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About Me Section

| am an ambitious and focused professional striving to develop a LinkedIn profile at the starting
stage. The aspect of sustainable wear in fashion and clothing is one of the areas | can put my
enthusiasm to good use in the sense of trying to modify fashion behaviors that will end up with a
favorable footprint in the sphere of sustainable clothing. I shall have the chance to contribute my
good business experience and my passion in environmental conservation due to the fact that 1 am
a change maker and innovation driver and the fashion industry is the other area that needs to be
transformed. Due to the fact that | have developed a certain business insight over the years, | am
of the belief that the business world can contribute greatly to society as a whole. My values are
textiles fashion industry sustainability and consequently, I want to step forward helping the
industry changing the field’s landscape with my skills and knowledge.

Being a creator of inspiration and the engine of progress unfailingly pushes me to the core of
invention, where genius and strategy become one and scintillate innovation to move a slider of
development forward. As for me, ever | am seeking for partnering partners and companies who in
the same way are inclined into addition of sustainable innovations to the existing environment in
the coming time. It is such an honor that my dedication to environmentally responsible fashion
apparels is brought to another level with the convene and communication that I hold with conscious
fashion enthusiasts. Executives of corporates and charity leaders should be consulted to bring forth
different ideas concerning how cleaner and more sustainable fashion industry can be created at a
minimal cost and utilizing it to rehabilitate people. By our side, green apparel industry will be
created once and for all. That future will include 100% biodegradable materials, inclusion and
equality of all people, and pollution-free planet. Therefore, | call upon you to embark on this
journey if your scintillation with sustainability is deep-rooted like mine. Above all, I would be
grateful if you shared your thoughts on this subject and discussed possible collaboration, if it
interests you, or maybe just give me your opinion on the addressed theme. There | surely would
be interested to your answer. It's possible for us to shift this fashion industry, including its trend,

with positive messages to other fields. The condition is only the unity.



Importance of Storytelling in Sustainable Fashion Clothing

Coker et al. (2017) stated that storytelling has been the oldest means of transmitting stories as well
as stories, the incidents and ideas through a linear and appealing method. It goes beyond borders,
languages and sights, and it may as well be called a cultural conversation that links together
generations, ages and styles of music. At its heart, storytelling means creating tales that capture
the interest of people, make them feel, and furthermore, lead them to think. It may take the form
of oral stories, written literature, the cinema or digital media (Pan and Chen, 2019). Although, this
kind typically of storytelling make use of a variety of ways to create coherent and powerful deep
impression, such as character creation, story plot, setting, conflict and resolution, these are among
the commonly used. It can be bedtime stories read between parents and children, gripping novels
that transport the readers to distant worlds, or imaginative movies that just serve as inspirations.
All these using the skill of storytelling has the remarkable ability to amuse, inform, educate, and
influence (Ben Youssef, Leicht and Marongiu, 2019). Also, storytelling is not only an
entertainment activity, it also serves as an extremely powerful tool in the marketing area and in
cultural preservation. By means of narratives people and groups can express their beliefs,
messages, and mission statements in a manner that is more identifiable and intriguing for the
audience which results in stronger connection between them (Chautard and Collin-Lachaud, 2019).
Sustainable fashion clothing can utilize storytelling as a powerful tool and not just as a marketing
hype; the stories could inspire people, serve as a dynasty where brands get to connect with their
consumer, and propel positive change in the fashion industry (Yueh and Zheng, 2019). Aimed at
public or the organizations, storytelling it consists in the crafting of stories that illustrate the values,
mission, and the influence of sustainable fashion in the process in a captivating and genuine
manner. Above land in a sustainable fashion clothes marketing, storytelling involves more than
marketing products and selling; it's about taking people to the journey of the brands, values, and
ethics. Through creating stories that will hit close to home of every consumer, sustainable fashion
brands can persuade them to rally behind sustainability and mindful spending.

Kim, Park and Park (2018) noted that the sustainable fashion clothing industry presents an
effective built-in storytelling model, as exemplified by the highly respected Patagonia apparel
brand. Patagonia did not create a classic brand just out of products. It developed a company’s
robust identity, which put a lot of emphasis on its unrelenting dedication to environmental

protection, social responsibility, and ethical business practices (Rizkia and Oktafani, 2020). Stories



told by Patagonia have been showing their audiences how to fight for the environment, how to be
ethical in suppliers and how to give back to their beloved community. Here comes a golden
exemplar on how Patagonia tells its stories and it's “Worn Wear” campaign. This project follows
the success stories of customers who have always chosen to wear their Patagonia garments for
many years as it is a testament to brand’s dedication to durable, quality, and longevity products.
The brand reminds their community of the way they value their Patagonia clothes by highlighting
stories of individuals that embody the same values. This not only reaffirms the brand’s
sustainability commitment but also builds a feeling of belonging amongst the consumers of the
Patagonia brand (Lund, Cohen and Scarles, 2018).

Furthermore, the owner of Patagonia, Yvon Chouinard, has made a name of himself as an
environmental lawyer and an ethical business man. There is no doubt that Sir David
Attenborough’s real voice and his passion towards environmental causes are the two motifs that
have demonstrated how the brand is close to the consumers by making them even more excited
and inspired. In conclusive sense, storytelling could become essential component in every fashion
brand in the area of sustainability, that capture customers' attention, create brand loyalty and
initiate real change. Sharing real stories that include admiration and key notions about the brand
as sustainable fashion body is among the surest ways for companies to draw deep links with their
audience and spark better impact within the industry. Sustainable fashion clothing telling stories
gives rise to a revolution where the attention of the customers is not merely on what to buy, but
how to think sustainably and put into practice ethical ways. By means of well-built narratives that
convey brand values, mission, and impact of sustainable fashion producers, storytelling helps to
develop strong consumer/producer connection, forges brand loyalty and also shapes a new modus

operand for the industry as whole.



Questionnaire Analysis (500)

Questions

| believe that embracing sustainable fashion & | Strongly | Disagree | Neutral | Agree | Strongly

clothing is vital to the preservation of the planet. disagree Agree

Sustainable fashion clothes are not in my budget | Strongly | Disagree | Neutral | Agree | Strongly

because it's challenging for me to purchase it. disagree Agree

| pay special attention to the ones that value design | Strongly | Disagree | Neutral | Agree | Strongly
as well as manufacturing utilizing sustainable and | disagree Agree

ethical mode.

I would prefer to buy products of sustainable | Strongly | Disagree | Neutral | Agree | Strongly
brands, however, which can sometimes mean that | disagree Agree

style and design are a bit sacrificed.

I am believe that eco-friendly fashion can have a big | Strongly | Disagree | Neutral | Agree | Strongly
impact in helping to reduce the level of toxins | disagree Agree
emitted into the atmosphere and waste which are

created.

When it comes to buying clothes, I am proactive | Strongly | Disagree | Neutral | Agree | Strongly
about the sustainability factor and dig deeper into | disagree Agree
the clothing brand's sustainability efforts before my

purchase.

Sustainable fashion clothing may be a fashion | Strongly | Disagree | Neutral | Agree | Strongly
phenomenon but will only be a short-term trend and | disagree Agree

will not be forever, as fossil fuels and synthetic
clothes are responsible for extensive pollution of the

environment.

I have more self-standing and relaxed feeling when | Strongly | Disagree | Neutral | Agree | Strongly
wearing produced clothing items that | know that | disagree Agree
are environmental friendly and sustainably

produced.

| have a belief that among the masses of those who | Strongly | Disagree | Neutral | Agree | Strongly

buy goods from environmentally-friendly brands, | disagree Agree




there will be formed a trend that will, in turn,
change the fashion industry for good.

I do believe that sustainable fashion will get further | Strongly | Disagree | Neutral | Agree | Strongly
down the road and has a bright future to tackle | disagree Agree

social and environmental issues.

Table 1

Findings

| believe that embracing sustainable fashion & clothing is
vital to the preservation of the planet.

STRONGLY AGREE AGREE NEUTRAL DISAGREE STRONGLY
DISAGREE

Figure 1
Majority of the respondents believed that embracing sustainable fashion & clothing is vital to the

preservation of the planet.



Sustainable fashion clothes are not in my budget because it's challenging
for me to purchase it.

STRONGLY AGREE AGREE NEUTRAL DISAGREE STRONGLY
‘ DISAGREE

|

Figure 2

Majority of the respondents agreed that Sustainable fashion clothes are not in my budget because
it's challenging for me to purchase it.

' | pay special attention to the ones that value design as well as
manufacturing utilizing sustainable and ethical mode.

STRONGLY AGREE AGREE NEUTRAL DISAGREE
‘ DISAGREE

STRONGLY

|

Figure 3

36% respondents paid | pay special attention to the ones that value design as well as manufacturing
utilizing sustainable and ethical mode.



| would prefer to buy products of sustainable brands,
however, which can sometimes mean that style and design
are a bit sacrificed.

STRONGLY AGREE AGREE NEUTRAL DISAGREE STRONGLY
DISAGREE

Figure 4
Majority of the respondents noted that they would | would prefer to buy products of sustainable
brands, however, which can sometimes mean that style and design are a bit sacrificed.

I am believe that eco-friendly fashion can have a big impact in

helping to reduce the level of toxins emitted into the atmosphere
and waste which are created.

STRONGLY AGREE AGREE NEUTRAL DISAGREE STRONGLY
DISAGREE

Figure 5
Majority of the respondents identified that they believe that eco-friendly fashion can have a big

impact in helping to reduce the level of toxins emitted into the atmosphere and waste which are
created.



When it comes to buying clothes, | am proactive about
the sustainability factor and dig deeper into the
clothing brand's sustainability efforts before my

purchase.

STRONGLY AGREE AGREE NEUTRAL DISAGREE STRONGLY
DISAGREE

Figure 6
32% of respondents agreed that When it comes to buying clothes, | am proactive about the

sustainability factor and dig deeper into the clothing brand's sustainability efforts before my

purchase

Sustainable fashion clothing may be a fashion
phenomenon but will only be a short-term trend and
will not be forever, as fossil fuels and synthetic clothes
are responsible for extensive pollution of the
environment.

42%

34%

STRONGLY AGREE AGREE NEUTRAL DISAGREE STRONGLY
DISAGREE

Figure 7
42% respondents noted that Sustainable fashion clothing may be a fashion phenomenon but will

only be a short-term trend and will not be forever, as fossil fuels and synthetic clothes are

responsible for extensive pollution of the environment.



I have more self-standing and relaxed feeling when
wearing produced clothing items that | know that are
environmental friendly and sustainably produced.

32%
24% 24%
14%

STRONGLY AGREE AGREE NEUTRAL DISAGREE STRONGLY
DISAGREE

Figure 8
32% respondents reported that they have more self-standing and relaxed feeling when wearing

produced clothing items that they know that are environmental friendly and sustainably produced.
| have a belief that among the masses of those who buy

goods from environmentally-friendly brands, there will
be formed a trend that will, in turn, change the fashion

industry for good.
32%
24% 24%
14%
STRONGLY AGREE ~ AGREE NEUTRAL DISAGREE STRONGLY

DISAGREE
Figure 9
Majority of the respondents highlighted that they have a belief that among the masses of those who
buy goods from environmentally-friendly brands, there will be formed a trend that will, in turn,

change the fashion industry for good.



| do believe that sustainable fashion will get further down the
road and has a bright future to tackle social and
environmental issues.

STRONGLY AGREE AGREE

NEUTRAL DISAGREE STRONGLY
‘ DISAGREE

Figure 10

|
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Majority of the respondents believe that sustainable fashion will get further down the road and has

a bright future to tackle social and environmental issues.
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Design of the website and marketing materials

The analysis of the survey’s results gives us valuable clues on the views and actions of customer
relative to fast fashion environment. The principal of people took an active part in which they
know that green fashion is inseparable from the safeguard of the Planet. This illustrates an
increasing level of general awareness among consumers that the fashion industry is really serious
about the negative impact on the environment. While the majority of respondents realize that
ecological fashion is crucial, most of them do not have the adequate means to buy ecological
clothing. The shortage of money is an obstacle. This proves the fact that the level of conscious
consumer selectivity is probably not so important at the very moments of purchase where
sustainable fashion may still not be close enough to the majority of people.

It can be known from the comments on the survey that a crucial proportion of the respondents
choose brands that have sustainable profiles. On the other hand, they say since they have no option
than picking or settling for some particular design style, they have to compromise on style and/or
design. This proposition depicts the dichotomy between sustainable fashion and the people's
aesthetics trend, hence the necessity for sustainable designers to ameliorate their designs. People
of these surveys know what is the environmental benefits to eco-friendly fashion, like decrease in
toxins and waste emissions. This implies that indicating that people prepare from the consequences
of industrial fashion on the ecosystem. Moreover, people are ready to adopt eco-friendly practices.
Some of respondents are cautious on sustainability but before buying they do not bother to make
inquiries into efforts by the brand firms to be sustainable. This indicates that the consumer
engagement with sustainability has multiple facets and denotes a presence of uneven awareness
with brands which can be utilized by brands to improve transparency and communication with
consumers about their sustainability initiatives.

Some people are skeptical regarding the sustainability of fashion and they regard this as a passing
phase ( long-term solution). There might be a superfluous doubt about the massive fossil fuels and
the synthetic materials presence in fashion industry. This is a clarion call for the sustainability
fashion movement to face the wider issues and systemic problems beyond shoppers' favorable eye.
A factor some responders state that they experience more self-assurance and tranquility putting on
ecological and sustainable clothing. The rooting of a connection depicts that sustainable clothing
can be a part of mental conditioning and it provides individuals with a feeling of satisfaction that

they match their own values. The central point, highlighted by the polls, is the fact that the majority
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of participants show ambition about the future of sustainable fashion, reflecting belief that it may
positively alter the social and environmental courses of the realm. This demonstrates the widely
held conviction that the market responses to sustainable choices and of businesses toward
environmental sustainability are a trend that perpetuates. Basically, the data of the survey is about
the increasing awareness and attention of consumers to the sustainable fashion. But, among the
takeaways have been that affordability, design aesthetics and the idea of sustainability as being too
fashionable are still common. The sustainable fashion brands have to be forward-thinking as well,
and win the consumer’s trust by facing these challenges and keeping up with innovation
simultaneously while staying environmental and social conscious.

The findings of the data that were compiled from having the participants definitely bears out the
fact that eco-fashion is not only a short-lived fad notion but rather a big movement that will change
people’s decisions for the better in this new millennium. It shows the need to include sustainable
approach to the fashion industry, which covers it each part, such as website design and fabrics too.
People care more about the environment therefore companies are increasingly using more organic
ingredients and design models to ensure that they attract their customers and bring to the table their
environmental commitments. Similarly, the emerging data reflects on changing attitudes of
customers to fashion with people paying more attention to climate change, environmental
degradation and the social approaches adopted in production of the goods they use as well. There
is a surge of the consciousness among the customers about the sustainable fashion that stems from
the fact that people now want to establish a match between their shopping habits and the values
they hold. This situation has therefore led to a comparative shift in the fashion brands' perspective
to adopting more transparent and ethical business practices from supply to production to respond
adequately to the emerging and evolving customers' expectations. The expert's study of survey
report suggests that the ways of customer satisfaction and understanding of the needs is the key
factor to the successful fashion business. Through recognizing the demand for sustainability,
brands have the ability to align their strategies as well as meet the needs of the today’s
environmentally conscious consumers and additionally have room for growth enabling the

businesses to keep up with the changes in the market landscape.
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Conclusion

In conclusion, the blending of discoveries made by studying the "About Me" part, the opinion on
narrative in eco-clothes during green fashion, as well as the exploration of data from the
questionnaire forms, have exposed the features of the changing environment of the fashion
business paying great attention to sustainability issues. In the "About Me" section a personal story
is told which reflects my growing openness to leadership and efforts in bringing changes to
sustainability in fashion. The personal devotion to environmental preservation and decision to
participate in the makeup of an ethical and sustainable fashion world is clear cut and brings to the
table the broad trend of consumers who are searching and buying ethical and sustainable
alternatives.

This part of the discussion delves into the role of narratives in the brand communication process,
explaining how they play in value conveyance, consumer engagement and positive change. In this
regard, Patagonia are among the brands often cited as illustrating the power storytelling has in
building strong relationships with buyers, underlining their pro-environmental stands, and
triggering people into action. The data analysis from the questionnaire response show that,
consumer interest for sustainable fashion is growing and even though there are of challenges with
affordable and short trends, the consumer are still interested with buying sustainable fashion. It
draws attention to the requirements to institutions to make them clearer, innovative, and moral and
answers so as the situation of consumers change, so does their behaviours. so, long-term
sustainability can be achieved within the industry. The final conclusion is a step-by-step creation
of a comprehensive image illustrating the fact that sustainability will be one of the foundations in
fashion development in the future. Adoption of sustainable ideologies united with involving
customers in storytelling, and resolving challenges by using innovations and transparency can

serve as a pathway to a more ecological and socially concerned future.
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