing the need to buy new 
styles and products frequently. Ethical 
merchandising focuses on the social impacts of the 
fashion supply chain by ensuring the following: that 
all workers receive fair wages and work in a safe 
environment; that there are measures in place to 
protect workers' rights; that suppliers and 
manufacturers clearly communicate their sourcing 
and production processes; and that consumers can 
make informed purchasing decisions. Ethical 
merchandising, through its ability to build 
relationships of trust between the brand and the 
consumer, increases the social responsibility of the 
brand, resulting in greater sales through the 
consumer's moral compass. In the last few years, 
consumers are now more conscious of their 
purchases and how their purchasing decisions affect 
the earth from an environmental and ethical 
standpoint. 
 

I. Literature Review 

1. The research paper evaluates the way 
businesses operating in the fashion industry use 
sustainable practices in their marketing strategies. It 
also indicates how some of these businesses use 
sustainability in a non-authentic manner. It is now 
well established in published articles that, because 

of environmental issues and the negative effects of 
the fashion industry (primarily through fast 
fashion), sustainability has become a real issue. The 
study indicates that the majority of fashion 
marketing promotes overconsumption through 
emotional advertising, trends created by social 
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media, and other related means, all of which work 
against the very purpose for which sustainability 
was developed. Most companies generate 
sustainability-type messages but focus more on 
marketing communications than making any actual 
changes in the design, production, and delivery of 
their products. These practices cause businesses to 
use what is commonly referred to as greenwashing 
(making inaccurate, misleading, or exaggerated 
claims about sustainability). While research shows 
that younger generational consumers are 
increasingly becoming aware of how sustainable 
practices are used, social media has been the 
dominant tool to expose brands for engaging in 
sustainability-related unethical behaviour while 
holding them accountable. At the same time, many 
consumers demonstrate a gap between their 
expressed concern for the environment and the 
purchasing habits they exhibit. Ultimately, this 
study indicates that the sustainability of fashion 
marketing requires businesses to be accurate in 
communicating their sustainability practices and 
that it contributes to the authenticity of brands 
engaging in sustainable marketing practices. In 
order to become sustainable businesses, companies 
must implement responsible design, production, and 
delivery processes, in addition to using promotional 
strategies such as advertising, public relations, and 
marketing communications.  
2. The apparel business is increasingly emphasizing 
sustainable management methods to minimize the 
detrimental effects of environmental damage caused 
by excessive waste from the production and 
consumption of clothes. Prior studies predominantly 
targeted material properties of clothing, recycling 
methods and how clothing is produced and 
consumed over time; limited previous research has 
focused specifically on sustainable merchandising 
practices. Sustainable merchandising combines 
environmental responsibility with commercial 
practices to create product development, promotion, 
and distribution strategies that enhance the 
competitiveness of clothing brands. The literature 
identifies several external factors that influence 
sustainable merchandising, including market 
demand; government agencies; and consumer 

awareness, as well as design, manufacturing, and 
material selection, for example, among other 
internal factors to a company's business operation. 
Research also identifies well-established strategies 
related to sustainable merchandising, including eco-
friendly methods of production, ethical brands, and 
educating consumers regarding sustainable 
products. Unfortunately, the low feasibility, lack of 
consumer (potential customer; i.e., those who may 
buy clothes) awareness, and the lack of supportive 
government policies can hinder the adoption of 
sustainable merchandise practices; therefore, 
additional research needs to be conducted to 
develop more practical and market-based strategies 
for promoting sustainability within the global 
apparel industry.  
3. As concerns for pollution and resource depletion 
have made the traditional economic growth model 
less viable, there are now calls for greater emphasis 
on sustainable development in the fashion industry. 
The bulk of the literature regarding sustainability in 
apparel focuses on the materials used, the recycling 
processes utilized, and product life-cycle 
assessment, while limited attention has been given 
to sustainable merchandising practices. There are 
studies that have examined the integration of 
environmental stewardship with the strategic 
planning of sustainable merchandising as a method 
of improving brand competitiveness and promoting 
ethical practices. When examining journal articles, 
conference papers, and databases such as Web of 
Science and Google Scholar for information 
regarding sustainable merchandising, a systematic 
review of the literature indicated that sustainable 
merchandising involves aligning brand values, 
responsible production and sourcing methods, 
pricing strategies, and promotional approaches. 
However, there are significant gaps and challenges 
facing the adoption of sustainable merchandising, 
including low levels of feasibility, a lack of market-
based approaches, limited awareness by consumers 
about sustainable practices, and a lack of 
government support for this approach to business. 
Additionally, consumer culture and behaviour are 
also shown to play a vital role in the implementation 
of sustainable merchandising practices. Through the 
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use of case studies, there are instances where the 
combination of social responsibility and 
merchandising strategies has created both economic 
and ethical value for brands. Overall, the literature 
provides a foundation for understanding sustainable 
merchandising, but additional market-driven 
research is required to provide practical solutions 
for businesses to adopt sustainable merchandising 
practices. 
4. This research looks at how the behaviour of 
consumers when they purchase eco-friendly 
products is influenced by the context of resort retail 
settings. There is increasing awareness of the 
importance of sustainable practices in the clothing 
industry due to increased environmental concerns. 
Although many more eco-friendly items are 
entering the marketplace today, there is still limited 
public awareness and understanding of these 
products, which subsequently affects consumer 
purchase behavior. Research has also established 
that consumers who have environmentally friendly 
attitudes are more likely to purchase clothing items 
made from sustainable materials than other types of 
clothing items. There are also many other variables 
influencing the different factors that will drive a 
consumer’s decision-making in purchasing eco-
friendly clothing, including gender, educational 
attainment, and where they live. Additionally, 
consumers who are willing to pay premium prices 
are more likely to have an environmentally 
conscious mindset and subsequently are more likely 
to self-select into purchasing eco-friendly products. 
The research has also established that marketing and 
how products are displayed and presented are also 
very important in supporting eco-friendly 
purchases. In order for retailers to be successful in 
getting consumers to purchase eco-friendly 
products, they must provide consumers with 
information on the benefits of purchasing these 
sustainable items, as well as marketing to promote 
these sustainable items. The main barriers to the 
growth of eco-friendly merchandising would 
include the increased costs associated with 
purchasing sustainable products and a lack of 
consumer awareness. In order to support the 
purchase of sustainable products, it is important for 

retailers to support the awareness of consumers 
concerning what sustainable practices are in the 
marketplace and provide retailers with ways to 
effectively promote eco-friendly products. 
 5. This research analyses how sustainable 
merchandising assists in implementing 
environmentally friendly practices when presenting 
retail items, especially concerning the textile 
industry. Previous research indicates that retail 
creates significant contributions to environmental 
concerns like energy consumption, packaging 
waste, and excessive amounts of non-renewable 
resource usage. Therefore, sustainable 
merchandising has become increasingly important 
in reducing the environmental impact of retail 
factories while advocating for the responsible 
consumption of retail products. The research 
identifies recyclable materials, energy-efficient 
tools, and circular economy models as being part of 
sustainable merchandising. Each of these items will 
allow for less impact on the environment and better 
brand reputation, establishing consumer trust in 
brands, and supporting compliance with the current 
regulations. Further studies indicate consumers are 
increasingly drawn to eco-friendly products and 
wish to purchase from eco-friendly brands that 
practice sustainability. Also, the research highlights 
any innovative strategies for sustainable 
merchandising, such as digital merchandising, 
green transportation, and sustainable supply chain 
management. Case studies of sustainable brands 
like Patagonia and Kotn provide additional evidence 
for how sustainability can foster increased customer 
loyalty and accelerate company growth. 
Unfortunately, obstacles to the implementation of 
sustainability in retail include high costs, limited 
suppliers of sustainable merchandising, and 
consumer mistrust (greenwash), thus creating 
barriers for retailers to move toward sustainable 
merchandising. In summary, the literature indicates 
that sustainable merchandising is necessary to 
create a balance between environmental 
responsibility and economic development and 
requires retailers, legislators, and consumers to 
work together to create successful solutions. 
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I. Research Objectives 

1. Study sustainable and ethical practices in fashion 
merchandising.  
2. Analyze their impact on consumer buying 
behaviour.  
3. Identify challenges like greenwashing in 
implementation.  
 
Research Methodology 
1. Primary Data Collection 
Primary data is first-hand information obtained 
directly from respondents to gain insight into their 
preferences and behaviours towards sustainable and 
ethical fashion merchandising. 
A structured questionnaire will be created and 
distributed among consumers (youth and fashion 
buyers) that contains questions regarding 
Awareness and understanding of sustainable and 
ethical fashion. Preference for environmentally 
friendly products. Influence of sustainability on 
purchasing behaviours. 
Sampling Method: 
Responses will be gathered through Convenience 
Sampling, which entails gathering responses from 
those who are easily accessible (students, local 
consumers). 
Purpose of Primary Data: 
To define consumer behaviour regarding purchases. 
To understand consumer awareness of and 
perception about what sustainable fashion is. To 
assess consumer trust in ethical merchandising 
practices. 
2. Secondary Data Collection 
Secondary data refers to data that has been collected 
and published by others, which can provide you 
with assistance during your research project. 
 
Study sustainable and ethical practices in fashion 
merchandising. 

This objective aims to examine how sustainability 
and ethical principles are integrated into fashion 

merchandising practices by identifying the 
techniques and strategies adopted by companies. It 
focuses on understanding the use of eco-friendly 
materials, such as organic and recycled fabrics, 
along with responsible sourcing methods that ensure 
minimal environmental impact. The objective also 
highlights the importance of fair labour practices, 
including safe working conditions and equitable 
wages for workers across the supply chain. 
Additionally, it explores waste management 
approaches like recycling, upcycling, and the 
development of circular fashion systems to reduce 
environmental harm. Transparency in supply chain 
operations and clear communication with 
consumers are also emphasized, enabling informed 
purchasing decisions. Furthermore, the role of 
merchandising in promoting pre-owned products 
and sustainable fashion through effective display 
and marketing strategies is considered, 
demonstrating how businesses can align 
profitability with social and environmental 
responsibility. 

Analyze their impact on consumer buying 
behavior.  

This objective aims to comprehensively determine 
the impact of eco-friendly and ethical 
merchandising practices on consumer behavior by 
examining how these practices influence consumer 
attitudes, preferences, and overall purchasing 
decisions in the fashion industry. It seeks to analyze 
the extent to which consumers are motivated by 
environmental sustainability and social 
responsibility when selecting fashion products, and 
how increasing awareness of issues such as climate 
change, pollution, and labour exploitation shapes 
their perception of brands. The objective also 
focuses on understanding how ethical 
merchandising practices—including fair labour 
conditions, safe working environments, responsible 
sourcing of raw materials, and environmentally 
friendly production processes play a crucial role in 
building trust, credibility, and a positive brand 
image among consumers. This objective explores 
how these sustainable practices affect consumer 
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willingness to support brands that align with their 
personal values, including their readiness to pay 
premium prices for eco-friendly products. It also 
evaluates the influence of sustainability on long-
term consumer behaviour, such as repeat purchases, 
brand loyalty, and emotional attachment to ethical 
brands. Furthermore, the objective investigates the 
gap that often exists between consumers’ expressed 
concern for sustainability and their actual buying 
behavior, identifying factors such as price 
sensitivity, limited availability of sustainable 
products, and lack of awareness that may influence 
decision-making. 
 
Identify challenges like greenwashing in 
implementation 
This objective aims to comprehensively identify and 
evaluate the wide range of challenges faced by 
fashion companies when attempting to implement 
eco-friendly and ethical merchandising practices in 
a highly competitive and fast-paced industry. It 
focuses on understanding the structural, economic, 
and operational barriers that limit the adoption of 
genuine sustainability. These challenges include 
high production and material costs associated with 
eco-friendly fabrics, limited availability and 
accessibility of certified sustainable raw materials, 
lack of technological advancements in sustainable 
manufacturing processes, and inadequate 
infrastructure or government policy support. Such 
constraints often make it difficult for companies, 
especially small and medium enterprises, to 
transition from conventional practices to more 
sustainable alternatives. A central aspect of this 
objective is the critical examination of 
greenwashing, a misleading practice where brands 
exaggerate or falsely claim their environmental and 
ethical efforts primarily for marketing advantages 
without implementing meaningful changes in their 
production, sourcing, or supply chain operations. 
The study explores how greenwashing creates 
confusion among consumers and significantly 
damages brand credibility, leading to reduced trust, 
skepticism, and hesitation in purchasing so-called 
“sustainable” products. This, in turn, affects the 
overall effectiveness of ethical merchandising 

strategies and undermines the progress of truly 
responsible brands in the market. Furthermore, this 
objective considers additional challenges such as 
low levels of consumer awareness and 
understanding of sustainable fashion concepts, price 
sensitivity that discourages consumers from 
purchasing higher-cost eco-friendly products, and 
the complexity of maintaining transparency across 
global and multi-layered supply chains. Ensuring 
traceability, ethical labour practices, and consistent 
standards across different regions remains a major 
difficulty for fashion companies. The objective also 
highlights issues related to inconsistent certification 
systems, lack of standardization, and difficulties in 
communicating sustainability information clearly 
and accurately to consumers. 

II. Result 

Findings of multiple studies clearly indicate that 
ethical and sustainable merchandising practices 
have a positive impact on the buying behaviour of 
consumers in the fashion industry. Increasingly, 
young people and other consumers are leaning 
toward choosing eco-friendly products and brands 
that demonstrate their commitment to fair labour 
practices, transparency in their operations and 
sustainable methods of production. Sustainable 
business practices enhance brand image, build 
customer trust and encourage customer loyalty. 
While these studies found that there are many 
benefits of sustainable merchandising, they also 
highlighted some challenges associated with 
sustainable merchandising, including higher 
production costs; limited supply of sustainable 
materials; lack of consumer awareness; and the 
greenwashing (i.e., false or misleading 
sustainability claims or practices) of brands. 
Because consumers are concerned about the 
authenticity of sustainability claims being made by 
companies, companies often find that their 
credibility and trust from consumers are 
significantly impacted in a negative way. 
Nevertheless, sustainable merchandising has 
created opportunities for innovation, growth in the 
marketplace, and the establishment of a successful 
company over the long term in the fashion industry. 



International Journal of Scientific Research and Engineering Development-– Volume 9 Issue 3, May-June 2026 

           Available at www.ijsred.com                                 

ISSN: 2581-7175                                      ©IJSRED: All Rights are Reserved                                                     Page 1118 

 

1. Awareness of Sustainable Fashion 
The survey shows that most respondents are 
aware of sustainable fashion, with nearly 78.6% 
selecting “Yes.” This indicates that sustainable 
fashion has become a well-known concept 
among consumers, mainly due to increasing 
discussions about environmental protection and 
ethical fashion practices. Only a small 
percentage of participants were unaware or 
uncertain, showing that awareness is spreading 
rapidly among people.  

2. Knowledge About Eco-Friendly Clothing 
The responses reveal that many participants have 
moderate to high knowledge about eco-friendly 
clothing. Around 32.1% rated their knowledge as 
moderate, while others considered their 
understanding high or very high. This suggests that 
consumers are becoming more informed about 
sustainable fabrics, ethical production, and 
environmentally friendly fashion choices, although 
there is still room for educational improvement.  
 
3. Source of Learning About Sustainable Fashion 
social media emerged as the most common source 
of information about sustainable fashion, followed 
by advertisements and recommendations from 
friends or family. Platforms like Instagram, 
YouTube, and Facebook play an important role in 
educating consumers about eco-friendly brands and 
practices. News articles and online content also 
contribute to spreading awareness about 
sustainability in the fashion industry.  
 
4. Preference for Buying Eco-Friendly Clothing 
Most respondents stated that they “sometimes” 
prefer buying eco-friendly clothing, while a smaller 
group always chooses sustainable options. This 
shows that consumers are interested in 

environmentally friendly fashion, but factors like 
price, style, and availability still influence their 
purchasing decisions. The growing preference for 
sustainable clothing reflects changing consumer 
attitudes toward responsible fashion consumption.  
 
5. Willingness to Pay More for Sustainable 
Clothing 
The chart indicates that more than half of the 
respondents are willing to pay extra for sustainable 
clothing products. This reflects a positive attitude 
toward ethical fashion and environmental 
responsibility. Consumers appear to understand the 
long-term benefits of sustainable products, such as 
reduced environmental impact and better quality, 
making them more open to spending slightly higher 
amounts.  
 
6. Barriers to Buying Sustainable Fashion 
The major barriers identified by respondents are 
high prices and a lack of awareness about 
sustainable fashion products. Some participants also 
mentioned limited availability and trust issues as 
challenges. These findings suggest that while 
people are interested in sustainable fashion, brands 
need to make products more affordable, accessible, 
and transparent to encourage wider adoption.  
 
7. Impact of Sustainable Merchandising on the 
Environment 
A large majority of respondents believe that 
sustainable merchandising can help reduce 
environmental impact. This highlights strong public 
support for eco-friendly business practices, such as 
using sustainable materials, reducing waste, and 
promoting ethical production methods. The results 
suggest that consumers recognize the important role 
merchandising plays in creating a more sustainable 
fashion industry.  
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FIGURE 1. Most respondents (78.6%) are  aware of sustainable 
fashion, showing a good level  of understanding among 
consumers. Only a small  percentage were unaware or  unsure 
about the concept . 

 

FIGURE 2..  The majority of respondents rated their knowledge 
as moderate or high regarding eco-fr iendly clothing. This 
indicates growing awareness , but  there is  st i l l  scope for better 
education and informat ion. 

 

FIGURE 3. Social  media was the main source of  information 
about sustainable fashion for most  respondents .  
Advertisements, friends/ family, and news articles also played 
an important  role in  spreading awareness.  

 

FIGURE 4. Most participants said they somet imes prefer 
buying eco-friendly clothing, whi le  some always choose 
sustainable opt ions.  This shows posit ive interest,  but regular 
adoption is  s t il l  developing. 

 

FIGURE 5. More than half  of  the respondents were wil ling to 
pay extra for  sustainable clothing.  This ref lects that  consumers 
value environmentally  friendly fashion despite higher  prices .  

 

FIGURE  6.  High price and lack of  awareness were the biggest  
barriers prevent ing people from purchasing sustainable 
fashion. Limited availabili ty  also affected consumer choices to  
some extent . 

 

FIGURE 7. A large majori ty agreed that  sustainable 
merchandising can reduce environmental impact.  This 
highlights strong public bel ief  in  the importance of eco-
friendly business practices in  fashion. 

III. Conclusion 

In the modern context of fashion merchandising, due 
to enhanced concern for environmental impact and 
social responsibility, sustainable and ethical 
practices have become indispensable components. In 
addition to reducing waste through the use of 
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environmentally-friendly materials, developing 
circular fashion systems, and utilizing other elements 
of sustainability in merchandising, ethical issues 
such as providing fair wages to workers, establishing 
safe working environments, and offering total supply 
chain transparency are now also a priority. The 
literature and data examined in this paper 
demonstrate that consumers possess a higher level of 
knowledge regarding sustainability than in the past 
and that they are positively disposed towards 
purchasing eco-friendly and ethical products. As a 
result, the implementation of sustainable and ethical 
merchandising practices would appear to positively 
influence consumer buying behaviours for these two 
generations, establishing brand trust and loyalty, as 
well as creating an increased willingness for 
consumers to purchase responsible/products. 
However, there continues to be a significant gap 
between consumer knowledge of sustainability 
issues and their actual purchasing behaviour due, in 
part, to higher price points and limited availability. 
The study describes significant challenges faced by 
brands when implementing sustainable and ethical 
merchandising practices; specifically, the issue of 
"greenwashing" is one of the most significant. Many 
brands promote sustainability through marketing, 
without committing to making changes to production 
processes. This results in a loss of consumer trust and 
credibility. Additionally, participants cited many of 
the same challenges, such as costs associated with 

implementing sustainable and ethical practices, lack 
of awareness, and poor policy and infrastructure 
support. 
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