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ABSTRACT 

Global fashion business has been witnessing a constant phenomenon of product range development with the aim 

of enhancing the business activities in response to the interest of consumers and their socio-economic indicators. 

In a true sense, this development has resulted in a positive sign in the fashion business to a large extent. As the 

fashion elements have an energetic value & impact on its ecosystem, the paper considers it further to revamp the 

range of development activities (fashion forecasting and trends, colour, design, assortment etc.) to shift from 

mere business goals to societal perspective by considering the emerging disruptive issues or events which are 

happening in the present world. We all have been commonly facing these issues and they have been affecting our 

environment as well as human lives consistently. So, this study is focused on having a sustainable impact on not 

only business but also on society.  

For achieving the objectives, this paper addresses and connects the essence of fashion elements with the 

infinite global issues that people are not aware of. In this context, the paper aims at focusing on fashion elements, 

printing of the environmental issues on apparels with some relevant themes. We are quite sure that such an 

approach may create a sustainable business model and create a healthier society. Function and aesthetics are 

considered to be the integral elements of the design process in sustainable design.  

The paper attempts to follow the product range development on two aspects: first, how this activity 

could create an emotional value in the consumer’s mind vis-a-vis their acceptance and secondly, how far the 

designers or entrepreneurs, are ready to accept these disruptive issues in their fashion houses by designing 

apparels for sustainable fashion and a healthier environment. The study attempts to develop a merged concept 

of sustainable clothing with the dawn of a new emergence of fashion concept.  

The study is explorative in nature. Both primary and secondary data has been used for this paper. 

Structural questionnaires have been used based on the consumer’s perception for primary data collection and 

their willingness towards the new concept of sustainable fashion. Another set of the questionnaires has been 

administered for the designers to know their perception about the new concept of fashion with global issues and 

willingness to come up with sustainable garments. The findings of the study reveals that there is enough scope 

of a sustainable society through the revamping of fashion elements in the future. 
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INTRODUCTION 

With the introduction of industrialization in the textile industry in view of expanding the economy development, 

mass production was envisaged through the cost-effective and lean manufacturing approach. The twenty first century 
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has witnessed unforeseen growth in this sector, with sole vision for profit making and uplifting the economic activity without 

taking into account the environmental cost. The disruptive activities behind excessive production on one side and mass 

consumption on the other have endangered our environment and human sustainability. Based on these facts, the research 

intends to present two arguments, that adopting sudden change in a sustainable direction will create even a more disastrous 

effect on the economy and on the other hand, gradually shifting towards sustaianble process will bring positive impact upon 

envirnoment in the long run. 

Also, we cannot delay the process of change. Rather, we need to create behavioural upliftment with mass awareness, 

motivation and self actualization within not just the consumers in the society but also within the entrepreneurial community. 

Looking at the envirnomental cost, various fashion brands of international repute like ESPIRIT and PATAGONIA came up 

with the idea of making products out of green technologies. Similiarly, many companies across the globe are already using 

technological innovation to go green. For instance,  DuPont is making biodegradable polyester called Apexa and Thread 

International is supplying fabric made from discarded plastic bottles. Fashion is big business. It plays a major role in the 

global economy, with annual worldwide revenues of over £1 trillion. The industry engages  millions around the world, 

accounting for over a third of total employment in some of the most economically important countries. Now, the objective 

is to adopt a green fashion model across industries to reduce human impact on the environment and sustaining it for the 

decades. Sustainability is a buzzword these days and is applicable to every aspect of life, including fashion. It can imply 

numerous things like sustainable methods, recycling apparel, using organic raw materials and many more. The fashion and 

textile industry are the one of the most polluting industry, after the oil industry, because each stage of the apparel lifecycle 

uses the precious and depleting resources provided by our planet (NRCD, 2016). The concept of sustainable development 

has two concepts. The first being the indispensable need and the second being the environment’s capability to meet present 

and future needs, clamping down through technology and social organization. Three premier pillars of sustainability 

proposed by Brundtland commission Report (1987) are economic growth, environmental protection, and social equality. 

 

Figure 1: Conceptual Framework of the Sustainability 

The famous Brundtland Report coined one of the most frequently cited definitions of sustainable development in 

1987 as ‘development that meets the needs of the present without compromising the ability of future generations to meet 

their own needs’ (World Commission on Environment and Development (WCED, 1987).  

Sustainability is a complex term from the consumer’s perspective. It incorporates not only the environment but also 

how humans interact and fit within it. The rise of fast-fashion merchandise has made it necessary to introduce a variety of 

product ranges which should be focused on sustainability. Understanding and implementing strategies for consumer demand 

https://www.sciencedirect.com/science/article/pii/S0142694X16300631#bib241
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and geographic need is also necessary while adopting sustainable green fashion merchandise. To obtain fair & attractive 

price for the merchandise would be a substantial challenge for sustainable fashion. Simultaneously the focus should be on 

creating cognizance among the consumers on sustainable fashion. They must know the worth of it, so that they can not only 

create a better place to reside but also appreciate their own contribution towards society at large. H&M announced in April 

2017 that they are aiming to become 100% circular by 2030, indicating that they will only use recycled or other sustainably-

sourced materials. Others leaders are setting similar goals. This means that many in the industry are waking up and 

recognising that business-as-usual cannot last much longer. Fashion isn’t going anywhere. Millennia of human history tell 

us that as we move towards a sustainable, low carbon future, people are still going to be dressing to impress. But if we are 

going to reach that future, the industry is going to have to fundamentally change for the better. Thus, there is a tremendous 

scope for developing sustainable fashion merchandise in the light of fast increasing in the environmentally responsible 

consumer segment. 

2. REVIEW OF LITERATURE 

In this section, we have attempted to review existing literature which is relevant to our study. This is expected to throw a 

better insight and provide a background about the context of the present study. With the increase in carbon footprint in the 

environment, the textile industries are adopting various methods such as textile recycling which attempts to minimize the 

waste generated from the industries. The only way to increase the market share of “green clothes” is to promote them through 

sustainable marketing strategies. Consumers with higher product knowledge are more willing to purchase “green clothes” 

than fast fashion garments (Wang, 2010). In order to cultivate interminable person-product relationships, social, 

psychological and geographical aspects must be included in the design that promotes emotional attachment with the 

consumers (Nerurkar, 2016). 

At present, multicultural, environmental protection and intelligent digitization have become the subject matter of 

many fashion institutions. These institutes are providing management and design courses in view of sustainability. Further, 

technology propels the expeditious growth of art on fashion merchandise in an innovation age. Consumers’ demand for 

environmental wellbeing slowly reaches the integrated development of producing green clothes with the aid of science and 

technology. Fashion design should be based on “people-oriented” principle in the new era of science and technology (Journal 

et al., 2014). The study of (Yang Jie and Jiang Ying, 2016) highlights the good work of Sun Xuefei, a designer in China 

using eco-circle TM fabrics to create a line of conscious collections which are eco-friendly & have less carbon footprint; 

however, the price was expensive due to the aesthetic value of the design collection. In this creative approach, the designer 

along with their team not only created the design but also educated the customer about sustainable practices. The benefit of 

these clothes is that they can be returned and a new raw material can be made out of them. As it is, in a closed polyester 

recycling system, infinite recycling can be done. This area is anchored in present practices and our education system is 

pitching for it, although this development was there historically. Fashion design students should follow a nonlinear 

curriculum where sustainability in the environment, business, social and ethical areas are studied in theory and practice. With 

the utmost knowledge in this field, the designer can indisputably create an effect on the mainstream business model and 

become an agent of change (Fletcher and Grose, 2012). Consequently, innovative design skills must be taught, where 

designers may act as sustainable mediators that might combine the economic and environmental interests and understand the 

different stakeholders of the manufacturing and design process (Vezzoli and Manzini, 2008b). In addition, it is crucial that 

students gain knowledge of materials, efficiency in production, ethical manufacturing and consumer relationships with 
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products related to sustainable development (Niinimäki, 2011).   

The economic system inside the fashion industry is driven by the cost factor. Because of overproduction and 

subsidies, the materials are mostly under-priced (Eder-hansen et al., 2012). Therefore, if price barriers related to sustainable 

materials are to be dropped while competing with fast fashion, buyers or consumers will have a greater incentive to buy 

clothes which are ethically produced. As per Corporate Social Responsibility, making merchandise that is recycled from 

textiles waste causing landfills with the aid of design skills and cultural heritage will, in turn, solve the triple top line issue. 

The triple top line includes ecology, these issues can be solved by deflecting or decreasing waste released from textile 

industry. Further, taking the equity aspects into account, the developing economies, in context of global supply chain & 

producing textile merchandise that intrigue the increasing buyer or consumer involvement about the environment & the 

ethics associated with it, is emphasised (Braungart and McDonough, 2008). The study of (Panwar, Tarun, 2016) has 

emphasised that the solution to the big corporations selling low priced fast fashion garments in high quantities is needed; to 

have a sustainable factor in all the aspects of the business from operation to delivering. In the fashion world, whether the 

company is large or small, the sustainable business model should be tried in a commercial way in order to produce well-

designed ethical products at an equitable price. This approach could be beneficial to the companies as well as to the society 

if the companies consider global issues and responsibilities into their business practices (Smith, 2003). The general argument 

is that sustainable fashion brands face common challenges like limited budget, the price being higher than fast fashion 

merchandise, consumer’s reluctance and retailer’s non-acceptance. With circular economy-based initiatives, fashion brands 

attempt to encourage sustainable consumption among consumers, retail and disposal stages by delineating for up-cycling, 

taking back, repairing, reselling, leasing and creating from organic material (Gabriele Staneviciute, 2017). 

3. AIM OF THE STUDY 

In this research, an attempt has been made to study the sustainable fashion on two aspects: first, how the fashion industry 

can adopt a green business model which could create an emotional value in the consumer’s mind and their acceptance towards 

it. Secondly, how the consumer is concerned and can contribute to the global issue by being a responsible citizen.  

4. METHODOLOGY 

Considering the sustainable fashion and design aspects related to our objectives, the paper has attempted to discuss broadly 

two aspects: the first aspect being the consumer perception and their willingness towards the new concept of global issues 

and sustainable fashion. Secondly, to understand designer perception towards a new concept of fashion with global issues & 

willingness to come up with sustainable garments. Although studies related to sustainable fashion are available in global 

context largely, it is relatively weak in Indian context. Therefore, the data required to fulfil the objectives of the study was 

not readily available from the secondary sources, pertaining to understanding the consumers’ awareness, attitudes and 

opinions etc. Therefore, both primary and secondary sources of information have been used in this present study. Data 

pertaining to sustainability and sustainable fashion merchandise, various published research articles, reports, documents, 

working papers and newspaper articles etc. have been used from secondary sources purposefully as per the requirement. 

These resources have also formed a substantial part of the flow of information for this study. The primary data collection 

was an online mode using structured questionnaires and personal interviews were conducted with the designers. The sample 

respondents consist of students from fashion institutes, professionals who are working in apparel industries and designers 

who are practicing the design aspect in apparel from major cities in India. For this. We have adopted the simple random 
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sampling method and the total sample size is restricted to 164 due to non-cooperation of the respondents and lack of time. 

To assess the perceptions of potential respondents on various parameters, appropriate assessment scales including 

dichotomies, Likert scale of measuring qualitative information has been used. Apart from the information obtained through 

a structured questionnaire, personal and telephonic interviews of experts/knowledgeable people were interviewed focussing 

on various issues related to the fashion industry and how green fashion or sustainable fashion is an evolving concept for 

these issues. 

The study has presented two frame works model after considering all the inputs from secondary sources, primary 

data analysis and inputs from designers and industry. These models are Sustainable Fashion Design Process Framework 

using the elements of Product range development and Green Fashion model for business, are explained in empirical analysis 

and discussion section in details. 

5. NEED FOR SUSTAINABLE FASHION: FEW FACTS 

The change in number of fashion seasons made a rapid growth in the production and consumption of fast fashion. Previously 

there were two major seasons but now there are around 50 to 100 micro fashion seasons. Fast fashion mostly involves usage 

of cotton fabric, which is hard to produce as it needs nearly 2,700 liters of water to make one piece of garment which in turn 

affects nature and also causes an ecological imbalance. The next most commonly used fabric is polyester which uses less 

water but increases the carbon footprint (Drew & Yehounme, 2017). 

Globally, apparel industries need to understand the judicious consumption of resources that are limited.Usage of 

technology and new innovations can be done to cut down the consumption of new resources and utilize the already available 

resources. World Resource Institute survey (2014) reveals that every year in the US 13.1 million tons of clothing are littered, 

out of which 2.62 million tons are recycled and reused which accounts for only 15% and the remaining mark their finish in 

landfills (10.46 million tons). The data displayed by Green Peace apparel fashion has increased two-fold from 2000 to 2014 

which clearly indicates that an average person has gone ahead of buying 60% new apparel annually in comparison to what 

they had earlier. This is solely due to the brands like Zara, H&M, Forever21 being the top-notchfast-fashion player in the 

market that has reduced the lifespan of the fashion by reusing the collection regularly and forging them into affordable 

pricing. (Drew & Yehounme, 2017). 

As per the State of Fashion Report (2018) (Amed et al., 2017) indicates that around 66% of the population is ready 

to purchase from the brands heading towards sustainability. Out of which 905 brands believe that it is in their hands to create 

more sustainable products, which will also give pressure to government bodies and businesses to clear the current business 

practices. Further, it also highlights that 90% of the population is ready to spurn a brand that is not following sustainability. 

Nowadays everyone is so socially connected that they are more aware of environmental and social weaknesses in fashion 

industries, and they are more concerned than the preceding generations and are ready to take steps in changing things. With 

this, we get to understand how the major fashion brands are getting more opportunity to take sustainability as their Unique 

Selling Proposition. These are the few facts which show the surrounding environment around us is in need of quick change 

and we have to incorporate sustainable practices in routine lives starting from fashion, and the apparel industries starting 

from acquirement of raw material to supply chain aspects. 

6. EMPIRICAL ANALYSIS AND DISCUSSION 

The various studies suggest that people in developed countries are very much conscious towards their environment and for 
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their healthier life for the present and the future. In fact, certain amount of measures has been initiated by these countries to 

handle the emerging emissions which are generated by the textile industry as well as others discussed by number of studies. 

These are primarily happening due to man-made activities. In this context, a number of big industries and global brands have 

already started practicing sustainable ways of doing their business. Although, a lot of research on sustainable fashion has 

been carried out in many developed countries, particularly, the USA, Japan and the European countries, there are few studies 

that have been done in the Indian context as well. India is also part of the ongoing victim as well as one of the contributors 

of emission to the environment. Considering the above aspects, a field survey has been carried out to understand consumers’ 

perception and reactions towards the sustainability fashion and environment. These responders are students from a premium 

institute and professionals those are working in textile and apparel industries. 

To understand their attitudes, perceptions and measures towards sustainability fashion and environment across 

various parameters, a descriptive analysis is presented in Table 1. Further, discussions on importance of positive factors have 

been explained with plausible reasons subsequently. 

Table 1: Respondents Perception and Attitude towards various Sustainable Parameters 

Sl. No Parameters % & Freq. 
1 Awareness and Sustainable Knowledge 100 (164) 
2 How Important Sustainability for Life 95(164) 
3 Better Future &b healthier environment 95.7 (157) 
4 Knowledge around practicing sustainability 15.2(25) 
5 No Knowledge around practicing sustainability 84.8(149) 
6 Role to play for promoting sustainability Cause 79.3(130) 
7 Ready to pay higher price if Industry adopt sustainability 47(77) 
8 Undecided to pay higher price 53 (87) 
9 Ready to adopt sustainability way of Living by practicing reduce, reuse and recycle  96(158) 

10 Designer should focus designing apparels that can be redesigned or recycled  89(147) 
11 Technological innovation solution for achieve sustainability 31.7(52) 
12 Not Sure on Technological innovation for solution 68.3(112) 
13 Completely Organic products costly 91.3 (148) 
14 Cost reduction of Sustainable apparels in long run 40.9(67) 
15 Complete knowledge on present trend eco-friendly garments 56.1(92) 
16 Government should provide subsidy to Sustainable manufactures 82.9(136) 
17 Higher tax on fast fashion apparels 41.5(68) 
18 Average expenditure on garments above Rs. 5000 45.7(75) 
The figure inside parenthesis of each cell is the sample frequency of respondents of that cell. The total sample size 

is 164 

It is evident from Table 1 that 100 percent of sample respondents are thoroughly aware and knowledgeable about 

sustainability. In (serial no 2), it is found that 95 percent across the sample characteristics have given importance on 

sustainability. The significant results could be the disruptive events which are happening across the world. The other aspects 

could be the excessive consumption, rising industrialization leading to emission of greenhouse gases affecting human life. 

In (serial no 3), the majority of the respondents have perceived to have a better and healthier life in the society is 

(95.7%). It is very important for industry as well as for the Government to consider the respondent’s opinion for policy 

making and implementing. The same is quite evident from the Table. 

In (serial no 4), although people are thoroughly aware and are very much concerned towards environment, only 15 

percent respondents know who the people working on sustainability fashion are, whereas majority of them (84.8 %) do not 
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know who the people working in this area are, as evident in serial no. 5. These two data indicate that there is least amount of 

work happening on sustainable fashion either in India or Global level because of which the market size of such segment is 

considerably less. 

In (serial no. 6), majority of the respondents (79.3%) have perceived to play a key role in promoting sustainable 

practices as exhibited in Table 1. This is due to their knowledge of textile industry and its contribution to pollution and 

impact on human life and ecological imbalances. 

In (serial no 7 and 8), it is found that 47.0 percent are ready to pay higher price whereas the remaining respondents 

were not willing to pay. The higher proportionate respondents may pay higher price if they find it to be reasonable along 

with aesthetic appeal, from the discussion.  

In (serial no 9), majority of the respondents have perceived to adopt sustainability indicating 96.0 percent. It 

suggests that people are very much concerned about their environment. They are ready to wear sustainable apparels. 

In Table 1, it is found that majority of the sample responses have opinion that there should be design intervention. 

They suggest that sustainable apparels can be produced, which may fulfil the requirement of the consumers. Further, they 

have suggested that some emotional and aesthetic attributes are needed in designing. The sample response reveals 89.0 

percent, as indicated in (serial no 10).  

As far as technological innovation solution for solving sustainable apparels is concerned (serial no 11 & 12), 37.0 

Percent have perceived that it can be solved whereas 68.3 percent of the responses are doubtful whether technology can solve 

it or produce affordable apparels.  

In case of organic apparels, majority of responses (91.3%) have stated that apparels are expensive. There are 

plausible reasons for this, such as complicated and lengthy process, high technological cost and gap in demand and supply.  

Further, respondents have perceived that in the long run, the cost of production of sustainable apparels can be reduced, 

indicating only 40.0 percent as exhibited in (serial no 14). For this segment, industry may use high technological equipment 

that leads to high cost and expensive products in the market. 

As far as the present trend of eco-friendly garments are concerned and its availability in the market, 56.1 percent of 

responses have agreed on it whereas others are doubtful about the garment as exhibited in (serial No 15).  

Considering the environmental issues and the global concerns towards the sustainable manufacturing, it is evident 

that majority of the responses (82.9%) have opined that   government should play a key role and provide subsidy to those 

industries who are now practicing sustainable fashion in their business. It is indicated in serial in (serial no 16). And 41.5 

percent responses have agreed that fast moving fashion industries should get penalised with higher tax. It is found in Table 

1 that average spending of more than Rs. 5000/- on apparel is only 45.7 percent of the sample in a year. This data suggest 

that people can afford to higher price of sustainable apparels.  

We can conclude from this data that people have perceived as well as agreed positively towards sustainable 

parameters. Therefore, we may develop a framework on the basis of the above discussed parameters for sustainable business 

and sustainable environment. 
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Table 2: Major Merchandising attributes influences Consumers Purchase Decision 

Attributes Frequency (%) 

Colour 50.00 (82) 
Texture 27.44(45) 
Material/fabric 20.73(34) 
Fit/Size 7.32(12) 
Quality 10.98(18 

Others include (brand, 
Silhouette, Print, 
Functionality and 
Aesthetics) 

10.98(18) 

The figure inside parenthesis of each cell is the sample frequency of respondents of that cell. The total sample size 

is 164 

Table 2 shows that the sample respondents have shared their opinions on the above major merchandising elements 

that they used at the time of shopping. It is found from the Table 2 that colour is the most preferred attributes among the 

respondents for purchase, followed by others such texture (27.44%), material/fabric (20.73%). From this analysis, we may 

suggest that the similar attributes can be adopted while making sustainable fashion apparels. 

Table No 3: Major Contributor towards Sustainability across Attributes 

Attributes Frequency (%) 

Government 64.02(105) 
Civil Society 56.10(92) 
Students 70.73(116) 
Researcher & Academicians 45.12(74) 
International Bodies 32.93(54) 

The figure inside parenthesis of each cell is the sample frequency of respondents of that cell. The total sample size 

is 164 

As far as a contributor towards the sustainability is concerned, the analysis shows that 70.73 percent of respondents 

have perceived that students will be major contributor towards sustainability of fashion. It suggests that students can influence 

the sustainability of fashion in the market as they are the trend setters. Similarly, Government can lead the major role for 

bringing the sustainability practices in the industry as evident in Table 3. Subsequently, civil society can be role model for 

creating awareness and implementing of sustainable fashion or eco-friendly garments in the society as evident from 56.10 

percent. The other contributors such Research and academicians and internal bodies are perceived important role model for 

sustainable business.  

Table No 4: Factors affecting Organic apparel Expensive 

Attributes Frequency (%) 

Due to their natural essence 53.66(88) 
Due to high technological cost 39.63(65) 
Time taking process 51.83(85) 
Limited Availability 46.34(76) 

The figure inside parenthesis of each cell is the sample frequency of respondents of that cell. The total sample size 

is 164 

It is found from Table 4 that the respondents have shared their opinion on organic apparels, the reasons for being 

expensive.  It is evident that 53.68 percent of responses have perceived that due to natural essence, organic apparels becomes 
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expensive, followed by other attributes namely time taking process (51.83%), limited availability and technological cost.  

Table No 5: Contribution towards the cause of sustainability 

Attributes Percent of cases (%) 

Using Slow Fashion 34.76(57) 
Creating Awareness 69.51(114) 

Using only eco-friendly garments 37.81(62) 
The figure inside parenthesis of each cell is the sample frequency of respondents of that cell. The total sample size 

is 164 

Considering our research objectives, how fashion can be role model for bringing sustainable society. The literatures 

suggest that mass level of production of fast fashion results in mass consumption with no mechanism for decomposition 

which leads to gas emissions and thus affects the environment. Keeping in mind these aspects, it is evident from the findings 

that 69.51 percent of respondents have given importance towards creating awareness through various campaigns and other 

activities. These will be initiated to make people to realise and understand about sustainable fashion. If we combine both 

slow fashions and eco-friendly garments, it is evident that 72.57 percent of respondents have agreed to use such fashions 

considering the environmental aspects.  

 
Figure 2: Proposed Sustainable Fashion Design Process Framework 

To accomplish sustainability in the fashion industry, the proposed framework in Fig 2 should be adopted.  The 

above model has been made taking the three major factors which affect the purchasing behavior of the consumer for a fashion 

product. According to the above model, the designers should take the following factors psychological, social, economic, 

religious, geographic, ecological and climatic into consideration.   

The psychological factor is driven by needs and wants of the customer which develop from the attitude, learning 

and emotions. It varies from person to person as the identity of a person differs just as the affinity for a fashion product also 
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differs. But there are some factors which are similar in nature. Therefore, the merchandise should be developed such that it 

fits the same social identity of a group. 

The social class has a very deep effect on the purchasing behavior of a consumer. The sustainable fashion products 

to be developed should vary for different groups such that the consumer can relate the fashion product to their lifestyle. Then 

only the product will be easily accepted by the consumer. 

The geographical factors have a huge impact on the buying decision of a product. The demographics, climatic 

conditions play a very important role in the purchase decision. Fashion products developed with the association of the 

ecological, climatic factor will play a major role which will help in easy acceptance of the product by mass. 

In addition, we have presented here products developed from famous Kotpad Handloom cluster Western Odisha, 

India with help of designers of NIFT Bhubaneswar.The following images below present design process and final product 

development from the Kotpad fabric. The significance of using this handloom product is because every element used by the 

weavers of Kotpad are sustainable in nature starting from the cotton yarns to the vegetable dyes used for dying the fabrics. 

The products developed from Kotpad fabrics are fashionable and trendy is exhibited in Image 4. The paper has put an effort 

to justify that highly fashionable and trendy products can be developed from sustainable methods to fulfil the present market 

requirement. 

    
Image.1: Mood board. 
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Image.2: Client Board 

 

    
Img 3: Range & Product development 
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Image 4: Final Developed Products 

 

 
Figure 3: Proposed Green Fashion Model for Business 

 

 

In the above model(Fig.3), we are using the bottom-up approach where the awareness and motivation have to be 
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created among the industries such that they are motivated and in result can direct their, experts to find a way out to produce 

the merchandise in more sustainable ways. This can be supported by the Government and local bodies by providing subsidies 

or making policies which as a result will be beneficial for the industry in long run. The industries should apply sustainable 

mechanism and processes to achieve sustainability in every way possible. Also, the fashion products produced should have 

elements which will be easy for the consumer to adapt to and also the products should be, easy to use. This fact will lead to 

a rise in consumer awareness and hence our aim for a better sustainable society through the medium of fashion apparels can 

be achieved. 

7. CONCLUSIONS 

Even if numerous business models and design aspects are being suggested, the right approach and conscious consumerism 

can help in this matter. This should be carried right from the students who are in fashion institutions and B-schools. Even if 

they are being taught about it, the practical utility is what brings in the change in the environment. Through green business 

model, one can not only reduce the carbon footprint in each process involved in garment making but also lead to a better 

society. Product assortment with sustainable designs will not only change consumer consumption pattern but also bring a 

new revolution. India has a rich culture of art and craft in comparison to other countries. India has handloom and handicraft 

sector which has the potential to contribute in creating sustainable fashion merchandise. The unique designs and prints 

inspired from the clusters of India amalgamate with global designs result into a beautiful concept which is being created by 

most of the upcoming designers. 

Worldwide there has been a huge concern about the way we humans have been consuming various products & 

natural resources. The Fashion world has been particularly proactive in its approach towards its consumption pattern. Since 

the beginning of this this new millennium, many players have emerged who are continuously working with best practises for 

sustainable approach towards our mother earth. Economic superpowers like Japan, Germany, US, UK & China have been 

the key initiators for sustainable fashion and brands in these nations are actively working towards reducing the cost of 

production for these environment friendly products. We are quite sure that other developing countries will start following 

the super powers once they start to realise the need for sustainable way of doing business. Contributions by both global 

political & business organisations & leaders are playing vital role in bringing the necessary changes in the policies & 

regulations. 

Global players like H&M have taken step challenge to go fully sustainable by 2030, through their initiative like 

“Conscious”. So, there is already a huge shift happening with fashion players who are reconsidering their strategy for a better 

world. Many other global players, with the help of their local & remote governments are moving in the same direction. We 

are very confident that with such a joint conscious effort in the right direction will surely make this world a better place to 

live in not only for us, but also for the generations to come. This is extremely important to note that if we do not wake up 

even after this emergency situations of Covid-19 pandemic, we will not be left with any ability to use the resources provided 

by this planet. Hence let all of us take a pledge today that from tomorrow onwards we will be focusing on a sustainable way 

of life when it comes to even fulfilling our basic needs like Food, Clothing & Shelter. We are quite sure that only a sustainable 

approach towards life will lead to a balance in the environment leading to a healthier & prosperous life for us. 
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