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Abstract: Introduction. The relevance of the study is due to the need to select 

management tools for the formation of environmentally conscious consumption of the 

fashion industry products, which is developing dynamically and rapidly, which will 

contribute to the preservation of the resource potential of not only the country but also 

the planet as a whole. Purpose and methods. The purpose of the article is to substantiate 

the role and importance of eco-products, conscious consumption, and management in 

the context of the fashion industry’s sustainable development. The methodological basis 

of the study is an interdisciplinary approach to the consideration of the problem of managing 

the conscious consumption of eco-fashion products when its economic, environmental, 

technical, organizational, social, psychological, and physiological functions are realized 

in the relationship. Results. Perspective trends in the fashion industry development from 

the point of view of conscious rational and ecological consumption of clothing have been 

identified. The role of a socially responsible attitude to clothing production, which affects 

the ecology of the environment, is substantiated. The theoretical bases of sustainable 

development and progress of the Ukrainian fashion industry on the example of formation and 

promotion of Ukrainian designers’ fashion brands are considered. Conclusions. As a result 

of the conducted study, the main motives for creating eco-products in the fashion industry, 

as well as the main environmental concepts, are outlined. The importance of choosing 

optimal tools and management strategies aimed at greening the production of eco-products 

was determined by the fashion industry enterprises. The scientific novelty of the study 

consists in the interdisciplinary deepening of the theoretical provisions of production  



127 

Oleksandra Kulakova, Оlena Kostiuchenko, Olena Tymoshenko 
 

management and conscious consumption of the fashion industry eco-products in the 

conditions of greening the public space. 

Keywords: fashion industry, sustainable development, eco-products, conscious 

consumption, management. 

 
1. Introduction  
 

The problem formulation. In recent decades, Ukraine has had a largely 
negative image, demanding for successful identification in the world socio-
economic space the creation of its own cultural narrative and, at the same time, 
without a coherent policy in the sustainable development field. It should be noted 
that the tasks of sustainable development are the need to create a new system 
that would ensure social welfare, environmental security, economic efficiency 
from carrying out the transformations. Achieving the main tasks of sustainable 
development also requires ensuring the state's presence in the information space, 
broadcasting national initiatives and decisions, improving the state's competiti-
veness in the world and trust in it, increasing investment. The implementation 
of these tasks is carried out through soft power. 

Fashion is the principal sphere of the creative industry, one of the pro-
mising areas of economic growth and innovative development of the country 
in the national economic development context. 

The concept of “sustainable development” was first discussed at the United 
Nations Conference on Environment and Development in 1982, in a report by 
Gro Harlem Brundtland (three times Prime Minister of Norway, in 1998-2003 – 
Director of the World Health Organization), which identified three fundamental 
bases of sustainable development: environment, economy, and society. American 
scientist Jr. Nye (2008) proposed the terms “soft power” and “hard power” (р. 10). 
The very concept of “soft power” is based on influence and attractiveness, and 
the fashion industry has both of these signs: it transmits public sentiment and 
global trends, attracts attention, and arouses interest, like all creative industries. 
At the same time, sustainable fashion is the process of creating, producing, 
distributing, and consuming clothing, taking into account the preservation of 
the environment, the ethical use of human labor and animals, as well as suppor-
ting a “healthy” economy. 

Currently, there is a need to clarify the modern economic realities that 
require solving the urgent problems of environmental production and consum-
ption of the fashion industry products, its competitive positions in the market, 
and increasing the profitability of activities, as well as identifying optimal 
management strategies aimed at greening eco-products. The following main 
elements of sustainable development in the fashion industry should be noted: 
1) environmental friendliness of products and production (use of eco-fabrics, 
reduction of ecological footprint, without toxic chemical paints and compo- 
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nents, etc.); 2) ethical treatment of workers in the field of industry (equality, 
decent working conditions, and remuneration, local production, support of crafts, 
transparency, etc.), as well as animals; 3) the economy is responsible for buil-
ding a “healthy” economy (supporting the economy of the production region, 
creating conditions for high labor productivity, environmental and social ini-
tiatives leading to economic strengthening, etc.). Unfortunately, in the modern 
economic conditions of the fashion industry development in Ukraine, this is 
impossible in full, but it is effective management strategies that will contribute 
to the actualization, popularization of environmental production of eco-products, 
eco-responsibility, and conscious consumption by customers. 

State study of the problem. The topic of eco-products ecological produc-
tion, eco-responsibility, and conscious consumption of the fashion industry eco-
products is almost not considered by domestic and foreign researchers and is 
mostly presented in publications in popular fashion magazines or media. 

Various aspects of solving the problem are presented in the works of the 
following researchers: T. Solovei (2020) analyzes traditional culture and mo-
dern brands, trends in the creative industries; A. Voronkova (2019) considers 
fashion in the domestic political sphere:influences social consciousness, forms 
new patterns of behavior, constructs the appearance of the average citizen, 
promotes the spread of symbolism, and emphasizes that fashion trends push 
socialization agents to change forms activities and promote the emergence of 
new agents with new means of influencing society, thereby forming a social 
culture; N. Chuprina (2014) concludes that the vast majority of design and 
production companies, both multinational and local, are often limited to “green-
washing”, the so-called “green sheen” (р. 220), investing heavily in the deve-
lopment and implementation of eco-design elements in corporate identity of the 
company or its individual products, thereby demonstrating a more ethical attitude 
to environmental issues (unfortunately, most often such marketing techniques 
are only intended to increase sales). 

Of course, the media, which covers the activities of the fashion industry, 
increasingly publish information that H&M brand creates a conscious collection 
made of organic cotton and recycled polyester; Puma has created the biode-
gradable collection InCycle; Adidas creates sustainable products; Zara opens 
eco-efficient stores; GAP is implementing a program to improve the living 
conditions of women workers in sewing shops. Although, as a rule, such tech-
niques refer to “greenwashing” and not to the formation of fashion products 
“ethics”, as it is believed that the eco-design “sustainability” and “fast-fashion” 
consumption are incompatible. 

On the other hand, as the experience of Greenpeace and other environ-
mentally oriented organizations shows, a large number of consumers can influence 
the policies of fashion design brands of the fashion industry, whose products 
are used in everyday life (Chuprina, 2014). 
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The study of eco-concepts' formation in the field of the modern fashion 

industry is devoted to the works of such scientists as K. Halushka and 

N. Kondratenko (2020), S. Illiashenko (2012), T. Prymak (2011), O. Prokopenko 

(2006, 2008), N. Chuprina (2014), L. Claudio (2007). 

However, the analysis was carried out by scientists mainly from the 

standpoint of determining the essence of “eco-products”, market segmentation 

of environmental products by consumer groups, the assessment of the speci-

fics of consumer demand, and behavior motivation in the selected segments 

(Karpinskaya, 2011). The impact of eco-friendliness, eco-labeling as a sign of the 

main competitive advantage was also largely investigated (Skrypchuk, 2006). 

Therefore, the trends of environmental friendliness and the creation of 

ethical fashion products are increasingly being implemented in the fashion 

industry. This trend is becoming more common but is more relevant to the social 

aspects of fashion consciousness than to the development of ethical fashion 

products and sustainable development formation. 

Unresolved issues. It should be noted that the study of the factors of 

sustainable development of the fashion industry eco-products production and 

consumption, like any new trend, has its unresolved problems, remains a rele-

vant and debatable topic in various applied aspects of management. There is 

a need to develop a new line of behavior for fashion companies – a return to 

naturality, responsibility, and morality in all senses, provided that sustainability 

becomes a new standard of consumer behavior. Complicating this problem 

solution is the impossibility of using alternative energy sources in production, 

including solar and wind energy, inefficient water consumption, unjustified use 

of harmful chemicals instead of waste reduction, recycling, and proper disposal. 

In addition, the fashion industry sphere in terms of eco-production and con-

sumption almost does not receive support, which at the state level must be 

regulated by law. Active educational activities in the fashion industry in the 

context of sustainable development, namely eco-products, conscious and res-

ponsible consumption, and project management will help to solve this problem. 

There is a need for theoretical and empirical identification of effective ways 

to create conscious consumption of eco-products, environmental responsibility 

of enterprises and consumers, as well as their educational activities in the con-

text of the fashion industry sustainable development. 

 

2. Purpose and methods 
 

The purpose and research tasks. The purpose of the study is to sub-

stantiate the role and importance of eco-products, conscious consumption, and 

management in the context of the fashion industry sustainable development. 
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Research tasks: 

– to reveal the essence, significance, and possibilities of eco-products in 

the context of the fashion industry sustainable development; 

– to find out the potential possibilities of rational use of limited resources, 

features of conscious consumption and management in the fashion industry; 

– to identify tools for efficient and ecological use of resources, the environ-

mental movement of a fashion product, sustainable fashion formation, increa-

sing competitiveness, as well as educational activities of the fashion industry 

enterprises in Ukraine and the world. 

Methodology and methods. The methodological basis of the study is 

interdisciplinary, and also systemic, comprehensive, and functional approaches 

to the problem of managing conscious consumption of eco-fashion products, 

when its aesthetic, economic, environmental, technical, organizational, social, 

psychological, and physiological functions are realized in the relationship. 

To achieve the purpose and implement the research tasks, the following 

methods were used: dialectical method – when studying the general patterns of 

the eco-products market development at the stage of collecting information, 

organizing and processing data on the study of a particular fashion industry 

object in the context of sustainable development and conscious consumption; 

induction and deduction method – when forming the essence of the concepts 

of “eco-fashion”, “conscious consumption” and systematizing the functions of 

environmentally oriented production; classification method – when studying 

the major eco-trends; statistical and economic analysis methods – when asse-

ssing the willingness of consumers to pay a price premium for environmental 

products and identifying the potential opportunities for rational use of limited 

resources; synthesis and forecasting methods – to generalize ways of forming 

sustainable fashion and developing forecasts for the development of enterprises 

in the fashion industry. 

Information base. The obtained results are based on theoretical and metho-

dological developments presented in the publications of scientists on the socio-

economic and organizational direction of research of management features in 

the fashion industry, including monographs, theses, specialized periodicals, 

scientific conferences collections, historical and sociological reference, and 

information resources, the Internet resources, as well as analysis by authors 

of reports on events, changes, trends in eco-fashion. A synthesis of theoretical 

provisions sets practical dimensions of the formation of conscious and res-

ponsible consumption, production, and management in the fashion industry 

in Ukraine. 
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3. Results and discussion 
 

3.1. Ukraine's path to sustainable development  
       in the fashion industry 
 

The process of the fashion industry functioning as a complex multicom-
ponent activity aimed at disseminating fashion standards in society (strategy of 
the fashion industry functioning), as well as the creation, manufacture (produc-
tion), distribution, and consumption of fashion product as a result of this activity 
(functioning tactics). The purpose of this activity is to fully or partially meet 
consumer demand for fashion products in the context of constant fashion innovations 
and features of modern market competition in this sector of the world economy, 
fashion brands formation, and their promotion (Kostiuchenko, 2017). 

In the context of our research, under eco-products, we mean products, 
namely clothing using natural materials and innovative eco-technologies, the 
main context of which is to draw human attention to environmental and ethical 
issues of the world.  

Ukraine is the first country in Central and Eastern Europe to start reaching 
the international level in the fashion field. In 1997, Ukrainian Fashion Week 
was founded, the first week of prêt-à-porter in the region. Similar events have 
appeared, for example, in Moscow (Russia, 1999), Riga (Latvia, 2004), and 
Prague (the Czech Republic, 2010). Fashion Week is the most common type of 
event in the fashion industry, which is an opportunity to promote new brands in 
fashion houses, discover talent, demonstrate modern global and national trends, 
use the latest technologies, implement ideas of sustainable development. Ukrainian 
Fashion Week (2020) is a landmark event for Central and Eastern Europe, where 
a significant place is given to the country of origin of a particular designer or 
brand. Every season, the organizing committee of this event invites to Kyiv 
journalists, and photographers of leading world publications, representatives of 
leading showrooms, and buyers to work with designers – event participants. In 
the late 2000s, journalist D. Shapovalova initiated the creation of Kyiv Fashion 
Days. The founder of the fashion show managed to attract such a reliable stra-
tegic partner as “Mercedes-Benz” to collaborate, turning Fashion Days into 
“Mercedes-Benz Kyiv Fashion Days” (Zhelyabin, n.d.). At the initiative of 
Ukrainian Fashion Week in 2018, the International Young Designers Contest 
was held in Ukraine for the first time. Holding this event in Kyiv, confirmed 
Ukraine's leadership in the fashion industry of Central and Eastern Europe. 

In the authoritative Forbes (2018) magazine, the article “Evolution of 
Ukrainian Fashion” on the development of Ukrainian fashion concluded: “Ukraine 
has a lot to say”. According to the famous fashion journalist S. Rabimov (2017), 
the city of Kyiv is becoming a “global fashion magnet” that absorbs the cultural 
influences of East and West, causing great interest among professionals in the  
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fashion industry. It is worth emphasizing that Kyiv has really become a kind 
of fashion capital in the region. Ukrainian Fashion Week, Kyiv Fashion Days, 
Mercedes-Benz Kyiv Fashion Days were the events that regularly promoted 
Ukrainian fashion on international markets, and broadcast the world's message 
about Ukraine as a modern state in which talented and creative individuals live 
and work. Despite the difficulties in conducting such shows due to the COVID-19 
pandemic, domestic fashion stakeholders in the fashion sphere managed to 
implement several projects in 2020. In November 2020, the world-famous 
Vogue UA magazine presented the collection publication О. Chekhnii and 
D. Slobodianyk (2020) “Ukrainian Women in Vogue ua”, which tells about 
successful Ukrainian women – heads of cultural institutions and founders of 
charitable foundations, writers and publishers, businesswomen and public figu-
res, actresses and artists, musicians, and ballet dancers, sportswomen and models, 
fashion designers and photographers. All the book heroines are known not only 
in Ukraine but also abroad, worthily representing our country.  

Ukraine does not stand aside from global environmental trends. The well-
known publication, The New York Times, in 2019 invited Ukrainian designer 
K. Schnaider (Ukrinform, 2019) to take part in a round table on sustainable 
fashion development. It is known that the fashion industry harms the environment, 
in particular, carbon emissions are now an important environmental problem. 
The KSENIASCHNAIDER brand manifesto is an eco-conscious approach, in 
particular the practice of using recycled denim.  

The concept of the Ukrainian Fashion Week event, which took place from 
August 31 to September 3, 2020, in the “NO SEASON Season” format, aimed 
to promote the development of three areas: support for young designers, sus-
tainable fashion development, and international creative collaboration. As part 
of the event, the professional international event “BE SUSTAINABLE!” was 
held, the purpose of which was to increase the level of expertise in the field of 
sustainable development of Ukrainian designers and clothing manufacturers. 
“BE SUSTAINABLE!” Fashion Summit became the educational part of the 
project for the second time, and it is the largest international conference dedica-
ted to the development of sustainable fashion in Ukraine. The principal theme 
of the event was the circular economy and the digital future of sustainable 
fashion. In November 2020, the Ukrainian Fashion Week team, with the support 
of the Ukrainian Cultural Foundation, presented “Action: Sustainable Fashion”, 
a project of social advertising and education that tells about the modern values 
of the Ukrainian fashion industry. The project aims to broadcast the success 
stories of Ukrainian responsible fashion to the world and popularize them as 
future inspiration for the international community. In particular, the project 
focuses on promoting sustainable development ideas and promoting the progress 
of the Ukrainian fashion industry in this area on the example of sustainable 
development of Ukrainian designers brands. 
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Based on the analysis of the scientific literature (Agafonova, 2011; 

Chuprina, 2014; Nikolayeva, 2013), the essence of eco-fashion was revealed 

through its functional purpose in meeting the needs of consumers of its pro-

ducts. Table 1 groups the main functions of eco-fashion in the modern world. 
 

Table 1. Functions of eco-fashion in the modern world 
 

Functions Characteristic 

Aesthetic 

Satisfies aesthetic needs, reflecting the peculiarities  

of mass aesthetic taste, is a way of spreading and changing 

in society, corresponding to the transition period from 

the industrial society to post-industrial (postmodern era), 

which rejects the hierarchical system of norms and 

evaluations 

Prestigious 

High social status; imitation of fashionable eco-standards 

and eco-objects of elite social groups; endowment with 

the value of some cultural models, ie there is a pronoun-

ced trend towards sustainable fashion, while the impor-

tance and role of “fast” fashion is leveled. So the prestige 

of eco-fashion is growing 

Communicative 

A means of interaction between socially responsible 

consumers, social groups, producers of eco-products 

and society. Dressing up in eco-products, people send 

messages to each other about adherence to certain 

values and their preferences 

Socio-differential 

It provides a certain period that consumers need to choose 

a specific trend in the fashion industry; at the initial stage, 

the differentiating side always leads; helps the perception 

of particular social eco-norms and eco-values, and 

promotes the reproduction of a certain eco-system 

Psychophysiological 

The method of psychophysiological unloading, offering 

ready-made samples of the individual eco-behavior on a 

mass scale; when buying ecological clothes, consumers 

feel like socially responsible citizens of society, which 

positively affects their psycho-emotional state 

Regulatory 

Introduces new forms of eco-behavior and new cultural 

patterns into the lifeіенду, selecting one from many 

cultural models, which temporaly becomes the norm, 

making it easier for people to choose and thus helping 

them to adapt to the changing world. 

Economic 
Is a form of consumption and a form of new goods 
advertising, a regulator of consumer behavior and  

a means of expanding sales 
 

Source: own development 
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Let us highlight the essential criteria and principles of eco-products in the 

fashion industry: 

– environmental friendliness and naturalness of the material, its raw ma-

terial composition; 

– environmentally friendly technologies for the production and proces-

sing of materials; 

– careful use of natural and human resources (reducing); 

– harmless materials for consumer health; 

– safety in the use of products, equipment, scenery; no harm to health; 

– ease and safety of disposal, reuse of materials with minimal environ-

mental damage. 

Modern realities show that domestic producers do not always consider 

the environmental factor essential in ensuring product quality and competitive-

ness. Usually, the price of ecological products is higher than usual, and not all 

consumers – residents of Ukraine have the opportunity to buy such a product 

(Prokopenko & Alekseienko, 2006). Well-off, high-income sections of the popu-

lation prefer imported goods that are of better quality.  

However, the environmental friendliness of products for many companies 

is becoming a factor of competitiveness, ensuring the market success of many 

well-known brands (Meffert & Kirgeorg, 2002). 

Consequently, in the midst of a crisis, fashion is taking the form of stable 

development and, abandoning irrational consumption, opens new horizons and 

opportunities. Environmental friendliness as the dominant of the digital trans-

formations society is becoming a fundamental function of the fashion of the 

future. The new format of sustainable fashion contributes to the formation of a 

mass ecological consciousness, which is characterized by frugality and ratio-

nality to nature, to the resources of the planet, to itself. 

 
3.2. Problems of conscious consumption formation 
 

Eco-products in the fashion industry are fashionable quality products 

made from raw materials that are natural and leave a minimal environmental 

footprint, have a long life cycle, and a positive social purpose. An inspiring pic-

ture of a world free of plastic pollution, child labor, and exotic animals killing 

is the “new norm” that the whole world aspires to. However, if you dive a little 

deeper, the propaganda of sustainability (from the English – “sustainable con-

sumption”) causes many insiders sincere irritation. 

The world is divided into eco-activists, who call on fashion houses to 

switch to eco-production, characterize the basic concept of their work as “uni-

versality, sustainability, uniqueness”, and pessimists who deal with industries and 

brand representations, and therefore believe that the future ethical fashion is not  
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defined. According to the latter, sustainability and environmental friendliness 

have become a new way for fashion brands to communicate with consumers – 

and often an image necessity, a convenient marketing tool.  

According to Mary Claire Dave, Head of Sustainable Development at 

Kering, the company's new standards are in line with a “holistic approach” to 

ethical fashion. In one of the interviews, she said: “We hope that our standards 

will be widely applied to the entire production chain, from nutrition to maintai-

ning the natural habitat of animals. All to ultimately improve society's attitude 

towards nature” (Vogue, 2018). 

The Nosto online sales platform report shows that while 52% of American 

and British users talk about the importance of ethical fashion, only 29% are 

willing to buy eco-friendly clothing. The difference in needs and their implemen-

tation is noticeable in the report of the company Oeko-Tex, which deals with 

the certification of eco-production. According to it, 69% of the millions vote 

for sustainable fashion, and only 37% buy it. Unfortunately, ethical brands 

have more watchdogs and potential critics than buyers. Based on research by 

Prokopenko (2008), Illiashenko (2017), we compared the indicators of consu-

mer readiness (demand) due to the willingness of consumers to pay a price 

premium for ecological fashion products, including clothing, compared to other 

categories of eco-goods (Figure 2). 
 

 

Figure 2. Histogram of the distribution of consumers (%)  

by their willingness to pay a price premium for environmental goods 
Source: developed on the basis of (Illiashenko, 2017; Prokopenko, 2008) 
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The data in Figure 2 show that the share of respondents who are unambi-

guously willing to pay a price premium for organic food (for all social categories) 

is much higher than the sum of the shares of those who chose other answers. 

That is, there is a certain correspondence between the interests of all social cate-

gories consumers. For other product groups, there is a difference in the attitude 

of different consumers' categories to the parameters of environmental friendliness. 

However, a significant part of consumers is in a high state of consumer rea-

diness and is ready to buy ecological goods even at a higher price. Analyzing 

the potential of the domestic economy to create, introduce into production and 

consumption of ecological products is practically not realized, the volume of 

the domestic market of ecological goods and services is about 25-30 billion 

UAH with growth prospects to 100 billion UAH and more (Prokopenko, 2008). 

However, given the competitive advantages, the production and sale of eco-

logical products on the market will be one of the most promising areas of the 

Ukrainian economy. The state of consumer readiness for ecological goods in 

ascending order is as follows: 

– understanding of today’s environmental problems and the need to 

solve them; 

– formation of consumers’ environmental needs and possession of the 

information on the goods satisfying them; 

– readiness to buy ecological goods, even at a higher price than usual; 

– purchase of ecological goods. 

Based on S. Illiashenko's (2012) research, it becomes clear that manufac-

turers tend to use information in their favor. Manufacturers of Fastcompany.com 

give optimistic indicators: 75% of buyers in five countries (America, Great 

Britain, China, France, and Brazil) called “sustainability” a crucial factor for 

fashion manufacturers. The information that active consumers – relative mil-

lennials, about whom publications like to write – are changing the rules of the 

game in the market, seems to be untrue. The same company Deloitte analyzed 

more than 200 billion transactions on US credit cards and concluded that des-

pite a serious change in the agenda, over the past 30 years, wasteful consumer 

habits of US residents have not changed. Except that buyers spend not 5% of 

their income on clothes, as in 1987 (according to the US Bureau of Labor Sta-

tistics), but 2% – and that is because clothes in the mass market segment have 

become even cheaper.  

Thanks to social networks and the promotion of conscious consumption, 

citizens can learn that sustainable fashion is an attempt to find an alternative 

to the historically established fashion industry. This is not only about incom-

prehensible biodegradable materials from the distant future or recycling of old 

clothes, but also about a humane attitude towards employees, high salaries, a 

healthy atmosphere in offices, and support for local industries (which, in turn,  
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reduce the need for transportation, and therefore indirectly reduce the number 

of harmful emissions into the atmosphere). 

Like any artificially implemented but necessary for a healthy future 

ideology, sustainability in the fashion industry is likely to cause resistance, 

mistrust, and irritation. Although fashion ethics is developing slowly, there is 

every reason to consider it a global phenomenon. 

 
3.3. Key tools for managing the realization of eco-product 
 

The management of the fashion industry, taking into account the iden-

tified areas of the negative impact of the fashion industry on nature and the 

environment, as well as the practical activities of its leaders, offers a significant 

number of ways to increase the environmental responsibility of enterprises and 

consumers in the fashion industry. Transformation of production technologies 

requires time, significant financial, and other resources. In the short term, one 

of the ways to increase the environmental responsibility of fashion industry 

enterprises may be direct funding of third-party environmental initiatives, inclu-

ding those aimed at preserving forests. Along with changes in production tech-

nologies, materials, and the financing of third-party environmental initiatives, 

fashion companies have the opportunity to exercise environmental responsibility 

through environmental education of consumers and employees. 

Educational work includes raising awareness of the importance of the 

environment through text materials, videos in shops, offices, the Internet, fashion 

shows, and engaging consumers and employees in environmental programs, 

such as collecting old clothes or renting fashion items. Consumer attitudes 

towards environmental issues directly affect the environmental responsibility 

of the fashion industry as a whole. The presence or absence of demand for 

products made of natural fur and leather or produced by non-environmental 

technology, as a result, determine their presence or absence on the market. Of 

particular importance in the framework of educational work is the explanation 

of the “fast fashion” phenomenon to consumers, the existence of which many 

consumers are not even aware of. 

As part of increasing environmental responsibility, fashion industry 

companies cooperate with non-profit environmental organizations (Greenpeace, 

World Wild Life Fund, etc.), state and international organizations (United Nations, 

etc.), as well as among themselves. In 2018, the “Fashion Industry Charter for 

Climate Action” (United Nationals Climate Change, 2021) was signed, the main 

task of which was to reduce greenhouse gas emissions. In 2019, industry lea-

ders signed the Fashion Pact (2020), which focuses on three areas: combating 

climate change, supporting biodiversity, and protecting the world's oceans. 

Environmental commitments’ public acceptance, experience exchange, and, in  
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general, joint efforts are necessary to increase the environmental responsibility 

of enterprises in the fashion industry. 

Non-financial reporting is another tool for managing environmental respon-

sibility that indirectly contributes to its enhancement. Fashion industry companies 

disclose their results in the environmental field, including in annual reports and 

sustainable development reports. On the one hand, they inform stakeholders 

about their environmental initiatives. On the other hand, reporting is a mana-

gement tool that allows you to assess the results achieved, their compliance with 

plans, identify problematic aspects and reserves to increase environmental res-

ponsibility (Solovieva et al., 2018). Disclosure of environmental information 

is provided by non-financial reporting standards, including the world's most 

common Global Reporting Initiative Standards. 

It should be noted that the above tools for increasing environmental 

responsibility cannot be considered universal for all the fashion industry enter-

prises. It is necessary to create conditions that will support the transition to more 

environmentally friendly activities. The development of the company's strategy 

and planning depends on many factors, including its market position, develop-

ment dynamics, and others (Tyunik & Nikishin, 2015).  

The choice of specific tools to increase environmental responsibility is 

carried out by each company in the fashion industry independently, taking into 

account the peculiarities of its activities, including financial opportunities. 

 

4. Conclusions 
 

As a result of the analysis and systematization of theoretical and methodo-

logical developments in the socio-economic and organizational direction in the 

field of socio-cultural management in the fashion industry, it was clarified: 

1. The range of opportunities, searches, experiments, tools, and means, 

approaches to the introduction of eco-products is practically inexhaustible. In 

the context of the fashion industry sustainable development, moral attitudes and 

ethical principles are visually transmitted not only through the manifestations 

of fashion in images, symbols, things, behavior, but also in production and 

fashion business, the preservation of the biological environment, spiritual, cultural 

identity, which together forms the environmental friendliness of culture – the 

heritage of mankind. 

2. Eco-products in the fashion industry are an element of the fashion 

market that is able to carry out large-scale transformations in organic production, 

based on economic and social benefits for both the producer and the consumer, 

as well as form a conscious consumption of fashion products and a socially 

responsible attitude to the production and the environment. 
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3. At present, consumers of fashion products, manufacturers, and designers 
in many countries of the world are concerned about the problem of environ-
mental pollution and the recycling of industrial waste. The problem is acute 
social, so eco-sustainable clothing brands are currently being created in various 
countries, such as Norway, Sweden, Germany, including Ukraine, in which the 
production of clothes from secondary raw materials, partially or biomaterial is 
completely decomposed. Such new trends in fashion as eco-friendly fashion / 
sustainable fashion, which did not exist before, are relevant and profitable,  
moreover, meet the demands not only of modern society but also the world 
ecology and the economy as a whole; and the educational activities of major 
global brands have significantly accelerated the popularization of this trend. 

4. The best environmentally friendly brands are rapidly gaining a strong 
reputation for their commitment to and care for the environment, as well as 
their ability to inspire more sustainable practices in their field, including the 
introduction of environmental management, environmental certification, and 
environmental labeling systems following the requirements of the international 
ISO series of standards. In the end, in addition to contributing to environmental 
recovery, the environmentally friendly strategy gives strength to enterprises 
and companies, businesses in the fashion industry, necessary for growth and 
prosperity in the new market. 

The scientific novelty. The scientific novelty of the study consists in the 
interdisciplinary deepening of the theoretical provisions of production mana-
gement and conscious consumption of modern eco-products of the fashion 
industry in the conditions of greening the public space. 

The significance of the study. The significance of this study results lies 
in the possibility of their use in practice by domestic and world brands in the 
process of forming the most promising trends in the development and promo-
tion of the fashion industry by means of strategic management in Ukraine. 
The study results can also be used in the teaching of educational disciplines 
related to management, ecology, and various aspects of the fashion industry 
development. 

Prospects for further research. Of course, this topic still has enough 
directions for further research, both theoretical and especially applied. Among 
them are the analysis of Ukrainian designers brands, the development of methods 
for assessing efficiency, namely the introduction of environmentally conscious 
consumption in the fashion industry, the popularization of the conscious con-
sumption philosophy. 
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