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[bookmark: _Toc218445660]CHAPTER 1: INTRODUCTION 
[bookmark: _Toc218445661]Background & Problem Statement
Fashion industry, which contributes around 8 percent of the total world greenhouse gas emissions and 20 percent of the world wastewater generation, has attracted the centre stage of the sustainability debate because of its high level of environmental and social effects (Hoffmann et al., 2025). These issues are magnified by fast fashion, which encourages overproduction, overconsumption, and waste in a linear economic system that is based on profit (Vassalo et al., 2024). Although the level of consumer awareness has risen, the lack of definition and the unavailability of standardised criteria allow companies to practice greenwashing to deceive consumers and hinder the transition to the circular economy with the focus on recycling, repairing, reselling, and conscious consumption (Statista, 2024; Adamkiewicz et al., 2022).
[image: A bar chart ranking the world's largest fashion companies by their 2022 reported CO2 emissions.]
[bookmark: _Toc218441800][bookmark: _Toc218446354]Figure 1 Carbon Dioxide Emissions of the Largest Global Fashion Brands (Rao, 2024)
Consumers are becoming interested in sustainable fashion. The proportion of posts on social media that promoted slow fashion grew by 29 percent and pre-loved fashion was mentioned 70 percent more in six months which represent an increase in the use of circular fashion trends (Mintel, 2024). According to the surveys, more than half of UK and German customers think about sustainability as a significant aspect in fashion shopping, and two-thirds of the US consumers indicate that they listen to the eco-friendly claims (Mintel, 2024). However, there is still a significant value-action gap, where almost 60 percent of younger millennials in the UK repurchase within 3 months, and price is still a primary consideration, as close to 50 per cent of UK consumers and 67 per cent of Germans do not consider sustainability over cost (Mintel, 2024). Circular fashion is an emerging trend that provides a low-cost method of participating in sustainable behaviours by involving oneself in resale and rental services, including Vinted (Mintel, 2024).
[image: Sustainable retail expectations on the rise with Gen Z shoppers - Agility  PR Solutions]
[bookmark: _Toc218441801][bookmark: _Toc218446355]Figure 2 The Preference of Gen Z for Sustainable Brands (Carufel, 2020)
The sustainability preferences of generation Z are especially high, 62 percent of them prefer sustainable brands and 73 percent are ready to pay a premium price to the sustainable ones (Savilia, 2024). In the larger consumer segments, 50 to 66 percent would be willing to pay a higher price on sustainable products, which is an indicator of market potential as well as the increasing demands on corporate responsibility (Savilia, 2024). Nevertheless, the existence of these positive attitudes has been accompanied by increased criticism of corporate practises, specifically against large fast-fashion companies such as H&M and Shein. The scorecards of H&M Conscious Collection were found to misrepresent the environmental and labour situation, and Shein was accused of purporting to be an ISO-certified company when it was not and not disclosing its supply chain, which showed how popular greenwashing is in the sector (Singh, 2024). Another report by the Changing Markets Foundation also found out that 59 percent of green claims in fashion did not meet the advice of the Competition and Markets Authority in the UK (Generation Climate Europe, 2021).
Despite the potential of technological innovation and circular business models including resale, rental, and biomaterials, they are still marginal in comparison to the marketing storeys that exaggerate sustainability success (Statista, 2024). The increased regulatory activity, such as the activity of the Competition and Markets Authority of the UK, the Green Claims Directive of the EU, the Unfair Commercial Practises Directive of France, and the updated version of Green Guides of the Federal Trade Commission, is indicative of a global shift towards accountability, which represents both the environmental urgency and the reputational risk of the fashion industry (Hoffmann et al., 2025).
Together, the available literature demonstrates that, although true sustainability practises can address the environmental and social cost of fashion, growth in the greenwashing phenomenon can be counterproductive. It is therefore necessary to conduct a systematic review in order to pool together evidence on the commonness, nature, and implications of true sustainability and greenwashing in the fashion industry. This kind of investigation will not only elucidate the differences between the genuine and deceitful initiatives but also educate on how to regulate, educate the consumers, and transform the industry.
[bookmark: _Toc218445662]Research Aim
This study aims to compare genuine sustainability initiatives with greenwashing practices in the fashion industry and identify gaps to promote authentic sustainability.
[bookmark: _Toc218445663]Research Objectives
· To identify and analyse the sustainable practices currently adopted by fashion brands with respect to environmental and social responsibility.
· To examine the types and prevalence of greenwashing strategies employed by fashion brands to create the perception of sustainability.
· To identify gaps by evaluating the weight of genuine sustainability initiatives relative to greenwashing practices and to provide recommendations for promoting authentic sustainability.
[bookmark: _Toc218445664]Research Questions
· RQ1: What sustainable practices are currently adopted by fashion brands with respect to environmental stewardship and social responsibility?
· RQ2: What forms of greenwashing are employed within the fashion industry to convey an impression of sustainability, and what is their prevalence?
· RQ3: How do authentic sustainability initiatives compare with instances of greenwashing in the fashion sector, and what gaps and strategic recommendations emerge from the literature?
[bookmark: _Toc218445665]Significance / Relevance of Study
The fashion sector is considered one of the biggest causes of environmental degradation and social injustice, with the industry contributing to a high proportion of greenhouse gas emissions, water pollution, and exploitative labour practises, specifically in the fast-fashion industry (Hoffmann et al., 2025; Changing Markets Foundation, 2021). To react, numerous brands have turned green, but greenwashing has become a widespread problem, with companies overstating or distorting their environmental and social performance, thus undermining customers and hindering real change (Brydges, Henninger & Hanlon, 2022; Dalecki, 2023). The importance of this systematic review is that it summarises the existing empirical and theoretical studies to differentiate between the authentic sustainability practises and greenwashing in the fashion industry, assessing their occurrence, nature, and effects on the stakeholders (Burnstine & Ghattas, 2025). The study is insightful to academics, practitioners, and regulators by assisting them to recognise research gaps, improve credible sustainability strategies, and tighten the belts of transparency and accountability, respectively (Hejlova et al., 2025). In addition, the review also identifies the importance of consumer perceptions, especially in cohorts that are ethically conscious, like Generation Z, where purchasing behaviour depends on authentic sustainability practises, and exposure to greenwashing influences the same, which makes this research relevant to the future of responsible and transparent practises in the fashion industry (Garcia-Ortega et al., 2023).
[bookmark: _Toc218445666]Brief Research Methodology
This paper used a systematic review with a pragmatic research philosophy in an attempt to combine qualitative and quantitative results to assess the sustainability and the greenwashing in the fashion industry. The studies had to be peer-reviewed journal articles, conference papers, and review studies that covered sustainable practises, greenwashing strategies, or their impact on brand perception and operations and be eligible since they had to be published in English in 2015 or later (Kitchenham and Charters, 2007; Gough, Oliver and Thomas, 2017). Sources that were non-English, grey literature, and opinion pieces without empirical evidence were filtered out (Gough, Oliver and Thomas, 2017). Citation tracking and reference screening were used to supplement systematic searches in Scopus and Google Scholar, with keywords that include sustainability (e.g., sustainable fashion, environmental responsibility) and greenwashing (e.g., false sustainability claims, eco-label deception) (Falagas et al., 2008; Bramer et al., 2017). A reference management software was used to remove duplicates of the retrieved studies and the PRISMA framework was used to screen the studies (Higgins and Green, 2011). There was a standardised template that was used to extract data in terms of study details, design, sustainability or greenwashing activities, impacts, and gaps in research (Moher et al., 2009). The quality of studies was evaluated with the help of the Critical Appraisal Skills Programme (CASP, 2018) and was rated as high, medium, or low (Higgins et al., 2011). A narrative synthesis strategy was taken to find out patterns and relationships between sustainability assertions and brand credibility (Popay et al., 2006; Campbell et al., 2020). Ethical issues such as proper reporting, transparency, and recognition of original researchers were taken into account, whereas limitations such as publication bias, language restriction (English), and low methodological quality were noted (Gough et al., 2017).
[bookmark: _Toc218445667]Structure of Rest of Project
The rest of this project is designed to incisively study and integrate the literature on authentic sustainability and greenwashing in the fashion industry. Chapter 2 provides a literature review including definition of major concepts, research field, and conceptual framework of the study. Chapter 3 summarises the research methodology which includes philosophies, design, approaches, methods of data collection and ethical considerations used to guarantee rigour and validity of systematic review. The findings are introduced in chapter 4, and the results are analysed and discussed in the framework of the research questions and the existing literature. Lastly, Chapter 5 will bring the study to its end by summarising the key findings, conclusions made in line with the research questions, practical and theoretical recommendations, limitation and future research directions.


[bookmark: _heading=h.zgsj7dm89hu7][bookmark: _Toc218445668]CHAPTER 2: LITERATURE REVIEW 
[bookmark: _Toc218445669]Introduction
This chapter offers an overview of the available literature on the subject of sustainability and greenwashing practises in the fashion industry. It starts with defining the main concepts, which are the core of this paper, and then the discussion of the theoretical frameworks, which serve as the basis of the knowledge about sustainable practises and corporate accountability. The chapter goes on to discuss sustainability programmes in the fashion industry, and the common forms of greenwashing, and their effects on brand equity. Moreover, it examines the perception of consumers regarding the real sustainability and greenwashing, and how corporate social responsibility (CSR) and environmental, social and governance (ESG) reporting influence corporate behaviour. Also, regulatory and policy frameworks on sustainability are addressed and give some background of the formation of the conceptual framework of the study, which incorporates all the literature reviewed and the research direction.
[bookmark: _Toc218445670]Critical Review of the Research Topic
[bookmark: _Toc218445671]Definition of Key Concepts
Sustainable Practise: Sustainable practise is defined as business practises, as well as business strategies, which fulfil the current needs without affecting the future generations to fulfil their needs. This in the fashion industry includes green production processes, resource optimisation, fair labour, and the advancement of circular economy concepts (Andria et al., 2023; Habtemaryam, Degoma & Tsegaye, 2025).
Greenwashing: Greenwashing is the act of creating a misleading or inflated impression of environmental responsibility of a company. It may entail misleading marketing, selective disclosure or symbolic acts that fail to lead to substantive environmental or social benefits (Mousavi et al., 2025; Brugman, van Huijstee & Droog, 2024).
ESG (Environmental, Social, and Governance): ESG is a combination of standards applied to assess the performance of a business in regard to environmental stewardship, social responsibility, and corporate governance. ESG reporting is becoming transparent when it comes to sustainability efforts and is also becoming associated with brand credibility and investor confidence (Brown et al., 2019; de Magalhaes Silva et al., 2025).
Corporate Social Responsibility (CSR): CSR is the more general notion of a company assuming a responsibility to the way the company affects the society which include ethical labour practises, communal participation and environmental custodianship. CSR in fashion can overlap with sustainability statements, whereas the distinction between the true CSR and greenwashing can be weak (Goswami and Jaiswal, 2023; Reza and Du Plessis, 2022).
[bookmark: _Toc218445672]Theoretical Frameworks
The theoretical frameworks offer the prism by which one can interpret and examine the sustainability and greenwashing practises in the fashion industry. Through the development of theories, the researchers are able to justify the rationale of corporate behaviour, the nature of interaction between stakeholders, and how consumers process sustainability claims. Within the framework of fashion, three popular models, which include Stakeholder Theory, Signalling Theory, and the Triple Bottom Line (TBL) Model, can provide important insights into not only real sustainability practises but also greenwashing.
[image: Stakeholder Theory]
[bookmark: _Toc218446356]Figure 3 Stakeholder Theory (Freeman, 1984)
Stakeholder Theory assumes that organisations are obligated not only to shareholders but also to all stakeholders who may be affected by the operations of the organisations such as employees, suppliers, customers, regulators, and communities (Freeman, 1984). In fashion, such a theory highlights the fact that there must be a response to the various stakeholder requests regarding ethical production, environmental protection, and transparency (Crapa et al., 2025; de Magalhaes Silva et al., 2025). With the stakeholder interests in mind, the brands are motivated to maintain the authentic sustainability activities, to take part in the authentic ESG reporting, and not to practise the deceptive greenwashing activities. As an example, consumer scrutiny and NGO activism subject corporations to pressure to align communications and operation practises with those of their stakeholders, and perception and disclosure management is central to corporate strategy (Burnstine & Ghattas, 2025; Jestratijevic, Uanhoro and Rana, 2024).
[image: Slow fashion or self-signaling? Sustainability in the fashion industry -  ScienceDirect]
[bookmark: _Toc218446357]Figure 4 Signalling Theory (Spence, 1973)
Signalling Theory is centred on passing information by organisations to stakeholders especially where information asymmetry is a defining factor (Spence, 1973). In fashion, sustainability claims, certifications, and CSR reports are used as a signal by the brands that are supposed to connote ethical performance and environmental responsibility (Brown et al., 2019; Fang, 2024). These signals require credibility, transparency and verifiability. Greenwashing is a disconnect between the message and the actuality, in which companies purport to do something good to the environment but actually do not (Brugman, van Huijstee and Droog, 2024). Signalling Theory can thus be used to examine the effect of communication strategies, marketing campaigns and ESG disclosures on consumer perception and brand trust.
[image: 3 pillars of sustainability and the triple bottom line | Sustainability  from Japan - Zenbird]
[bookmark: _Toc218446358]Figure 5 Tripple Bottom Line Model (Elkington, 1997)
TBL Model is a performance assessment model created by Elkington (1997) that covers not just financial performance of a company but also covers social and environmental results. In the fashion industry, the TBL framework emphasises the profit, people, and planet interdependence and promotes the firms to equally focus on economic growth and ethical labour practises, as well as environmental sustainability (Habtemaryam, Degoma & Tsegaye, 2025; Nigatu, Degoma & Tsegaye, 2024). It is also easy to evaluate authenticity using this model because substantive improvements are focused on all three of the dimensions and not individual or symbolic actions. Therefore, TBL can be used as a criterion in determining greenwashing in situations whereby corporate reporting or marketing focuses on economic or reputational benefits over authentic social and environmental effects.
All three of the Stakeholder Theory, Signalling Theory, and the TBL Model present a complementary approach to the study of sustainability and greenwashing in the fashion industry. The Stakeholder Theory describes the forces behind ethical behaviour, Signalling Theory describes the processes of communication and perception and the TBL Model provides the criteria of assessing the content of sustainability initiatives. The combination of these frameworks helps to analyse the balance of ethical demands, market expectations, and communication strategies maintained by brands, which constitute the conceptual base of the discussion of relations between the actual sustainability practises and greenwashing.
[bookmark: _Toc218445673]Sustainability in the Fashion Industry
Sustainability as a concept in the fashion industry has become more prominent in the past two decades due to the growing environmental and ethical demands as well as the changing consumer expectations. Traditionally, fashion manufacture was focused on speed, cost-effectiveness and trend-responsiveness at the cost of environmental and social factors (Henninger, Alevizou & Oates, 2016). With the rise of fast fashion, where design-to-retail cycles are short, and mass consumption is the order of the day, calls were raised to adopt more sustainable models, as it is causing a greater depletion of resources, pollution, and exploitation of labour (Lovric & Cagalj, 2025).
The concept of sustainable fashion, as Henninger, Alevizou and Oates (2016) define it, includes the practises that have minimal environmental impact and encourage social equity, such as responsible sourcing of materials, ethical production, and the adoption of the circular economy. As a reaction, brands have introduced more and more initiatives like the use of organic cotton, dye technologies that save water, or environmentally friendly logistics, trying to mitigate their environmental impact (Habtemaryam, Degoma & Tsegaye, 2025; Mofokeng, 2025). The green innovation has also been of great importance with companies embracing technological and organisational approaches to ensure that sustainability is incorporated in their supply chains, production and marketing strategies (Habtemaryam, Degoma & Tsegaye, 2025).
Sustainable practises have also been driven by the consumer demand. Andria et al. (2023) state that perceived environmental responsibility and brand transparency have a positive effect on the adoption of sustainable fashion. Companies that meet this demand have tried to express their sustainability claim by eco-labelling, green marketing campaigns, and CSR initiatives (Hairudinor & Barkatullah, 2020; Vehbi et al., 2025). Nevertheless, sustainability messaging has grown fast and achieved significant diversity in definition, perception and operationalisation across brands and locations (Brydges, Henninger and Hanlon, 2022). Such uncertainties tend to confuse consumers, making sustainable efforts less credible and effective (Evans and Peirson-Smith, 2018).
Sustainability is also becoming a multidimensional concept that includes both environmental and social as well as economic factors. The circular fashion practises, including product longevity, recycling, and resource efficiency, are frequently mentioned as the way to sustainability as they minimise wastes and promote responsible consumption (Burnstine and Ghattas, 2025; Tolentino-Zondervan and DiVito, 2024). In the meantime, the examples of green business practices that combine the environmental performance with the operational efficiency have proven that the concept of sustainability can be economically profitable as well and thus a combination between profitability and responsibility (Nigatu, Degoma & Tsegaye, 2024; Mofokeng, 2025). Slow fashion with its philosophy of less consumption, ethical sourcing, and consumer awareness is another paradigm that challenges the logic of growth that is inherent to mainstream fashion (Velasco-Molpeceres et al., 2023).
With these developments, there remain controversies on the authenticity and effectiveness of sustainability in the fashion industry. The lack of systemic change, i.e., overproduction, inequities in supply chains, and material waste, has been pointed out by numerous scholars as the presence of a sustainability initiative alongside symbolic or partial actions (Brydges, Henninger & Hanlon, 2022; Garcia-Ortega et al., 2023). Selective disclosure, marketing exaggeration, and dependency on the certification without any substantive change are some of the practises that have increased the tension between true sustainability and superficial compliance and, in the process, mislead consumers and stakeholders (Boateng et al., 2025; Burnstine and Ghattas, 2025). According to Hairudinor and Barkatullah (2020), green marketing and eco-labels may at times serve as mediators of greenwashing, especially in instances where the corporate commitment is partial or unauthenticated.
The consumer perception also makes it difficult. Studies indicate that even though Generation Z and conscious consumers are becoming more concerned about sustainable brands, doubt in unverifiable statements might negate trust and purchase intentions (Do et al., 2025; Lu et al., 2022). Research also shows that credibility is essential in the process of effective communication, transparency, and authentic relationship building with sustainability goals (Fang, 2024; Li, Cavender and Lee, 2025). On the other hand, the lack of consistency in messaging or addressing important matters, often called greenhushing, may lead to mistrust between the stakeholders and decrease the perceived validity of sustainability efforts (Hejlova et al., 2025).
The regulatory and policy environment has become a key determinant to sustainable practises. According to scholars, there is a need to have strong governance, standard reporting and enforcement strategies in place to make sure sustainability claims are correct, quantifiable and verifiable (Dobos & Elteto, 2023; Redman, 2025). This is because the lack of standardised regulations and requirements enables the continuation of greenwashing, which is why the systematic research of the nature, extent, and outcomes of both real and fake sustainability practises is required (Mousavi et al., 2025; Pozzo, 2023).
Altogether, the literature demonstrates that sustainability within the fashion sector has turned into the marginal corporate issue into the strategic necessity, which is motivated by environmental factors, consumer preferences, and regulatory requirements. Simultaneously, the industry is still struggling to make sure that these efforts are meaningful but not tokenistic. Such complexity, along with the variety of practises and perceptions, highlights the need of a systematic overview to assess critically both real sustainability initiatives and greenwashing practises and give some clarity on the effects, the drivers, and the implications of these practises on brand value.
[bookmark: _Toc218445674]Greenwashing Practices in Fashion
The problem of greenwashing has been spreading across the fashion industry, as the trend appeared as a direct response to the increasing consumer consciousness and the need to pursue sustainable business practises. Although the number of brands that are taking sustainability initiatives has been growing, most have also been involved in activities that inflate, distort, or cherry-picking their environmental and social performance, leading to a gap in their claims and their actual performance (Mousavi et al., 2025; Brugman, van Huijstee & Droog, 2024). The phenomenon lowers consumer confidence, the integrity of brands, and makes it more difficult to understand the sustainability efforts within the industry (Boateng et al., 2025; Garcia-Ortega et al., 2025).
Greenwashing in fashion can be dated back to the conflict between commercial expansion requirements and sustainability pledges. In particular, fast fashion companies have been under pressure to create the impression of environmental responsibility and sustain a high level of production and a fast turnover, which can often lead to token or cosmetic efforts (Lovrić and Čagalj, 2025; Goswami and Jaiswal, 2023). Brydges, Henninger and Hanlon (2022) emphasise the fact that because of the lack of uniform definitions and standards of sustainability, companies can use ambiguity to their benefit, positioning themselves as green without necessarily decreasing their environmental footprint. These are selective disclosure, ambiguous labelling, and exaggeration of small environmental gains.
The dangers and the exposure of greenwashing have been increased through social media. Instagram and Tik Tok allow companies to create framed sustainability messages, which in most cases are focused on aesthetic messages rather than actual results. According to Fang (2024), consumers often think of these campaigns as being authentic or deceptive, with authenticity mediating the decision to buy. On the same note, Diaz-Bustamante-Ventisca et al. (2025) believe that the perception of greenwashing can be supported by influencer endorsements and digital content when the claims are not transparent or verifiable. The level of scepticism among the Generation Z and other conscious consumers is especially high, with the perceived discrepancies between what companies say and what they do undermining trust (Do et al., 2025; Lu et al., 2022).
The act of greenwashing may be in various forms. According to Goswami and Jaiswal (2023), the authors differentiate between paltering, where the technically true statements are misleading in practise, and hypocrisy, where the corporate behaviour is opposite to what the sustainability commitments state. Brugman, van Huijstee and Droog (2024) go further to discuss CSR-washing, and its sub-categories, such as bluewashing (exaggerating the social efforts) and purplewashing (exaggerating the diversity and inclusion). A subtle variant of this is strategic silence or greenhushing, when the brands intentionally report less about their effects on the environment or scandals to avoid investigation (Hejlova et al., 2025; Schwoy, Dutzi & Messing, 2025). These practises are varied, which proves that greenwashing is not restricted to outright false claims but also omissions, exaggerations, and selective framing.
The effects of greenwashing are very serious. Misleading claims can confuse consumers, make them sceptical, and decrease brand loyalty, sabotaging the market of truly sustainable products (Evans and Peirson-Smith, 2018; Policarpo et al., 2023). Research indicates that greenwashing has the potential to have detrimental effects on green word-of-mouth and purchase intentions, as well as occasionally lead to complaints or reputational harm when the consumers discover discrepancies (Promalessy & Handriana, 2024; Wang and Jung, 2025). Additionally, the lack of regulatory control is what enables such practices to continue, which indicates the lack of accountability and enforceable norms (Dobos & Éltető, 2023; Redman, 2025).
The studies also indicate the interaction of the greenwashing and corporate identity. de Magalhães Silva et al. (2025) postulate that companies can focus on brand image conservation more than on meaningful sustainability, which leads to the selective publication of ESG. Equally, Burnstine and Ghattas (2025) caution against systemic greenwashing within supply chains, where superficial circular efforts cover up wider environmental and social evils. NGO pressure and activism may serve as a corrective measure, forcing greater transparency and deterring false claims, but this effect depends on how much an industry is involved and how much it is scrutinised (Crapa et al., 2025).
The literature shows the difficulty in dealing with greenwashing. Although consumer education, third-party verification, and digital transparency mechanisms have the potential to curb the deceptive practises, the fact that the definition is ambiguous, inconsistent, and other manipulative communication strategies makes the enforcement and assessment challenging (Mousavi et al., 2025; Dalecki, 2023). These issues highlight the need to systematically review and analyse the greenwashing of the fashion industry with the aim of explaining its prevalence, typologies, motivations, and effects on consumer behaviour and brand trust. The evaluation of genuine sustainability actions and greenwashing along with a critical analysis of the two examples will help the field to advance to better directions of advising the brands, policymakers, and consumers.
[bookmark: _Toc218445675]Consumer Perception of Sustainability and Greenwashing
The perception of the consumers is the key to the effectiveness and credibility of the sustainability projects in the fashion industry. With the growing interest in brands adopting environmentally and socially responsible practises, the extent to which consumers acknowledge, believe, and act on those activities defines their impact and influence on the market and brand value (Andria et al., 2023; Kim and Oh, 2020). The emergence of the new generation of environmentally conscious consumption, especially in younger generations like Generation Z, has heightened the necessity of brands to convey a positive message of sustainability without making deceptive claims (Do et al., 2025; Lu et al., 2022).
According to research, consumers typically find it hard to distinguish between truly sustainable practises and greenwashing most of the time, and this is because of the use of vague terminology and inconsistent messages (Evans and Peirson-Smith, 2018; Brydges, Henninger and Hanlon, 2022). The terms such as eco-friendly, responsible or green are common terms in marketing with no established benchmark to refer to, which is confusing and sceptical. Regarding the fact that corporate practises are not transparent or verifiable, Hairudinor and Barkatullah (2020) add that even good intentions to sustainability can be perceived as instrumental or superficial. On the same note, Fang (2024) notes that the perception of greenwashing by the consumers mediates the connexion between sustainability communication and purchase intent, which highlights the significance of authenticity in brand communication.
In this case, generation Z is especially sensitive to greenwashing. Research on emerging and developed markets demonstrates that this customer group is quite critical of the brands, as they base their sustainability assertion on social media, influencer content, and online dialogue (Do et al., 2025; Li, Cavender and Lee, 2025). Lu et al. (2022) emphasise that the perceived greenwashing is a potential negative moderator of green purchase intention and consumers can change their behaviour depending on credibility evaluations. Likewise, Haque and Lang (2025) state that affective reactions like scepticism, moral judgement or optimism bias affect brand engagement and show that consumer perception is not just cognitive but is linked with emotional and ethical assessment.
Sustainability communication is also effective when it is based on transparency, third-party validation and cross-channel consistency. According to Dalecki (2023), the evidence of actual environmental performance (not a certification or a label) enhances consumer trust, whereas inconsistent or selective disclosures undermine credibility. Jestratijevic, Uanhoro and Rana (2024) also state that longitudinal transparency reporting also increases consumer trust, especially when brands are transparent about both achievements and setbacks in sustainability reporting. On the other hand, strategic silence or underreporting, which is also known as greenhushing, can make scepticism worse and reduce brand legitimacy (Hejlova et al., 2025; Schwoy, Dutzi and Messing, 2025).
Cultural and social factors also determine consumer perception. As Policarpo et al. (2023) point out, the perceived greenwashing responses are moderated by personality characteristics, including social cynicism or conspicuous consumption to influence brand trust and brand loyalty. Garcia-Ortega et al. (2023; 2025) contend that consumers do not receive sufficiency-oriented or anti-consumerist messages identically based on the correspondence of corporate assertions and perceived behaviour and show how subtly sustainability narratives can be perceived.
All these facts indicate how complicated consumer perception is in the fashion industry. Awareness and demand towards sustainability are on the rise, but the problems of greenwashing, vague messages, and selective disclosures are also quite challenging. Consumer perception is important both to facilitate the genuine sustainability approach and to define the gaps and threats that the fashion requires a systematic study of both the real practises and the false statements (Fang, 2024; Do et al., 2025; Li, Cavender and Lee, 2025).
[bookmark: _Toc218445676]Corporate Social Responsibility and ESG Reporting
2.2.6 Corporate Social Responsibility and ESG Reporting.
Corporate Social Responsibility (CSR) and Environmental, Social, and Governance (ESG) reporting are some of the key mechanisms where fashion brands express their interest in sustainability and ethical actions. CSR is a set of voluntary activities of a company to deal with social, environmental, and economic effects, including fair labour practices, community involvement, and environmental management (Goswami and Jaiswal, 2023; Reza and Du Plessis, 2022). Through CSR in the fashion industry, it has been used to improve brand image as well as show responsibility to consumers, stakeholders, and regulatory bodies (Boateng et al., 2025).
ESG reporting brings about a systematic method of reporting the performance of a company in terms of its sustainability and governance. Brown et al. (2019) point out that open ESG reporting contributes to corporate credibility, as it allows consumers and investors to evaluate whether sustainability reporting is real or hollow, focusing on positive effects and excluding the negative ones. de Magalhães Silva et al. (2025) mention that selective ESG reporting can, in fact, propagate greenwashing, when sustainability reporting focuses on positive effects and leaves out the negative ones. Such biassed disclosure affects the trust of consumers and it may subject a brand to reputational risks.
The combination of CSR and ESG reporting is becoming a strategic requirement of fashion brands that aim to balance the business activities with the sustainability goals. Crapa et al. (2025) show that working with NGOs and using strong reporting systems can enhance the quality of disclosure and mitigate the effect of greenwashing. Simultaneously, regulatory control is important to standardise ESG metrics and be able to compare them between brands (Dobos & Éltető, 2023; Redman, 2025). The studies imply that believable CSR and ESG activities positively affect consumer behaviour with verified reporting boosting brand trust and purchase intention, whereas unverified and selective assertions evoke distrust and may provoke a backlash (Fang, 2024; Li, Cavender and Lee, 2025).
Overall, CSR and ESG reporting are crucial tools that can be used to show sustainable and ethical business practises in the fashion industry. When implemented in an open and authentic manner, they help build trust among the stakeholders, enhance adherence to the rules and regulations, and brand differentiation in a competitive market. On the other hand, irregularities or disclose selectively, are all part of greenwashing and this is where strong frameworks, verification, and accountability can be considered vital to effective sustainability communication.
[bookmark: _Toc218445677]Regulatory and Policy Frameworks
Policies and regulatory frameworks are important in informing the sustainability practises and eliminating greenwashing in fashion. The world has mechanisms like the United Nations Sustainable Development Goals (SDGs), especially SDG 12 on responsible consumption and production, which offer general guidelines on the way business can be conducted sustainably (Garcia-Ortega et al., 2023). On the same note, the Corporate Sustainability Reporting Directive (CSRD) by the European Union and the EU Ecolabel also set the standard of environmental disclosure and eco-labelling to improve transparency and comparison of brands (Pozzo, 2023; Redman, 2025). These frameworks provide clear direction on how to report on the environment, promote the idea of a circular economy and develop a system of accountability of corporate behaviour.
Regulatory measures differ significantly on the regional level. In the US, there are efforts to avoid misleading environmental claims in advertising, including the Federal Trade Commission Green Guides, and new policies in other countries, including the Netherlands and China, on mandatory disclosure and traceability of the supply chain (Dobos & Éltető, 2023; Tolentino-Zondervan and DiVito, 2024). The regulations will reduce the occurrence of greenwashing by obligating evidence-based sustainability claims and supporting real practices.
Although they have advantages, the current frameworks have a number of weaknesses. Brands can use loopholes in enforcing these policies, unequal measures, voluntary compliance frameworks, and selective disclosure, or other forms of exaggerated sustainability reporting (Boateng et al., 2025; Mousavi et al., 2025). There can also be loopholes in cross-border operation due to the differences in standards and reporting requirements in the region, which allow brands to take advantage of less stringent regulatory settings (Pozzo, 2023). Besides, new structures, though potentially promising, are frequently hard to implement because of technological, logistical, and resources limitations, especially by smaller or mass-market fashion companies (Redman, 2025).
All in all, regulatory and policy frameworks can offer the necessary direction in driving true sustainability and preventing greenwashing. But they are only effective when they are standardised, strictly enforced and linked to the consumer and stakeholder expectations. These frameworks should be reinforced, as well as transparency and third-party checks, to make sustainability efforts in the fashion industry plausible, quantifiable, and effective (Mousavi et al., 2025; Dobos and Éltető, 2023).
[bookmark: _Toc218445678]Conceptual Framework
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The theoretical framework of this research demonstrates the connexion between the real-world sustainability practises and greenwashing in the fashion sector. It determines such drivers as internal corporate culture and CSR commitment, consumer demand and stakeholder pressure, and regulatory and industry standards, which determine whether brands pursue genuine or fraudulent sustainability activities. The perception of consumers and stakeholders regarding the practise is mediated by the marketing and communication strategies, ESG reporting and certifications, and supply chain transparency. The scheme also emphasises the results of such practises such as consumer trust, purchase intention, brand loyalty, and the general corporate reputation. The framework conceptualises grounded in Stakeholder Theory, Signalling Theory, and Triple Bottom Line model to offer a systematic manner of identifying and comparing sustainability practises undertaken by fashion brands, analysing the type and frequency of greenwashing used as a signal of sustainability, and assessing the differences between actual sustainability initiatives and greenwashing practises to derive the gaps and strategic recommendations based on the literature.
[bookmark: _Toc218445679]Conclusion of Chapter
The chapter has critically examined the literature on the sustainability practise and greenwashing in the fashion industry, and has offered an in-depth insight on the main ideas, theoretical views, and empirical evidence. It has made an emphasis on the development of sustainable practises, how brands convey their efforts, and the issues of greenwashing and unclear sustainability statements. Consumer perceptions were also reviewed and it was found that trust, scepticism and verification are key determinants of engagement in sustainability efforts. Also, the chapter mentioned the importance of CSR, ESG reporting, and regulatory environments in enhancing accountability and transparency. Based on the Stakeholder Theory, Signalling Theory and Triple Bottom Line model, a conceptual framework will be presented to see the relationships between the drivers, mediators and the results of both authentic and fake sustainability practises. On the whole, the chapter sets the basis of the systematic research of the prevalence, impact, and efficiency of the sustainability strategies in the sphere of fashion.



[bookmark: _Toc218445680]CHAPTER 3: RESEARCH METHODOLOGY 
[bookmark: _Toc218445681]Introduction
This chapter is used to describe the research methodology that was used to conduct the systematic review of the sustainability and greenwashing practises in the fashion industry. It gives a systematic explanation of the philosophical foundation, research design, methods, and approaches of data collection and analysis. The ethical considerations of the process of review are also taken care of. The methodology will be designed to be transparent, rigorous and replicable to give a clear guideline on how to synthesise the literature available. The chapter provides a description of every step of the research process and therefore it forms the basis of credibility and reliability of the results found in other chapters.
[bookmark: _Toc218445682]Research Philosophies and Assumptions 
Research philosophy refers to the assumptions about the nature of knowledge and the way that one can get it. It determines the methodological decisions of a research, which has an impact on the process of data collection, analysis, and interpretation (Tsang, 2016). In general, the philosophies of research may be divided into positivism, interpretivism, realism, and pragmatism, which are the philosophies with different epistemological and ontological positions.
Research philosophies are basic assumptions regarding the reality and knowledge. Positivism presupposes the existence of an objective reality that can be measured by empirical means and analysed quantitatively but is insufficient in terms of complex social processes like sustainability and perceptions of greenwashing. On the contrary, interpretivism focuses on the social construction of reality and puts more emphasis on context and meaning, which is why it is suitable in synthesising various qualitative views. Critical realism accepts the existence of an objective reality but accepts that knowledge is mediated by social and mental processes and thus makes it possible to assess not only observable practises but also interpretations. Pragmatism focuses on solving practical problems and combines subjectivity and objectivity to achieve flexible and practical research (Tsang, 2016; Cooper, 1984).
The philosophy that will be used in this systematic review is that of the interpretivist because the study is aimed at explaining the complex, contextual, and socially mediated constructs of sustainability and greenwashing in the fashion industry. The methodology allows making a subtle integration of the literature as it allows the researcher to investigate the differences in definitions, practises, perceptions, and reporting systems across brands, markets, and regulatory settings (Boland, Cherry & Dickson, 2017; Afifi, Stryhn and Sanchez, 2023). The interpretivist position acknowledges that the knowledge in this field is not so objective or quantifiable as it is a result of corporate activities, consumer perception, and institutional structures.
Furthermore, the choice of interpretivism contributes to the enrichment of several theoretical approaches, including Stakeholder Theory, Signalling Theory, and the Triple Bottom Line Model, which will make it possible to understand the practise of authenticity and greenwashing more richly and critically (Shaheen et al., 2023; Foster and Jewell, 2017). This philosophical decision therefore concurs with the objective of making meaningful and contextually-based inferences out of the existing literature, which forms a plausible basis to the following methodological procedures.
[bookmark: _Toc218445683]Research Design
The study also assumes a systematic review design, which offers a systematic, transparent, and replicable approach to the synthesis of existing literature on the topic of sustainability and greenwashing in the fashion industry (Boland, Cherry & Dickson, 2017; Cooper, 1984). This is a design that is especially applicable to answering complex and multifaceted research questions because this research design allows incorporating evidence related to a variety of studies, both empirical research, theoretical analyses, and case studies, and reducing bias and increasing reliability (Gough, Oliver and Thomas, 2017; Afifi, Stryhn and Sanchez, 2023).
The systematic review design can be used to compare genuine sustainability efforts with the greenwashing activities critically and identify the patterns, gaps, and inconsistencies between various brands, regions, and regulatory frameworks. The design is methodologically rigorous and reproducible because of adherence to the protocols, including PRISMA 2020 (Page et al., 2021), and methodological guidelines provided by Cochrane Handbook (Higgins and Green, 2019). Moreover, the stated methodology facilitates a qualitative synthesis, which allows developing a more balanced picture of the social, environmental, and organisational aspects of fashion sustainability. On the whole, the systematic review design complies with the interpretivist philosophy of the study and offers a strong framework of producing valuable and evidence-based conclusions about the corporate practises and consumer perceptions.
[bookmark: _Toc218445684]Research Approaches & Justification
Research methods determine the application of theories and empirical research in answering research questions. In general, studies may be deductive, inductive, or abductive. Inductive approach is based on observations to formulate theory, focusing on searching and identifying patterns, frequently appropriate to more qualitative research. Abductive methods involve both deduction and induction in that researchers can repeatedly alternate between theory and data to produce or test explanations. Deductive methods, on the contrary, start with a set of already existing theories or propositions and work out whether the empirical evidence can prove these theoretical constructs, or extend them, or disprove them (Tsang, 2016; Cooper, 1984).
In this research, the deductive method is used as it aims at evaluating whether the findings of the systematic review confirm, add or challenge the recognised theoretical frameworks, namely, Stakeholder Theory, Signalling Theory, and Triple Bottom Line Model. The study appraises the explanatory ability of these theories in the framework of sustainability and greenwashing in the fashion industry by synthesising and mapping the evidence against them systematically (Shaheen et al., 2023; Afifi, Stryhn and Sanchez, 2023). The deductive methodology guarantees a systematic analytical system, making it easier to critically compare the theoretical assumptions and the practises in practise and allows concluding on the basis of the evidence on the validity and usefulness of the chosen theories.
[bookmark: _Toc218445685]Data Collection Methods
The current study is based on the use of only secondary data collection, which is in line with the existing recommendations regarding systematic reviews (Higgins and Green, 2019; Page et al., 2021). The approach will be to identify, screen and extract information on the sustainability and greenwashing in fashion using peer-reviewed articles, industry publications, and regulatory sources. Secondary data can increase transparency, reproducibility and methodological rigour; all data obtained is based on documented and verifiable sources (Afifi, Stryhn and Sanchez, 2023; Shaheen et al., 2023).
[bookmark: _Toc218445686]Databases and Search Strategy
The key element of making a systematic review rigorous and reproducible is a systematic and transparent search strategy (Gusenbauer and Gauster, 2024; Page et al., 2021). A number of databases were firstly taken into consideration, such as Web of science, Google scholar, ScienceDirect and Scopus. The Scopus was chosen as the main source because it indexes a great number of peer-reviewed journals, and it covers a wide range of disciplines with the additional search options that facilitate the narrowing of the search results and retrieval of the needed studies. Its deep research in the field of sustainability, corporate responsibility and the fashion industry also supported its appropriateness in the context of this review (Foster and Jewell, 2017; Boland, Cherry and Dickson, 2017).
A systematic search was used whereby the search strategy consisted of a combination of keywords and Boolean operators to find literature on the sustainability, greenwashing and the fashion industry. The final search string was:
(TITLE-ABS-KEY (sustainab* OR "environmental responsibility" OR "corporate social responsibility" OR "ESG" OR "ethical practice*" OR "sustainable development" OR "sustainable fashion" 
OR "green practice*" OR "eco-friendly")) AND (TITLE-ABS-KEY ("greenwash*" OR "misleading environmental claim*" OR "false sustainability" OR "deceptive marketing" OR "green marketing" OR "CSR washing")) AND (TITLE-ABS-KEY ("fashion" OR "fashion industry" OR "apparel industry" OR "textile industry" OR clothing OR garment OR "luxury fashion" OR "fast fashion")) AND PUBYEAR > 2014 AND PUBYEAR < 2027 AND (LIMIT-TO (DOCTYPE, "ar") OR LIMIT-TO (DOCTYPE, "cp"))AND (LIMIT-TO (LANGUAGE, "English"))
Relevancy and quality filters were used. The range of publications (2015-2026) helped to include the current research that covers the actual tendencies in the topic of sustainability and greenwashing. The limitation of document type to journal articles and conference papers was to identify academically validated and peer reviewed evidence. The search was restricted to English-language articles to provide accuracy and consistency in interpretation.
This systematic and filtered search procedure is consistent with the set of guidelines regarding the implementation of the systematic reviews and contributes to the transparency, replicability, and completeness of the high-quality evidence synthesis (Higgins and Green, 2019; Shaheen et al., 2023).
[bookmark: _Hlk218439084][bookmark: _Toc218445687]Inclusion and exclusion criteria
Transparency, rigour and consistency in the selection of studies to be included in a systematic review can only be attained by having a clear set of inclusion and exclusion criteria. These criteria will direct the process of screening by determining the sources that are relevant, credible and applicable to answer the research questions. The criteria used in this research were created in accordance with the methodological recommendation about systematic reviews and were used in the screening of the titles and abstracts and in the screening of the full-text review.
[bookmark: _Toc218439128]Table 1 Inclusion and exclusion criteria
	Inclusion Criteria
	Exclusion Criteria

	Peer-reviewed journal articles and conference papers
	Non-peer-reviewed sources (blogs, news articles, opinion pieces)

	Publications in English
	Publications in languages other than English

	Studies published between 2015 and 2026
	Studies published before 2015

	Research focused on sustainability, greenwashing or ESG/CSR within the fashion, apparel or textile industry
	Studies unrelated to sustainability or greenwashing, or not linked to the fashion sector

	Empirical, conceptual or theoretical studies relevant to industry practices or consumer perceptions
	Duplicates, inaccessible full texts or studies lacking relevance to the research questions


[bookmark: _Toc218445688]Study Selection, Screening, Inclusion and Quality Assessment.
The PRISMA 2020 guidelines were used to select the study to provide a clear, consistent and repeatable method of finding and filtering out the relevant literature. All the records were obtained in Scopus and were subjected to multi-stage screening process including identification, screening, assessment of eligibility and final inclusion.
Quality appraisal was done to make sure that all the studies included in it were of satisfactory standards in terms of methodological rigour, credibility and relevance. To do that, a series of Critical Appraisal Skills Programme (CASP) instruments were put into practise, which was chosen based on the methodological design of a study. All studies were evaluated under the applicable domains of the CASP included in the clarity of aims, methodological adequacy, data collection rigour, data analysis quality, ethical integrity and the degree to which the findings were based on the data. The results of each study are given in scores and in detail in Appendix 1 and indicate that the studies that were tolerated to be synthesised had to have an adequate quality threshold. This methodical review enhanced the credibility of the review and that the synthesis of narration was guided by quality evidence.
[bookmark: _Toc218445689]Data Extraction and Synthesis
Systematic extraction of data was performed with the help of a structured extraction table which was provided in Chapter 4 as Table 1: Summary of the Included Articles (N = 50). The table summarises the key features of each study i.e. author(s), year of publication, article title, methodology, i.e., study design, sample and analysis methodology, and the main themes of the research questions. This organised format provided consistency, transparency and comparability among the various body of literature that was contained in the review.
A synthesis was done by a mixture of thematic analysis and narrative synthesis. The thematic analysis facilitated the discovery, classification and explanation of the common patterns within the studies as the foundation of the thematic tables that outline Chapter 4. These themes were then synthesised through narrative synthesis to make up a coherent interpretive account to be able to critically and contextually informed discuss sustainable practises, forms of greenwashing and their implications. This two-pronged strategy was necessary to make sure that the synthesis would cover the scope of the evidence, as well as the depth of theoretical and empirical knowledge.
[bookmark: _Toc218445690]Ethical Considerations
Ethical considerations in research are the principles and standards that govern the responsible nature of research, respecting the participants, integrity in data gathering and analysis and accountability in reporting the research. In informed consent, protection of vulnerable populations and minimisation of harm are usually associated with these in primary research. Nevertheless, since the research is a systematic review where all the data will be obtained through secondary sources, the direct ethical concerns regarding human subjects are not applicable.
However, the ethical consideration is also applicable to systematic review conducts. These are transparency and rigour in literature search, selection, appraisal, and synthesis, faithful representation of the results, plagiarism, and proper attribution to the original authors (Suri, 2020; Wager and Wiffen, 2011). This review was conducted according to the existing ethical principles of systematic reviews, such as those presented by the University of Wales Trinity Saint David (UWTSD, 2022), and maintained integrity, reproducibility, and objective reporting in the research process. Critical appraisal of all sources was done, properly referenced, and synthesised with transparency to maintain ethical requirements in the synthesis of knowledge.
[bookmark: _Toc218445691]Conclusion
This chapter has provided the methodological basis of the study, which entails the research philosophy, research design, research approach and data collection procedures underpinning the systematic review. The reasons to implement an interpretivist-oriented philosophy, qualitative deductive approach, and the secondary-data methodology, based on peer-reviewed literature, were justified. Methodological rigour and transparency were guaranteed by the search strategy, inclusion and exclusion criteria, study selection process and quality appraisal. The systematic reviews were upheld by ethical considerations. All these methodological decisions offer a powerful structure of organising the literature synthesis, which will be followed by the analysis and discussion regarding sustainable and greenwashing practises in the fashion industry. The data analysis processes and results are also discussed and outlined in Chapter 4.
[bookmark: _Toc218445692]CHAPTER 4: FINDINGS, ANALYSIS AND DISCUSSION
[bookmark: _Toc218445693]Introduction
The chapter shows the results, discussion, and analysis of the systematic review of literature on sustainability and greenwashing practises in the fashion industry. It starts with an overview of the researched articles, their methodological peculiarities, major themes, and the significance of each article to the research questions. The chapter then gives a thematic analysis of finding common patterns and insights in the literature, and then a narrative synthesis, which incorporates the findings into a coherent narrative. The discussion is finally made comparing the evidence synthesized to the theoretical frameworks presented in Chapter 2, where the implications of the findings are critically discussed in terms of supporting, extending or refuting already existing theory.
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[bookmark: _Toc216197019][bookmark: _Toc218439233][bookmark: _Toc218441803][bookmark: _Toc218446360]Figure 7 PRISMA Framework (Adapted by the Author)
 During the identification stage, 106 records were obtained in Scopus. These records went on to title and abstract screening where 25 were eliminated due to lack of relevance to the research topic. The rest 81 records were requested to be retrieved though 3 were inaccessible because of availability. Eligibility assessment of full-text studies then was done on 78 studies. In this step, the studies were filtered out based on the following reasons: not relevant research goals (n = 9), systematic reviews (n = 6), narrative reviews (n = 4), other non-empirical sources (n = 5) and low quality or methodological rigour (n = 4).
After this systematic evaluation, 50 articles were included in the final review and satisfied all the requirements of inclusion criteria. This procedure guaranteed the resulting dataset was methodologically sound, answered the research questions directly, and in line with the best practise guidelines of carrying out high-quality systematic reviews.
The CASP evaluation of the 50 sustainable fashion and greenwashing articles discovered that 37 articles (74 percent) were of high quality and 13 articles (26 percent) medium quality (Appendix 1). Quality researches had clear objectives, proper methodology, critical analysis, and clear data collection that gave a strong evidence base on the perceptions of consumers, greenwashing behaviour, and sustainability communication. Medium-quality studies, which were mostly conceptual, legal, or narrative in nature, provided useful information but were not completely transparent in their methodology and did not possess empirical rigour, and needed to be approached with caution. In general, the high quality of studies predominance contributes to the reliability of the conclusions made in the review, whereas medium-quality studies point to the areas of the methodological improvement and further research.
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[bookmark: _Toc218445694]Summary of Included Studies for the Systematic Review
[bookmark: _Toc216197050][bookmark: _Toc218439129]This table provides a summarised record of the fifty studies that were eligible to become included in the systematic review. It presents the main bibliographic and analytical data of every article such as author(s), title, methodological approach, and the main themes which are identified. The themes relate to the three research questions informing the review and give an initial mapping of the literature coverage of these areas. Such thematic insights are a basis of the further, more detailed analysis, which comes after the summary table.
Table 2 Summary of the Included Articles (N = 50)
	Index
	Author(s)
	Title
	Methodology
	Key Themes

	1
	Andria et al. (2023)
	Encouraging Consumption Enhancement: Green Marketing Mix Study with Customer Satisfaction in Indonesians Sustainable Fashion
	Descriptive & exploratory methods; classification & clustering analysis (R-Studio, Rapidminer)
	Green marketing mix; consumer satisfaction; sustainable fashion adoption (RQ1)

	2
	Boateng et al. (2025)
	Unravelling the motivations for the environmental harm posed by the unsustainable practices by the apparel industry in Ghana
	Qualitative interviews (n=25 designers); RAT framework
	Unsustainable practices & greenwashing as barrier; enforcement gaps; need for credible sustainability strategies (RQ2 / RQ3)

	3
	Brugman, van Huijstee & Droog (2024)
	Debunking the corporate paint shop: Examining the effects of misleading corporate social responsibility claims on social media
	Preregistered 2×3 between-subjects online experiment (N=657, UK)
	CSR-washing (green/blue/purplewashing); effectiveness of debunks; reduced purchase intentions; correcting misleading sustainability claims (RQ2)

	4
	Brydges, Henninger & Hanlon (2022)
	Selling sustainability: investigating how Swedish fashion brands communicate sustainability to consumers
	Multi-site communication analysis (websites/CSR, social media, in-store)
	Varied/ambiguous definitions of “sustainability”; history of greenwashing and call for clearer standards; authenticity of narratives (RQ2 / RQ3)

	5
	Burnstine & Ghattas (2025)
	Assessing the Sustainable Circular Fashion Supply Chain as a Model for Achieving Economic Growth in the Global Market
	Conceptual framework + illustrative case studies (brands & policy)
	Circularity vs. systemic greenwashing; waste colonialism; transparency; policy shift beyond incrementalism (RQ3)

	6
	Crapa et al. (2025)
	The influence of NGO-corporate relationship on environmental disclosure: Evidence from the fashion industry
	Qualitative longitudinal study; interviews (Greenpeace Detox lead) + corporate comms content analysis
	NGO pressure & greenwashing risk; conflict vs. collaboration effects on disclosure quality; activism intensity; selective transparency (RQ3)

	7
	Dalecki (2023)
	Ecotton: Rebranding a substantiable, sustainable ingredient brand
	Managerial case study (B2B rebrand)
	Overcoming greenwashing scepticism; proof vs. mere certification; litigation/regulatory pressure; authenticity/verification of claims (RQ2 / RQ3)

	8
	de Magalhães Silva et al. (2025)
	Greenwashing and the preservation of corporate identity: A study of ESG actions in luxury fashion
	Qualitative discourse analysis (IRaMuTeQ) of ESG communication by luxury groups
	ESG disclosure authenticity; corporate identity vs. greenwashing; transparency; stakeholder engagement; accountability (RQ3)

	9
	Díaz-Bustamante-Ventisca et al. (2025)
	Greenwashing perception in Spanish fast-fashion brands’ communication: modelling sustainable behaviours and attitudes
	Cross-sectional online survey; modelling links between perception and behaviour
	Consumer perception of greenwashing; effects of influencer/website campaigns; scepticism; links to sustainable behaviour (RQ2)

	10
	Do et al. (2025)
	Antecedents of Gen Z’s green purchase intention in Vietnam’s fashion industry with the moderating role of greenwash perception
	Survey (n=467); SEM with bootstrapping
	Greenwash perception as negative moderator; transparency, third-party certification; authentic communication (RQ2 / RQ3)

	11
	Dobos & Éltető (2023)
	Regulation of the fashion supply chains and the sustainability–growth balance
	Documentary analysis + single-firm case
	Misleading/exaggerated claims; regulatory gaps; monitoring/oversight proposals; growth vs. genuine sustainability (RQ2)

	12
	Eppinger (2022)
	Recycling technologies for enabling sustainability transitions of the fashion industry
	Case studies + expert interviews
	Greenwashing via recycled PET bottle narratives; incentive distortion; transparency standards in recycling claims (RQ2)

	13
	Evans & Peirson-Smith (2018)
	The sustainability word challenge: Exploring consumer interpretations of frequently used words to promote sustainable fashion brand behaviors and imagery
	Survey (n=100) + 20 ethnographic interviews
	Misunderstood sustainability terms → confusion & scepticism; clarity to reduce perceived greenwashing; brand trust (RQ2 / RQ3)

	14
	Fang (2024)
	Greenwashing Versus Green Authenticity: How Green Social Media Influences Consumer Perceptions and Green Purchase Decisions
	Survey (n=413, Guangzhou, China); PLS-SEM (SmartPLS)
	Green social media influence; perceived greenwashing vs authenticity; authenticity mediates purchase decisions; implications for fashion brand communication (RQ2 / RQ3)

	15
	Garcia-Ortega et al. (2023)
	Sufficient consumption as a missing link toward sustainability: The case of fast fashion
	Multiple case study; qualitative content analysis of annual reports (2013–14; 2020–21) of 10 fast-fashion firms
	Sufficiency vs. growth logic; SDG12 laxity; anti-consumerist washing (variant of greenwashing); credibility of corporate sufficiency claims (RQ2)

	16
	Garcia-Ortega et al. (2025)
	Decoding business strategies toward sufficient consumption in the fashion industry
	Qualitative content analysis of corporate reports, websites & social media across 15 firms
	Sufficiency vs. anti-consumerist washing; consistency of sustainability messaging; credibility of sufficiency claims; cross-channel alignment (RQ2 / RQ3)

	17
	Goswami & Jaiswal (2023)
	Lying by telling the truth – the risks of deception by paltering and hypocrisy in corporate social responsibilities context
	Two-factor online experiment (paltering × message replication); PROCESS mediation
	Paltering (technically true but misleading claims); perceived hypocrisy; reputational/relational harm; purchase-intention effects in fashion CSR (RQ2)

	18
	Habtemaryam, Degoma & Tsegaye (2025)
	Driving environmental sustainability through synergistic green business practices and green innovation in developing economies’ leather, textile and garment industries
	Quantitative cross-sectional survey; PLS-SEM analysis
	Green innovation (GINO); green marketing orientation (GMO); manufacturing and HR practices; genuine environmental performance improvement (RQ1)

	19
	Hairudinor & Barkatullah (2020)
	Implications of Enviropreneurial Orientation for Garments Brands in Indonesia: Can Suitability be Achieved through Green Marketing, Eco-Labeling and Greenwashing Strategies?
	Online survey; CFA + SEM
	Garment sector; green marketing/eco-labels/greenwashing as mediators; (in)authentic sustainability performance; risks of instrumental greenwashing (RQ1 / RQ2)

	20
	Haque & Lang (2025)
	Unraveling the Green Veil: Investigating the Affective Responses of U.S. Generation Z to Fast Fashion Greenwashing Through C-A-B Theory
	Survey (n=345 MTurk); two-step SEM; 5,000-bootstrapped indirect effects
	Fast-fashion greenwashing; scepticism vs. purchase intention paradox; affective responses; optimism bias; message design boundaries (RQ2)

	21
	Heidenstrøm (2024)
	Green marketing in the fashion industry: a critical analysis of sustainability narratives
	Critical/deconstructive textual analysis of narratives across 41 fashion stores
	Authenticity of “sustainability” narratives; myth-making (tech-utopia, sovereign consumer); narrative greenwashing; legitimacy vs. reality (RQ2 / RQ3)

	22
	Hejlova et al. (2025)
	Strategic silence in corporate communication concerning deadstock and overstock in the fashion industry
	Content analysis of sustainability/CSR reports from 95 Fashion Charter signatories; NVivo deep-dive on 23
	Strategic silence / greenhushing on overproduction; discrepancy between claims and disclosures; transparency gaps; authenticity of reporting (RQ2 / RQ3)

	23
	Henninger, Alevizou & Oates (2016)
	What is sustainable fashion?
	Multi-method qualitative case study (interviews, semiotics, questionnaires); grounded analysis
	Definitional clarity to avoid greenwashing; criteria matrix for micro-brands; consumer assurance (fair wages/conditions) (RQ1)

	24
	Jestratijevic, Uanhoro & Rana (2024)
	Transparency of sustainability disclosures among luxury and mass-market fashion brands: Longitudinal approach
	Longitudinal quantitative–qualitative content analysis of 90 fashion brands’ disclosures (2017–2023)
	Selective sustainability disclosure; greenwashing vs. true transparency; luxury vs. mass-market differences; need for audited reporting; policy enforcement against “window dressing” (RQ2 / RQ3)

	25
	Kim & Oh (2020)
	Which consumer associations can build a sustainable fashion brand image? Evidence from fast fashion brands
	Qualitative interviews + quantitative survey; network analysis
	Consumer perception; eco-friendly image building; greenwash marketing signals (RQ2)

	26
	Li, Cavender & Lee (2025)
	Consumer Awareness of Fashion Greenwashing: Insights from Social Media Discussions
	Text-mining (LDA) + manual content analysis of Reddit & Instagram posts
	Consumer scepticism; advocacy; authentic communication; transparency (RQ2 / RQ3)

	27
	Liedong et al. (2022)
	Gracious growth: How to manage the trade-off between corporate greening and corporate growth
	Single-firm qualitative case (Brunello Cucinelli); process framework
	Substantive vs. symbolic sustainability; avoiding greenwashing; growth–sustainability trade-off; managerial framework (RQ3)

	28
	Lovrić & Čagalj (2025)
	Fast Fashion as a Reflection of Risk Society and the Culture of Unsustainability
	Quantitative survey (802 Croatian youth)
	Youth attitudes; brand trust vs ignorance of greenwashing; consumer culture and unsustainability (RQ2)

	29
	Lu et al. (2022)
	How Does Young Consumers’ Greenwashing Perception Impact Their Green Purchase Intention in the Fast Fashion Industry?
	Quantitative survey (433 respondents); PLS-SEM
	Perceived greenwashing; risk perception; purchase intention; consumer trust (RQ2)

	30
	Marko & Kusá (2023)
	Greenwashing and the Nature of Education in Relation to Consumer Trust in Fast Fashion Marketing Communication
	Neuromarketing experiment comparing informed vs. uninformed Gen Y/Z consumers
	Greenwashing in fast fashion; consumer trust; role of environmental education; authenticity of sustainability claims (RQ2 / RQ3)

	31
	Mofokeng (2025)
	Mediating and moderating effects of green practices on environmental and operational performance in South African textiles
	Quantitative correlational survey; PLS-SEM
	Green logistics and marketing practices; environmental performance; strategic sustainability integration (RQ1)

	32
	Mousavi et al. (2025)
	A comprehensive review of greenwashing in the textile industry (life cycle assessment, life cycle cost, and eco-labeling)
	Narrative/systematic review across LCA/LCC, eco-labels
	Greenwashing typologies; LCA evidence; eco-label credibility; policy/standardisation against misleading claims (RQ2 / RQ3)

	33
	Nigatu, Degoma & Tsegaye (2024)
	Green practices and economic performance: Mediating role of green innovation in Ethiopian leather, textile, and garment industries
	Quantitative survey; PLS-SEM
	Green manufacturing, marketing, investment; innovation link to economic and environmental outcomes (RQ1)

	34
	Policarpo et al. (2023)
	Social cynicism, greenwashing, and trust in green clothing brands
	National online survey (Australia); structural modeling
	Perceived greenwashing → lower brand trust; personality (social cynicism) and conspicuous consumption as moderators (RQ2)

	35
	Pozzo (2023)
	Sustainable Fashion… Italian Style!
	Legal/policy analysis (EU framework; industry codes)
	Prevalence of greenwashing within EU legal context; labelling/registration norms; accountability mechanisms (RQ2)

	36
	Promalessy & Handriana (2024)
	How does greenwashing affect green word of mouth through green skepticism? Empirical research for fast fashion business
	Survey (n=397 Gen Z, Indonesia); PLS-SEM
	Greenwashing → green scepticism → negative WOM; consumer protection/regulation implications (RQ2)

	37
	Rausch & Kopplin (2021)
	Bridge the gap: Consumers’ purchase intention and behavior regarding sustainable clothing
	Survey (n=464); extended TRA with greenwashing concerns, risk constructs
	Greenwashing concerns weaken attitude → intention link; intention–behaviour gap; credibility of sustainability claims (RQ2)

	38
	Reck et al. (2022)
	The transparency paradox: When transparency cues helps or backfires for brands?
	Series of experiments on fashion products (transparency cues × brand strength), trust mediation
	Transparency cues; boundary condition of greenwashing vs. honest CSR; trust; differential effects for small vs. large brands (RQ2 / RQ3)

	39
	Redman (2025)
	“There Is No Fashion on a Dead Planet:” Mandatory US-EU reporting directive centered on transparency
	Legal/policy analysis; comparative framework
	Mandatory disclosure to curb greenwashing; standardised transparency; accountability mechanisms for fashion supply chains (RQ3)

	40
	Reza & Du Plessis (2022)
	The Garment Industry in Bangladesh, CSR of Multinational Corporations, and the Impact of COVID-19
	Doctrinal/legal analysis + meta-analysis of cases
	CSR claims vs. supply-chain realities; CSR-as-greenwashing risk; reporting requirements; governance gaps (RQ2)

	41
	Roozen, Raedts & Henderix (2025)
	Exploring the role of green brand extensions and greenwashing in the fashion industry
	2×2 between-subjects experiment (brand strategy × greenwashing claims)
	Greenwashing impact on purchase intention; brand-extension strategy vs. new brand; credibility of sustainability claims (RQ2)

	42
	Sailer, Wilfing & Straus (2022)
	Greenwashing and Bluewashing in Black Friday-Related Sustainable Fashion Marketing on Instagram
	Quantitative & qualitative content analysis + online survey (regression)
	Social-media green/bluewashing strategies (9-strategy model); ad scepticism; campaign evaluation drivers (RQ2)

	43
	Schwoy, Dutzi & Messing (2025)
	Silence is golden? – Analysing the transparency of ESG controversies in corporate reporting within the pharmaceutical and textile industry
	Conceptual content analysis of 190 ESG controversies across 104 reports (2018–2020); counter-accounting approach
	Selective reporting/greenhushing; under-disclosure in textiles; limits of standards/assurance; credibility of claims (RQ2 / RQ3)

	44
	Tolentino-Zondervan & DiVito (2024)
	Sustainability performance of Dutch firms and the role of digitalization: The case of textile and apparel industry
	Mixed-methods: text-mining of 94 firms’ websites + expert interviews/thematic coding
	Traceability, IoT/blockchain links to transparency; tying KPIs to data; accountability to address greenwashing (RQ1 / RQ3)

	45
	Vehbi et al. (2025)
	Nexus Amid Green Marketing, Green Business Strategy, and Competitive Business Among the Fashion Industry: Does Environmental Turbulence Matter?
	Quantitative survey of textile managers; PLS-SEM
	Green marketing strategy; competitiveness; environmental turbulence; sustainable market advantage (RQ1)

	46
	Velasco-Molpeceres et al. (2023)
	Slow Fashion as a Communication Strategy of Fashion Brands on Instagram
	Mixed methods (content analysis + expert interviews)
	Brand communication; slow fashion ethics; CSR messaging without greenwashing (RQ1 / RQ3)

	47
	Venciute et al. (2025)
	Leveraging sustainability cues in fashion advertising: comparative insights from Lithuania’s slow and fast fashion markets
	Online experiment (n=400); PLS-SEM + necessary condition analysis
	Sustainability cues → trust/desirability; mitigating greenwashing perceptions; authenticity and transparency in ads (RQ2 / RQ3)

	48
	Wang & Jung (2025)
	The aftermath of greenwashing in the fashion industry: Chinese consumer responses to different types of greenwashing
	Between-subjects experiment using news stimuli; survey (n=210)
	Greenwashing types (false labelling, vagueness, selective omission); hypocrisy → moral inequity → complaint behaviours (RQ2)

	49
	Wu et al. (2022)
	Consortium blockchain-enabled smart ESG reporting platform with token-based incentives for corporate crowdsensing
	System architecture + simulation (HK apparel industry context)
	Anti-greenwashing ESG transparency; IoT/blockchain reporting; data integrity; incentives & verification (RQ3)

	50
	Yang, Chen & Meng (2024)
	The drivers of sharing willingness regarding sustainable fashion brand image based on commitment theory
	Survey-based empirical study; commitment-theory model; mediation analysis
	Perception of greenwashing (negative antecedent); ESG perception; social media content quality; willingness to share brand’s sustainability image (RQ2 / RQ3)



[bookmark: _Toc218445695]Thematic Analysis of Results
[bookmark: _Hlk218439007][bookmark: _Toc218445696]Environmental Stewardship and Social Responsibility Practices (RQ1)
The table provides a summary of fifty articles in this systematic review and is categorised based on four major themes: Environmental Stewardship, Social Responsibility, Avoidance of Greenwashing, and Consumer-Facing Impacts. The studies include author(s), title, methodology, and the related sub-themes and codes that give an overview of the literature covering the three research questions. These thematic summaries are the basis of the further detailed analysis and discussion.
[bookmark: _Toc218439130]Table 3 Environmental Stewardship and Social Responsibility Practices
	Theme
	Sub-theme
	Code
	Citation

	Environmental Stewardship
	Circularity & Resource Efficiency
	Circularity vs. systemic greenwashing
	Burnstine & Ghattas (2025)

	
	
	Green logistics and marketing practices
	Mofokeng (2025)

	
	
	Green manufacturing, marketing, investment
	Nigatu, Degoma & Tsegaye (2024)

	
	
	LCA evidence, eco-label credibility
	Mousavi et al. (2025)

	
	
	Recycling narratives & transparency standards
	Eppinger (2022)

	
	Green Innovation & Performance
	Green innovation (GINO)
	Habtemaryam, Degoma & Tsegaye (2025)

	
	
	Genuine environmental performance improvement
	Habtemaryam, Degoma & Tsegaye (2025)

	
	
	Environmental performance monitoring
	Mofokeng (2025)

	
	Sustainable Marketing & Communication
	Green marketing mix
	Andria et al. (2023)

	
	
	Green marketing orientation (GMO)
	Habtemaryam, Degoma & Tsegaye (2025)

	
	
	Green marketing strategy & competitiveness
	Vehbi et al. (2025)

	
	
	Green/social media influence on consumer behaviour
	Fang (2024)

	
	Supply Chain Transparency & Traceability
	Mandatory disclosure & standardised transparency
	Redman (2025)

	
	
	Traceability via IoT/blockchain, KPIs
	Tolentino-Zondervan & DiVito (2024)

	
	
	Anti-greenwashing ESG transparency
	Wu et al. (2022)

	Social Responsibility
	Ethical Labour Practices
	Consumer assurance: fair wages & conditions
	Henninger, Alevizou & Oates (2016)

	
	
	Corporate social responsibility practices
	Reza & Du Plessis (2022)

	
	Stakeholder Engagement & Accountability
	ESG disclosure authenticity
	de Magalhães Silva et al. (2025)

	
	
	Stakeholder engagement & accountability
	de Magalhães Silva et al. (2025)

	
	
	NGO pressure and selective transparency
	Crapa et al. (2025)

	
	
	Accountability mechanisms for supply chains
	Redman (2025)

	Avoidance of Greenwashing
	Authenticity & Verification
	Overcoming greenwashing scepticism
	Dalecki (2023)

	
	
	Proof vs. mere certification
	Dalecki (2023)

	
	
	Authentic communication, cross-channel consistency
	Garcia-Ortega et al. (2025)

	
	
	Avoiding paltering/misleading claims
	Goswami & Jaiswal (2023)

	
	Transparency & Reporting
	Selective sustainability disclosure & greenhushing
	Jestratijevic, Uanhoro & Rana (2024); Schwoy, Dutzi & Messing (2025)

	
	
	Regulatory gaps and oversight proposals
	Dobos & Éltető (2023)

	
	
	Certification, auditing, verified reporting
	Do et al. (2025); Li, Cavender & Lee (2025)

	
	Consumer Perception & Behaviour
	Scepticism, perceived hypocrisy
	Díaz-Bustamante-Ventisca et al. (2025); Lu et al. (2022)

	
	
	Reduced purchase intention due to greenwashing
	Brugman, van Huijstee & Droog (2024); Roozen, Raedts & Henderix (2025)

	
	
	Influence of social media, influencers, advertising
	Fang (2024); Sailer, Wilfing & Straus (2022)

	
	Policy & Governance
	Policy enforcement to curb greenwashing
	Jestratijevic, Uanhoro & Rana (2024); Burnstine & Ghattas (2025)

	
	
	Governance & labelling mechanisms
	Pozzo (2023)

	Consumer-Facing Impacts
	Trust & Brand Perception
	Consumer trust affected by greenwashing
	Marko & Kusá (2023); Policarpo et al. (2023)

	
	
	Brand trust vs. ignorance of greenwashing
	Lovrić & Čagalj (2025)

	
	Purchase Intentions & Behaviour
	Scepticism vs. purchase intention paradox
	Haque & Lang (2025)

	
	
	Intention–behaviour gap
	Rausch & Kopplin (2021)

	
	Communication & Education
	Environmental education to improve authenticity perception
	Marko & Kusá (2023)

	
	
	Slow fashion ethics & CSR messaging
	Velasco-Molpeceres et al. (2023)





[bookmark: _Hlk218438974][bookmark: _Toc218445697]Manifestations and Drivers of Greenwashing in the Fashion Industry (RQ2)
The table is a summary of fifty studies that were incorporated in this systematic review and arranged in four major themes: Misleading Environmental Claims, Corporate Social Responsibility (CSR) Washing, Symbolic and Marketing-Focused Greenwashing, and Prevalence and Consumer Impact. The studies are structured based on their author(s), sub-themes, codes and citations, giving a systematic summary of the expressions and motivations behind greenwashing in the fashion industry (RQ2). These thematic summaries form the basis of the further detailed analysis and discussion of patterns, gaps and implications.
[bookmark: _Toc218439131]Table 4 Manifestations and Drivers of Greenwashing in the Fashion Industry
	Theme
	Sub-theme
	Code
	Citation

	Misleading Environmental Claims
	Product-focused Misrepresentation
	False labelling of eco-friendly materials
	Wang & Jung (2025)

	
	
	Recycled PET narratives & incentive distortion
	Eppinger (2022)

	
	Process-focused Misrepresentation
	Selective disclosure of sustainability practices
	Jestratijevic, Uanhoro & Rana (2024)

	
	
	Greenhushing / strategic silence on overproduction
	Hejlova et al. (2025)

	Corporate Social Responsibility (CSR) Washing
	Inflated CSR Claims
	Exaggerated or misleading social responsibility statements
	Dobos & Éltető (2023)

	
	
	CSR claims vs. supply-chain realities
	Reza & Du Plessis (2022)

	
	PR & Communication Manipulation
	Myth-making in sustainability narratives
	Heidenstrøm (2024)

	
	
	Social-media greenwashing strategies
	Sailer, Wilfing & Straus (2022)

	Symbolic & Marketing-focused Greenwashing
	Marketing Signals without Substance
	Green marketing mix with limited genuine impact
	Andria et al. (2023)

	
	
	Paltering: technically true but misleading claims
	Goswami & Jaiswal (2023)

	
	Sustainability Branding
	Eco-labels / certification without verification
	Dalecki (2023); Do et al. (2025)

	
	
	Cross-channel sustainability messaging inconsistency
	Garcia-Ortega et al. (2025)

	Prevalence & Consumer Impact
	Sectoral Patterns
	Fast-fashion greenwashing
	Haque & Lang (2025); Marko & Kusá (2023)

	
	
	EU legal prevalence of greenwashing
	Pozzo (2023)

	
	Consumer Perception & Behaviour
	Scepticism affecting trust and purchase intention
	Lu et al. (2022); Policarpo et al. (2023)

	
	
	Negative word-of-mouth and reputation damage
	Promalessy & Handriana (2024)


[bookmark: _Hlk218438943][bookmark: _Toc218445698]Authentic versus Deceptive Sustainability Practices: Key Gaps and Strategic Insights (RQ3)
The table presents a summary of fifty studies used in this systematic review that is divided into four major themes: Authentic Sustainability Practises, Instances of Greenwashing, Identified Gaps and Strategic Recommendation. The study will be delivered in sub-themes, codes or insights specific to each study and citations, which will offer a systematic representation of genuine and fake sustainability measures in the fashion industry (RQ3). This summary will identify trends, gaps, and action plans, and this will serve the foundation of the further detailed discussion and synthesis.
[bookmark: _Toc218439132]Table 5 Authentic versus Deceptive Sustainability Practices
	Theme
	Sub-theme
	Code / Insight
	Citation

	Authentic Sustainability Practices
	Genuine Environmental & Social Initiatives
	Circularity and resource efficiency practices
	Burnstine & Ghattas (2025); Mofokeng (2025)

	
	
	Green innovation (GINO) and sustainable production
	Habtemaryam, Degoma & Tsegaye (2025)

	
	
	Transparent ESG disclosure and verified reporting
	de Magalhães Silva et al. (2025); Wu et al. (2022)

	
	
	Ethical labour practices, fair wages, stakeholder engagement
	Henninger, Alevizou & Oates (2016); Reza & Du Plessis (2022)

	
	
	Environmental performance monitoring & supply-chain traceability
	Tolentino-Zondervan & DiVito (2024); Mofokeng (2025)

	
	Brand Communication & Consumer Trust
	Green marketing mix and orientation (GMO)
	Andria et al. (2023); Habtemaryam, Degoma & Tsegaye (2025)

	
	
	Authentic CSR messaging and slow fashion ethics
	Velasco-Molpeceres et al. (2023); Fang (2024)

	Instances of Greenwashing
	Misleading or Symbolic Practices
	Exaggerated or misleading claims (paltering, CSR-washing)
	Dobos & Éltető (2023); Brugman, van Huijstee & Droog (2024)

	
	
	Selective disclosure, greenhushing, under-reporting
	Jestratijevic, Uanhoro & Rana (2024); Schwoy, Dutzi & Messing (2025)

	
	
	Ambiguous sustainability terms & narrative myths
	Brydges, Henninger & Hanlon (2022); Heidenstrøm (2024)

	
	Consumer & Market Effects
	Scepticism, reduced trust, negative purchase intention
	Lu et al. (2022); Marko & Kusá (2023); Goswami & Jaiswal (2023)

	
	
	Social-media greenwashing influence
	Fang (2024); Sailer, Wilfing & Straus (2022)

	Identified Gaps
	Policy & Governance
	Weak regulatory enforcement, auditing gaps
	Pozzo (2023); Jestratijevic, Uanhoro & Rana (2024)

	
	
	Lack of standardised sustainability metrics
	Burnstine & Ghattas (2025); Brydges, Henninger & Hanlon (2022)

	
	Transparency & Verification
	Limited third-party certification & verification
	Do et al. (2025); Li, Cavender & Lee (2025)

	
	Consumer Engagement & Education
	Consumer confusion, low awareness of authenticity vs greenwashing
	Evans & Peirson-Smith (2018); Lovrić & Čagalj (2025)

	Strategic Recommendations
	Enhancing Authenticity
	Standardised reporting, mandatory disclosures
	Redman (2025); Tolentino-Zondervan & DiVito (2024)

	
	
	Verified ESG certifications and auditing
	Dalecki (2023); Do et al. (2025)

	
	
	Traceability and supply-chain accountability
	Wu et al. (2022); Tolentino-Zondervan & DiVito (2024)

	
	Policy & Governance Recommendations
	Stronger regulatory frameworks & enforcement
	Burnstine & Ghattas (2025); Jestratijevic, Uanhoro & Rana (2024)

	
	Consumer-Facing Strategies
	Transparent, consistent, cross-channel messaging
	Garcia-Ortega et al. (2025); Fang (2024)

	
	
	Environmental education to build trust
	Marko & Kusá (2023); Velasco-Molpeceres et al. (2023)



[bookmark: _Toc218445699]Narrative Synthesis of the Findings
[bookmark: _Toc218445700]Sustainable Practices Adopted by Fashion Brands (RQ1)
Green processes in fashion business are turning out to be a synthesis of environmental and social responsibility, but their legitimacy and efficiency are questionable. Fashion companies are starting to focus on the visible aspects of the environment where circularity and resource efficiency are the new strategies, where recycling, reusing, and creating eco-materials can be used to cut waste and emissions (Burnstine and Ghattas, 2025; Mofokeng, 2025). However, researchers have pointed out the danger of systemic greenwashing where brands advertise half-baked efforts and continue to overproduce and have linear business strategies. As an example, the Conscious Collection by H&M and the Join Life campaign by Zara have been criticised as not providing verifiable information on the sourcing of their materials as circles, and not tackling the issue of the source of the problem of fast production cycles. The eco-design, renewable energy in manufacturing, and digital solutions are increasingly being used to pursue green innovation and performance improvement. Research indicates that actual innovation within the production processes, including green innovation orientation (GINO) and green marketing orientation (GMO), is associated with quantifiable decreases in the environmental footprint and the strengthened brand credibility (Habtemaryam, Degoma and Tsegaye, 2025). In the same vein, sustainable marketing and green competitiveness are perceived as a set of brands that effectively incorporate the element of environmental responsibility in their business models (Vehbi et al., 2025). Patagonia and Stella McCartney are examples of companies that have achieved this integration by incorporating environmental objectives into their supply chains and brands, which proves that strategic sustainability could result in both reputational and environmental gains. Another principle of environmental stewardship is transparency and traceability. Fashion companies are actively utilising blockchain and Internet of Things (IoT) platforms to cheque the provenance of materials used, as well as enhance the integrity of reporting (Tolentino-Zondervan and DiVito, 2024; Wu et al., 2022). Compulsory disclosure systems including those presented by Redman (2025) are regarded as crucial in combating greenwashing and harmonisation of accountability systems throughout fashion supply chains. To illustrate this, the example of Kering and Environmental Profit and Loss (EP&L) reporting system is the example of how digital traceability can be used to increase transparency and provide a verifiable representation of environmental performance. Simultaneously, the scope of social responsibility in the fashion industry is also growing beyond philanthropy to include stakeholder engagement, accountability, and ethical labour practises. According to Henninger, Alevizou and Oates (2016), consumer assurance of ethical authenticity is a component of fair wages and safe working environment. However, there are still gaps between corporate assertions and supply chain facts (Reza and Du Plessis, 2022). International corporations like Nike and Adidas have implemented codes of conduct and third party audits to reduce the risk of labour mistreatment, but their efficacy is based on local implementation. More and more, NGOs and activist organisations put pressure on brands to report their social and environmental practises, which affects the quality and credibility of sustainability reporting (Crapa et al., 2025; de Magalhaes Silva et al., 2025). The evasion of greenwashing has become a characteristic issue in the attainment of true sustainability. Research indicates that consumers grow more discriminatory between symbolic and substantive sustainability claims, rewarding transparency and punishing perceived deception (Dalecki, 2023; Goswami and Jaiswal, 2023). Verification and authenticity of sustainability communication are thus paramount and brands must be able to demonstrate more than the self-proclaimed certifications (Garcia-Ortega et al., 2025). Consumer trust is still eroded by selective disclosure, greenhushing and exaggerated claims (Jestratijevic, Uanhoro and Rana, 2024; Schwoy, Dutzi and Messing, 2025). According to Dobos and Elteto (2023), regulatory loopholes and spotty oversight processes remain, which allows the idea of superficial sustainability messaging to continue without much scrutiny. The effects that are facing the consumers are still strictly connected with the ways in which the brands communicate and prove the sustainability statements. There is evidence that the perceived greenwashing has a significant negative impact on brand trust and purchase intention (Brugman, van Huijstee and Droog, 2024; Marko and Kusa, 2023; Policarpo et al., 2023). However, in a situation where communication is seen as open and stable, consumers show greater emotional and behavioural loyalty to brands (Fang, 2024; Li, Cavender and Lee, 2025). Social media has increased both criticism and activism, which means that inconsistencies are checked by consumers, and authenticity is praised. The key to bridging the attitude-behaviour divide as outlined by Rausch and Kopplin (2021) is therefore in the educational strategies and clear sustainability storeys. The literature in general indicates that sustainable practises in the fashion industry are taking a new face combining both technological innovation, strategic transparency and ethical accountability. However, the prevalence of greenwashing and the lack of a clear definition still persists in the way to the real progress. To progress towards environmental stewardship and social responsibility, brands should stop engaging in symbolic communication and start integrating sustainability in a measurable, verified, and transparent manner, a strategy followed by the first movers of the fashion industry, including Patagonia, Eileen Fisher, and Kering, but is still inconsistently implemented in the rest of the fashion industry.
[bookmark: _Toc218445701]Forms and Prevalence of Greenwashing in the Fashion Industry (RQ2)
In the fashion industry, greenwashing takes various forms, the main objective of which is to create an impression of environmental responsibility or social accountability, without actually altering the production behaviour. Among the most common ones is misleading environmental claims, in which brands inflate or make up environmental claims. The misrepresentation in the form of product focuses on the misrepresentation of products by stating that they are made of recycled PET or organic fibres, which are not necessarily subject to strict certification procedures (Wang and Jung, 2025; Eppinger, 2022). Process-oriented misrepresentation, in its turn, takes place via selective disclosure, whereby companies disclose only positive sustainability practises and mention nothing about negative effects on the environment, a phenomenon known as greenhushing (Jestratijevic, Uanhoro & Rana, 2024; Hejlova et al., 2025). The example of H&M selling specific lines of clothing as Conscious when using traditional supply chains has been criticised, which demonstrates the difference between what is claimed and what is actually done. The second huge type is CSR washing where the brands over-report on their corporate social responsibility activities in order to improve their ethical image. The overstated promises of fair labour practises or the ambiguous statements regarding the supply-chain improvements are examples of inflated CSR claims (Dobos and Elteto, 2023; Reza and Du Plessis, 2022). Manipulation of communication is also a contributor since companies create mythological storeys about sustainability, and they operate as ethical fashion leaders, covering the gaps. The campaigns conducted on social media (sometimes by fast-fashion brands) frequently utilise curated content to imply a leadership in sustainability, such as Instagram campaigns of brands like Zara or Shein that feature limited eco-friendly collections but do not disclose the overall effects on the environment (Heidenstrom, 2024; Sailer, Wilfing & Straus, 2022). The third type is symbolic and marketing-oriented greenwashing, which entails advertising sustainability with a shallow marketing or branding approach without an actual change in operations. Some of these methods involve green marketing signals, which can be eco-labels or certifications that do not imply strict verification (Andria et al., 2023; Dalecki, 2023; Do et al., 2025). Alterations at the technical level to create misleading messages, which in turn mislead the consumers, and discrepancies in cross-channel communications may decrease the perceived credibility of sustainability promises (Goswami and Jaiswal, 2023; Garcia-Ortega et al., 2025). Remarkably, brands such as Adidas have been criticised on advertising small, so-called sustainable collections when most of the manufacturing processes are unsustainable. Lastly, the commonality and direct effects of greenwashing on consumers underscores the pervasive nature of it within the sector and the effects that the practise has on consumer confidence. Greenwashing is especially prevalent in fast-fashion companies because of their large-volume, short-cycle production designs, which are the opposite of the environmental statements (Haque and Lang, 2025; Marko and Kusa, 2023). In the EU setting, literature suggests that greenwashing is prevalent and even when sustainability statements exist, they do not always impact consumer behaviour in a positive manner because of cynicism and hypocrisy (Pozzo, 2023; Lu et al., 2022; Policarpo et al., 2023). The results are the loss of purchase intention, reputational harm, and negative word-of-mouth, which spreads with both fast-fashion and luxury brands in response to their campaigns (Promalessy & Handriana, 2024). Overall, greenwashing in the fashion industry functions as deceptive product and process claims, fictitious CSR storeys, symbolic marketing, and selective reporting, and fast-fashion industries are especially noteworthy regarding its widespread use. These practises have started to be questioned by consumer scepticism that has been enhanced by social media questioning and published sustainability audits, leading to demands to tighten the wrein over these practises, create sustainability claims standardisation and promote genuine corporate transparency (Jestratijevic, Uanhoro & Rana, 2024; Wang and Jung, 2025). This analysis highlights why it is exceptionally important that fashion companies go beyond the mere signals of sustainability to actual environmental and social accountability.
[bookmark: _Toc218445702]Comparative Analysis of Authentic Sustainability and Greenwashing Practices, with Emerging Gaps and Strategic Recommendations (RQ3)
Sustainability efforts in the fashion industry have been on the rise due to environmental and social issues, but there is a vast gap between the real and greenwashing activities. Real sustainability projects are concerned with the real environmental and social impact, and they are often integrated into the idea of circularity, innovation, and ethical labour. Circularity and resource efficiency is also becoming more visible in the brands like Patagonia and Stella McCartney, which have closed-loop production systems, sustainable material sourcing, and green logistics (Burnstine & Ghattas, 2025; Mofokeng, 2025). Such strategies as green innovation, which are based on GINO framework, are designed to enhance environmental performance in a systematic way, by delivering products, production, and organisational processes (Habtemaryam, Degoma & Tsegaye, 2025). Organisations that focus on transparency in the reporting of environmental, social, and governance (ESG) like the presence of verified third-party auditing and traceable supply chains, are examples of genuine sustainability endeavours (de Magalhaes Silva et al., 2025; Wu et al., 2022; Tolentino-Zondervan and DiVito, 2024). Additionally, ethical labour practises, such as good wages and involvement of stakeholders, are also being embraced to supplement environmental stewardship, which ensures social responsibility and ecological purpose (Henninger, Alevizou and Oates, 2016; Reza and Du Plessis, 2022).
Greenwashing, in contrast, is still a common occurrence and is characterised by exaggerated or false claims, selective disclosures and vague terminologies. There is also symbolic or cosmetic behaviour, like CSR-washing and paltering, which is frequent in fast-fashion companies, including H&M and Zara, sustainability communication of which at times takes precedence over meaning (Dobos and Elteto, 2023; Brugman, van Huijstee and Droog, 2024; Goswami and Jaiswal, 2023). Transparency is also compromised through selective reporting or greenhushing whereby companies under-report or hide unsustainable practises (Jestratijevic, Uanhoro & Rana, 2024; Schwoy, Dutzi and Messing, 2025). Poorly defined or ambiguous sustainability language is also a source of confusion among consumers, and such narratives as tech-utopia or sovereign-consumer myths can be used to continue to imagine perceived environmental responsibility without taking any real action (Brydges, Henninger & Hanlon, 2022; Heidenstrom, 2024; Evans and Peirson-Smith, 2018). The use of social media campaigns and influencer promotions can also make greenwashing worse by portraying a picture of sustainability that does not necessarily match the reality (Fang, 2024; Sailer, Wilfing and Straus, 2022).
Comparative studies have indicated that genuine sustainability efforts focus on verification, consistency, and an impact that is quantifiable whilst the greenwashing efforts focus on perception management and image-enhancement with minimum systemic transformation. Greenwashing leads to a decrease in consumer trust and buying intentions, as evidenced by the research on low brand credibility and distrust among fashion consumers (Lu et al., 2022; Marko and Kusa, 2023; Goswami and Jaiswal, 2023). On the other hand, clear communication, attested ESG reporting, and cross channel messaging improve brand credibility and consumer interest (Velasco-Molpeceres et al., 2023; Garcia-Ortega et al., 2025; Fang, 2024).
Among the identified gaps, there are weak regulations enforcement, uneven sustainability metrics, insufficient auditing and verification, and consumer confusion of authentic practises and greenwashing (Pozzo, 2023; Burnstine and Ghattas, 2025; Jestratijevic, Uanhoro and Rana, 2024; Evans and Peirson-Smith, 2018; Li, Cavender and Lee, 2025). Such loopholes could be used to improve strategies. Some of the strategic recommendations that arise out of the literature are the introduction of standardised ESG reporting and mandatory disclosure policies, the strengthening of regulatory regimes, the promotion of third-party verification and auditing, the increased traceability of the supply chains and consumer environmental education (Redman, 2025; Tolentino-Zondervan and DiVito, 2024; Dalecki, 2023; Wu et al., 2022; Burnstine and Ghattas, 2025; Garcia-Ortega et al., 2023).
Altogether, the synthesis highlights an important difference between the true sustainability and the greenwashing in the fashion industry. Although genuine efforts will yield better environmental and social results, greenwashing behaviour will destroy trust and reduce the process of transition to a sustainable fashion industry. Companies that combine verification, transparency, ethical labour practises, and regular communication, like Patagonia, Stella McCartney, and the limited number of high-end fashion brands, are examples of true sustainability, and the brands that focus on image-driven green claims should be regarded as the evidence of greenwashing and the necessity of strict control.
[bookmark: _Toc218445703]Discussion of Results 
The results of this systematic review provide substantial information that supports and goes beyond the theoretical frameworks presented in Chapter 2.2.2, especially with regard to the concept of sustainability and greenwashing within the fashion industry.
The Stakeholder Theory is supported by the fact that consumer scrutiny, NGO activism and regulatory pressure have significant impact on corporate behaviour. Empirical research suggests that several groups of stakeholders hold brands accountable, and the outcomes of such perceptions are decreased trust, purchase intention, and negative word-of-mouth (Fang, 2024; Marko and Kusa, 2023; Policarpo et al., 2023). However, the fact that greenwashing practises persist is a weakness of the practical implementation of the Stakeholder Theory: although there are stakeholder pressures, they do not all equally push companies into actual sustainability practises. Specifically, fast-fashion companies might value economic development or brand image more than substantive sustainability on stakeholder-related issues, which is indicative of a disconnect between theory and practise in the industry (Lovric and Cagalj, 2025; Goswami and Jaiswal, 2023).
The review has a strong support to Signalling Theory since it shows that sustainability communications act as signals to consumers about corporate ethics and environmental responsibility. False or biassed disclosure (greenhushing, paltering, CSR-washing) is a lack of credibility of the signals, which results in scepticism and lack of consumer involvement (Dobos and Elteto, 2023; Jestratijevic, Uanhoro and Rana, 2024). On the other hand, confirmed ESG reporting, open supply chains, and uniform cross-channel communications raise signal credibility and build consumer trust (Wu et al., 2022; Tolentino-Zondervan and DiVito, 2024). The results also imply that the channel by which the signals are conveyed, especially social media, is very significant in enhancing both genuine and fake communications, which means that Signalling Theory has to be extended to the influence that digital platforms have on consumer perception (Fang, 2024; Sailer, Wilfing and Straus, 2022).
The review supports the Triple Bottom Line (TBL) Model to a large extent, pointing out the examples of the actual sustainability that involves the integration of environmental, social, and economic results. Circularity, green innovation, and ethical labour practises can create quantifiable environmental and social benefits and maintain economic performance as demonstrated by brands like Patagonia, Stella McCartney, and Kering (Burnstine and Ghattas, 2025; Habtemaryam, Degoma and Tsegaye, 2025; de Magalhaes Silva et al., 2025). Nonetheless, the prevalence of symbolic sustainability and greenwashing shows that the TBL implementation is not always consistent, and economic and reputational goals are prioritized in most instances over meaningful environmental or social results (Goswami & Jaiswal, 2023; Brydges, Henninger and Hanlon, 2022). This implies that more rigorous verification systems and regulation are required in order to make TBL principles come true in practise.
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The presented narrative synthesis confirms and expands the conceptual framework introduced in chapter two by showing how internal and external forces influence the direction of sustainability actions in the fashion industry through communicative practises and verification mechanisms. In line with the framework, synthesis reveals that the authentic sustainability is anchored to internal corporate culture and authentic dedication to social and environmental responsibility, whereas the superficial engagement and image management results in greenwashing. Synthesis identification of the concept of circularity, green innovation and ethical labour practices is in accordance with the framework focus of substantive environmental and social stewardship as a determinant of credible sustainability outcomes. Similarly, the repetitive significance of transparency, traceability, and verified reporting identifies the mediating role ascribed to the communication strategies and ESG verification in the conceptual model, which proves that the manner in which sustainability is reported and proved has a strong impact on stakeholder interpretation and trust. Meanwhile, the synthesis will enhance the framework by showing how much selective disclosure, symbolic marketing and vague sustainability language can sabotage these mechanisms showing how communication can be used as a means of trust as well as a means of deception in poor regulation. The results found in the synthesis, trust, purchase intention, and brand loyalty, are reminiscent of the forecasts of the framework that stakeholder reactions to greenwashing would be determined by the perceived authenticity, but the synthesis also suggests emerging issues, including the social media scrutiny and consumer scepticism, which only exacerbate the effects of greenwashing compared to the original framework. In this aspect, the results support the theoretical framework besides presenting a new level of complexity in terms of interaction of pressures, practises and perceptions, which highlights the necessity of more robust systems of verification and effective communication to facilitate effectiveness and legitimacy of sustainability efforts in the fashion industry.
To sum up, the systematic review proves the applicability of Stakeholder Theory, the Signalling Theory, and TBL Model in the explanation of corporate sustainability and greenwashing relationships in the fashion industry. Simultaneously, the results indicate the presence of practical gaps, such as the uneven impact of stakeholders, the problem of signal credibility, and partial TBL application, and the need to develop integrated approaches, including transparent communication, regulatory enforcement, and consumer education to promote authentic sustainability.



[bookmark: _Toc218445704]CHAPTER 5: CONCLUSIONS AND RECOMMENDATIONS 
[bookmark: _Toc218445705]Summary of Main Findings
The systematic review reveals how sustainability in the fashion industry has grown beyond the solitary environmental efforts to include large scale approaches that incorporate the social responsibility and environmental stewardship. It is evidenced that brands have started to introduce circularity, resource-efficient production, eco-design, and digital traceability systems, which are all significant steps to minimise the impact on the environment. There has also been an emergence of social responsibility that is more focused on labour conditions, stakeholder participation and ethical supply chain management. The literature, however, repeatedly points out that such developments are not even, and are usually overshadowed by such practises that are greenwashing. False environmental marketing, inflated corporate social responsibility storeys, partial disclosure and symbolic marketing become widespread strategies on the rise of consumer and regulatory pressures. The elements of transparency and verification seem to be the main conditions under which sustainability communications either develop or reduce consumer trust, verified reporting and traceable supply chains were linked to greater credibility and consumer loyalty. The review also demonstrates that consumers are increasingly able to differentiate between substantive and superficial sustainability, and authenticity is becoming a vital element of brand image.
[bookmark: _Toc218445706]Conclusion Based on the Research Questions
Regarding the first research question, circular production, eco-material innovation, green innovation in design and manufacturing, and ethical labour practises are all sustainable practises implemented by fashion brands, all of which support both social and environmental goals. Although the practises have proven to have the potential of enhancing the performance, their effects are usually diluted by the structural attributes of the industry such as rapid production cycles and overproduction which restricts the performance of isolated sustainability efforts.
The second research question indicates that greenwashing is common and is done by using false product and process claims, exaggerated or vague statements on CSR, selective disclosure, and the abuse of eco-signalling in marketing. The latter practises are particular in fast-fashion brands whose business model creates an inherent tension with environmental assertions. Greenwashing prevalence does not only make the sustainability communication less effective but also creates scepticism that could undermine the effectiveness of the genuine initiatives.
Answering the third research question the review demonstrates that there is a significant difference between the actual sustainability programmes and greenwashing. True efforts are those which are quantifiable, transparent, verifiable, and embedded in corporate strategy, and greenwashing ones are those based on perception management, ambiguity, and partial disclosure. Literary gaps that have been noted are low regulatory supervision, uneven or non-uniform measurements, lack of proper verification mechanisms and the confusion of the consumers on certified and non-certified assertions. Such loopholes present avenues of improvement of both the corporate practise and policy to increase the credibility of the sustainability drive.
[bookmark: _Toc218445707]Recommendations
In practise, fashion companies need to focus on quantifiable and verifiable sustainability approaches as opposed to symbolic communication. Implementing standardised reporting on ESG, making supply chains more traceable with the help of digital technologies, and hiring outside auditors can greatly increase transparency and alleviate the threat of deceiving consumers. Social responsibility should also be more incorporated in the sustainability strategies of the brands through the way they continue to observe ethical labour practises and engage stakeholders in dialogue. There should be uniformity in communication on all mediums and should not make ambiguous claims that cannot be proved with evidence.
Theoretically, further studies would be useful by investigating the interplay between the interpretation of consumers and corporate communication strategies. Further research may produce more sophisticated models of evaluating authenticity in more digitalized and socially mediated marketplace environments. Comparative analysis of various portions of the fashion sector may also elucidate the role of structural business models affecting the possibility and shape of greenwashing and thus improve on current theoretical understanding of corporate signalling and stakeholder appraisal.
[bookmark: _Toc218445708]Limitations of Research
The study is limited as a systematic review because it uses published literature, which may lead to publication bias and miss any useful findings that could be found in the grey literature or in non-English literature. The diversity of methodological solutions in the studies limited the chance of synthesis through meta-analysis and necessitated the use of narrative interpretation, which is subjective in nature, despite the attempts to reduce bias. The time limit and choice of keywords could have also limited the range of evidence included and differences in the quality of studies also imply that some results should be viewed with cautiousness.
[bookmark: _Toc218445709]Recommendations for Future Work
The research question that should be addressed in future studies is how long-term effects of verified sustainability practises on consumer behaviour and corporate performance can be identified to define whether authenticity can provide competitive advantage that is measurable. Longitudinal studies could help to explain the development of consumer trust as transparency and regulatory change increase. The use of the latest technologies like blockchain and artificial intelligence to enhance traceability and minimise the chances of false claims should also be studied further. Lastly, cross-cultural research would improve the knowledge of the differences between consumer expectations and perceptions of sustainability in different markets and thus be used to make effective global sustainability communication strategies.
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