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A B S T R A C T   

The fashion industry is a significant driver of cultural, societal, and economic growth worldwide, but its tradi-
tional linear approach has led to negative environmental and social impacts. This study addresses the need to 
transition towards sustainable and circular practices by exploring the relationship between management stra-
tegies and behaviours across the fashion value chain. Through 10 semi-structured interviews with top industry 
decision-makers, thematic analysis revealed eight core themes, including collaborations, marketing strategies, 
product-related characteristics, education and awareness, business models, integration of technology, regulations 
and legislation, and strategic planning. The study provides targeted recommendations for stakeholders to pro-
mote a more sustainable and circular behaviour in the fashion industry. For instance, it emphasises strategic 
partnerships with suppliers, waste management companies, and consumers to minimise waste and promote 
circularity across the value chain. It urges the adoption of sustainable materials and eco-friendly designs for 
environmentally conscious consumers and encourages visual storytelling for transparency. Additionally, the 
study highlights the need for circular business models, recommending on-demand and made-to-measure 
manufacturing to align production with demand and reduce overproduction. Offering end-of-life strategies 
such as take-back programs, recycling initiatives, and repair services extends product lifecycles and creates 
sustainable value. Integrating advanced technologies such as digital IDs improves supply chain transparency and 
accountability. These actionable recommendations guided the development of a comprehensive framework for 
the practical application of sustainable and circular practices across the value chain, offering industry practi-
tioners, researchers and policymakers effective strategies for driving impactful change within the fashion 
industry.   

1. Introduction 

The fashion industry has evolved into a dynamic force that shapes 
cultures and societies and drives economic growth worldwide. It helps in 
generating substantial revenue and providing employment opportu-
nities across the globe. In 2017, the fashion industry provided jobs for a 
significant segment of the global workforce, surpassing 300 million in-
dividuals (Ellen MacArthur Foundation, 2017), and its growth has 
remained steady ever since. Based on the latest available data, the global 
apparel market was anticipated to reach $1.7 trillion by the end of 2023, 
reflecting an approximately 11.50 % increase from the previous year, 
consistent with annual growth trends (Smith, 2023). Consequently, the 
fashion industry's contribution to the global Gross Domestic Product 

(GDP) exceeds 2 % (Papamichael et al., 2023b), amounting to nearly 
$3000 billion (Papamichael et al., 2023a). 

The fashion industry, characterised by its predominantly linear 
approach, has been associated with numerous negative environmental 
and social impacts. This linear model, driven by the “take-make-dispose” 
paradigm, prioritises mass production and consumption, leading to 
excessive consumption of finite resources, pollution, and excessive 
waste generation (Ki et al., 2021). According to Niinimäki et al. (2020), 
the industry is accountable for 8–10 % of the world's carbon emissions, 
equating to 4 to 5 billion tonnes per year. Additionally, the industry's 
dyeing and finishing processes alone contribute to approximately 20 % 
of global water waste, totalling around 190,000 t annually. The industry 
also generates 92 million tonnes of waste annually. Furthermore, the 
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industry's reliance on fast fashion, characterised by its rapid production 
cycles and inexpensive, disposable garments, has led to numerous 
negative consequences (Abdelmeguid et al., 2023). Firstly, its emphasis 
on quick turnover encourages overconsumption and a throwaway cul-
ture among consumers (Musova et al., 2021), contributing to massive 
amounts of textile waste, of which the majority ends up in landfills or 
incinerated (Camacho-Otero et al., 2019). Every year, the fashion in-
dustry loses over $550 billion in value because of the underutilisation of 
clothing and insufficient recycling practices (Ellen MacArthur Founda-
tion, 2017). Additionally, fast fashion often leads to the pursuit of cheap 
materials, and exploitative labour practices and violates human rights 
along the value chain, with workers in developing countries subjected to 
poor working conditions, low wages, and long hours (Bose, 2024). 
Moreover, the constant demand for new trends results in unsustainable 
resource and energy consumption, further worsening climate change 
and environmental impact (Moran et al., 2021). These negative impacts 
underscore the urgent need for more sustainable and circular practices 
within the industry to reduce its environmental and social footprint. 

The urgency for sustainable and circular practices within the fashion 
industry has become increasingly evident in light of its significant 
environmental and social impacts. With the rising concerns over 
resource depletion, pollution, and unethical labour practices, there is a 
growing consensus that transformative changes are urgently needed. 
According to Henninger et al. (2016), sustainable practices entail min-
imising environmental harm throughout the entire lifecycle of fashion 
products, from sourcing raw materials to manufacturing, distribution, 
and disposal. Additionally, they involve addressing social considerations 
to ensure fair wages, labour rights, and safe working conditions (Abbate 
et al., 2024). Circular practices, on the other hand, advocate for closing 
the loop by designing products with longevity in mind, promoting 
reducing, reusing, and recycling waste (Morseletto, 2020; Niinimäki, 
2017). Embracing these approaches not only addresses pressing envi-
ronmental and social challenges but also aligns with global sustain-
ability frameworks such as the United Nations' Sustainable Development 
Goals (SDGs), particularly SDG12 (Responsible Consumption and Pro-
duction) (Abdelmeguid et al., 2022; Gabriel and Luque, 2020). These 
goals provide a roadmap for achieving a more sustainable future. Thus, 
the shift towards sustainability and circularity is not merely a trend but a 
fundamental imperative for the future viability of the fashion industry, 
necessitating collaborative efforts from all stakeholders across the sup-
ply chain (Charnley et al., 2024). 

The fashion industry incorporates a diverse range of players, such as 
designers, manufacturers, retailers, consumers, and policymakers, each 
contributing to its ecosystem (Vehmas et al., 2018). Each stakeholder 
plays a unique role in shaping the industry's landscape. Designers exhibit 
creativity with their innovative and adaptable designs, while manufac-
turers bring these creations to life through skilled craftsmanship and 
technologies (Lee et al., 2018). Retailers serve as the bridge between 
producers and consumers, curating and disseminating fashion trends to 
a wide audience (Burnes and Towers, 2016). They are responsible for 
showcasing and selling garments, providing consumers with access to 
the latest styles and trends. Meanwhile, consumers have a significant 
influence, driving demand and shaping market preferences through 
their behaviour and purchasing decisions (Karadayi-Usta, 2023). Addi-
tionally, policymakers play a regulatory role, passing policies and reg-
ulations to ensure industry standards and compliance with health and 
safety laws and ethical considerations within the fashion industry 
(Karadayi-Usta, 2023). Together, these diverse players form a dynamic 
ecosystem that drives the continuous evolution and creativity within the 
fashion industry, while also engaging in sustainability and circularity 
efforts to address its environmental and social impacts. 

Given the growing interest and urgency surrounding circular econ-
omy, various studies have conducted research on different aspects of 
sustainability and circularity within the fashion industry. For instance, a 
number of existing research has identified drivers and challenges asso-
ciated with circular fashion adoption (Abdelmeguid et al., 2022; Hina 

et al., 2022; Ostermann et al., 2021). Moreover, Sandberg (2023) 
examined the orchestration capabilities of a leading Swedish company 
in circular textile supply chains, while Jia et al. (2020) conducted a 
literature review to identify sustainable performance drivers, barriers, 
indicators, and practices. Piller (2023) provided examples of circular 
innovation in small and medium-sized enterprises (SMEs) in Australia. 
The study mapped out circular practices of three SMEs and provides a 
model for circularity in the Australian context grounded in principles of 
product stewardship and circularity, that can be used as a visual tool in 
education and understanding. Moreover, Saccani et al. (2023) proposed 
a circular supply chain orchestration approach to understand responses 
to circular economy adoption barriers in textile and fashion supply 
chains. Furthermore, Abbate et al. (2023) investigated how fashion 
companies are redesigning their value chains to meet sustainability, 
focusing on upstream and downstream circular business model in-
novations in the slow fashion sector, while Abbate et al. (2024) reviewed 
sustainability trends in the fashion industry over the last 20 years, using 
both systematic literature review and bibliometric analysis. This litera-
ture review identified three main research areas including consumer 
behaviour towards sustainable clothing, initiatives promoting circular 
economy practices, and challenges related to sustainability across the 
supply chain. Moreover, a number of recent studies focus on specific 
circular business approaches within the fashion context such as the 
application of product-service system (Muylaert et al., 2024), leasing the 
clothing items (Barletta et al., 2024; Lang and Zhang, 2024), and the 
reuse of clothing (Hellström and Olsson, 2024). Additionally, Papa-
michael et al. (2024), explored material and energy recovery options in 
the fashion industry and proposed a framework for transitioning to-
wards a circular economy in the context of material and energy 
recovery. 

However, despite the increasing attention to circular economy, the 
fashion industry is still far from achieving the full implementation of 
circular economy practices (García-Quevedo et al., 2020). There is still a 
significant gap in linking theoretical frameworks with practical imple-
mentation strategies (Piller, 2023). Additionally, the management of 
circular supply chains is still an under-researched topic (Hazen et al., 
2020; Sandberg, 2023). Furthermore, Abbate et al. (2024) underlines 
that existing literature does not adequately assess research advance-
ments and trends on this topic to cater to the needs of various stake-
holders within the fashion industry. Therefore, there remains very 
limited existing research in understanding the linkages between man-
agement strategies and behaviour across the value chain in the imple-
mentation efforts of sustainability and circularity practices. 

The aim of this study is to bridge these gaps by providing compre-
hensive insights into the management practices and strategies that in-
fluence behaviours related to sustainability and circularity along the 
fashion value chain, as well as by offering practical guidance for in-
dustry stakeholders for promoting sustainability and circularity behav-
iour across all stages of the fashion value chain. This mainly aligns with 
the objectives of SDG12 to ensure sustainable consumption and pro-
duction patterns across the fashion value chain. Additionally, this 
research underlines the need for ongoing updates in the management of 
circular value chains, as managerial insights and practical implications 
evolve over time. Therefore, this study not only provides a new direction 
for research but also advocates for continuous exploration, improve-
ment, and advancement of circularity management strategies within the 
fashion industry. To achieve these objectives, this study conducted in-
terviews with top management and decision-makers across various 
stages of the fashion value chain in order to address the following two 
research questions:  

1. What are the key management practices and strategies that promote 
behaviours related to sustainability and circularity along the fashion 
value chain? 
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2. What are the practical implications of these findings for industry 
stakeholders in promoting sustainability and circularity behaviour? 

This paper is organised into 5 sections. Firstly, the introduction 
provides an overview of the topic and outlines the research aim. Sec-
ondly, the literature review explores existing research and theoretical 
frameworks related to sustainability, circularity, and management 
strategies within the fashion industry. Thirdly, the methodology section 
outlines the research approach, data collection methods, and analytical 
techniques employed in this study, including details on the interviews 
conducted with top management and decision-makers across the fashion 
value chain. Fourthly, the findings and discussion section presents the 
findings of the interviews and explores the key themes in the findings. It 
also introduces the framework developed to demonstrate the practical 
implications, derived from these insights, in promoting sustainability 
and circularity along the fashion value chain. Finally, the conclusion 
synthesises the main findings of the study, highlights its contributions to 
the field, illustrates the limitations of the study, and offers recommen-
dations for future research. 

2. Literature review 

Sustainability and circularity have emerged as critical concepts 
within the fashion industry, driven by increasing awareness of envi-
ronmental and social impacts (Liu et al., 2023). Central to this trans-
formation are the business models adopted by industry players, which 
have considerable influence in shaping sustainable and circular prac-
tices (Konietzko et al., 2020). Circular business models integrate the 
principles of circular economy as guidelines for designing business 
models to create a closed-loop system and extend the end-of-life of the 
products by reducing, reusing, and recovering resources to keep them in 
use for as long as possible (Henry et al., 2020). 

According to Dissanayake and Weerasinghe (2021), there are four 
key strategies for circular fashion business models: (1) resource effi-
ciency, (2) circular design, (3) product life extension, and (4) end-of-life 
circularity. Firstly, resource efficiency involves using renewable and 
sustainable raw materials, adopting responsible manufacturing pro-
cesses, waste minimisation, and reducing water and energy consump-
tion (Dissanayake and Weerasinghe, 2021). However, there are various 
factors that determine the sustainability of the fashion product such as 
the type of fibre (Manshoven et al., 2022), and chemicals used for the 
dyeing and finishing of the textile production (Dainelli et al., 2024; 
Kumar et al., 2022). Secondly, circular design plays a vital role in 
achieving circularity in fashion, as the design stage determines over 80 
% of the fashion product's environmental impact (Dan et al., 2023). The 
circular design enables the prolonging of clothing and fashion products 
lifespan, as well as defines their durability, reparability and recyclability 
impact all subsequent stages of the lifecycle of garments (Saccani et al., 
2023). Thirdly, product life extension emphasises finding ways to pro-
long the garment's usability and reusability (Gomes et al., 2022). Finally, 
end-of-life circularity aims to close the resource loop by diverting 
clothing from landfills, transforming them from waste into valuable 
resources for other production processes by integrating end-of-life so-
lutions into the value chain to facilitate reuse or recycling (Degenstein 
et al., 2023). Thus, initiating a continuous cycle of resource utilisation. 

There are various management strategies and business initiatives for 
circular fashion models. For example, take-back programs are offered by 
businesses or brands to encourage consumers to return used products to 
be resold as second-hand items or be recycled or refurbished, creating 
value for fashion brands (Kant Hvass and Pedersen, 2019). Additionally, 
product-as-a-service involves offering a product in which the provider 
retains ownership, such as rental services, while consumers pay for its 
usage (Centobelli et al., 2022; Khitous et al., 2022). This model is 
associated with benefits like reduced environmental impact, increased 
competitiveness, and enhanced user value (Monticelli and Costamagna, 
2023). Moreover, digitalisation allows the development of other circular 

fashion business models such as the sharing platforms that facilitate the 
exchange and purchase of second-hand clothing items (Henry et al., 
2020; Szász et al., 2021). The sharing platforms encourage the collab-
orative consumption of fashion products and the frequent reuse of 
fashion products in the short term, thereby helping reduce resource 
consumption and promote slow fashion (Pal and Gander, 2018). Fashion 
rental and subscription services also allow consumers to access fashion 
products temporarily, reducing the need for constant new purchases. 
Moreover, technological advancements facilitate appropriate end-of-life 
handling or establish transparency regarding resource availability and 
sourcing and the manufacturing processes, hence promoting a high level 
of transparency in external marketing and business communications 
with consumers and other stakeholders across the value chain (Claxton 
and Kent, 2020; Henninger et al., 2019; Shrivastava et al., 2021). 
Furthermore, some brands and designers upcycle fashion products, 
converting old or discarded textile waste and clothing into new and 
better-quality fashion pieces with higher environmental value (Park and 
Lin, 2020). 

Regulatory frameworks and industry standards play a crucial role in 
driving sustainability and circularity efforts, providing guidelines and 
incentives for businesses to adopt responsible practices (Mizrachi and 
Tal, 2022). As a result of the challenges arising from implementing 
sustainable strategies and circular economy practices have urged the EU 
to release various strategies and action plans (Papamichael et al., 
2023b). For instance, to meet The Circular Economy Action Plan, the EU 
has set targets to achieve radical resource efficiency and establish cir-
cular material flow such as the Extended Producer Responsibility (ERP) 
scheme for textiles (i.e., companies are required to pay fees covering the 
expenses related to managing the end-of-life of their products) to 
enhance the utilisation and recycling of textile waste, since textile waste 
is recognised as a crucial waste component in the value chain, presenting 
growing possibilities for circular fashion practices (D'Adamo et al., 
2022; Papamichael et al., 2022). Moreover, as part of the Circular 
Economy Action Plan, the European Commission introduced a strategy 
for Sustainable and Circular Textiles in March 2022, which calls for the 
implementation of eco-design standards, promoting truly sustainable 
textiles, halting the destruction of unsold or returned fashion products, 
introducing digital product passports, as well as addressing microplastic 
pollution resulting from synthetic fibres used in the fashion industry 
(European Commission, 2022). However, for circular fashion to be 
effectively implemented, it is crucial to ensure the coordination of 
strategies and practices across the value chain (Wiegand and Wynn, 
2023). 

Therefore, existing literature underscores the significance of inte-
grating sustainability and circularity principles into fashion industry 
management strategies. 

3. Methodology 

This research aims to gain comprehensive insights into management 
practices and action strategies promoting behaviours along the fashion 
value chain. The research philosophy adopted in this research is inter-
pretivism, hence utilising in-depth semi-structured qualitative in-
terviews with top-level management and decision-makers in the fashion 
industry to explore the perspectives, motivations, and interpretations of 
management practices related to circular and sustainable behaviour. 
Hence, emphasising the subjective nature of human experiences and the 
importance of understanding social phenomena from the perspective of 
the individuals involved (Bell et al., 2019). Additionally, the study ac-
knowledges the existing gap in understanding the linkages between 
management strategies and behaviours across the value chain in the 
implementation of sustainability and circularity practices. This study 
seeks to address this gap, embracing an inductive approach that allows 
inductive approach, allowing the exploration of the topic and the gen-
eration of themes, theories, and patterns from the data collected through 
the length of the theory highlighted in existing literature (Saunders 
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et al., 2019). 

3.1. Data collection 

A pilot test was conducted to refine the interview protocol. Feedback 
from the pilot test was instrumental in streamlining the questions, 
ensuring clarity, and optimising the effectiveness of the interview pro-
cess (Clark et al., 2021). Purposive sampling, a non-random technique, 
was employed to select participants for the interviews strategically 
based on specific characteristics or criteria relevant to the research ob-
jectives (Bryman, 2012). In this case, participants were selected based 
on their role as top-level management and decision-makers within the 
fashion industry actively involved in circular economy and sustain-
ability practices. This targeted selection ensures that the data is drawn 
from individuals with deep industry knowledge and expertise, thereby 
enhancing the quality and credibility of the insights gathered. Further-
more, a deliberate effort was made to include participants from both 
developed and developing countries, offering diverse perspectives and 
holistic understanding of the fashion industry's management strategies 
promoting circular behaviour along the value chain. Thus, invitations 
were sent out to 35 potential participants who met the criteria. Although 
some existing literature suggests that data saturation typically occurs 
after 20 to 30 interviews (Bryman, 2012; Clark et al., 2021), a systematic 
review of studies examining sample sizes for saturation in qualitative 
research has found that data saturation can often be achieved after 9 to 
17 interviews (Hennink and Kaiser, 2022). In this study, data saturation 
was reached after conducting 10 interviews, as no new themes were 
emerging from the interviews (Foster and Brindley, 2018). Among the 
interviewees, six were located in developed countries and four were 
located in developing countries (Table 1). 

The interviews were conducted virtually through Teams or Zoom, 
based on the participants' references. Considering ethical consider-
ations, verbal consent was obtained from each participant, emphasising 
the voluntary nature of their involvement and the option to withdraw 
their data during the interview and for a period of up to one week from 
the interview date. Additionally, the recording of interviews was done 
with explicit consent. Four of the interviewees chose not to have their 
interviews recorded. For those who agreed to record, their recordings 
were anonymised to ensure confidentiality and protect the identity of 
the participants. The semi-structured interviews consisted of 11 open- 
ended questions, provided in the supplementary information (S1), 
designed to explore various aspects of management practices and stra-
tegies related to circular and sustainable behaviour along the value 
chain of the fashion industry. However, flexibility was maintained 
allowing for the exploration of unanticipated emerging themes and 
adaptation to the diverse nature of participants' experiences and per-
spectives. Each interview lasted approximately 1 h. Moreover, 

transcription of the recorded interviews was conducted automatically 
via Zoom and Teams for time efficiency and to maintain accuracy and 
consistency. 

3.2. Data analysis 

In adherence to an inductive research approach, thematic analysis 
was chosen as the method for data analysis. The thematic analysis in-
volves a systematic and flexible process of coding and identifying pat-
terns within qualitative data, allowing themes to emerge from the 
participant's responses (Braun and Clarke, 2022). It is systematic as it 
offers a structured and orderly way of data analysis to provide 
comprehensive descriptions, explanations, and theoretical insights. 
Following data collection, the thematic analysis process involved six 
distinct steps adapted from Saunders et al. (2023) (Fig. 1). First, the data 
familiarisation step allows for a deep understanding of interview tran-
scripts and observations, and to develop summaries and notes. Subse-
quently, data coding involved systematically labelling segments of data 
with descriptive codes and a summary of the meanings of codes. Next, 
drawing on the principles of thematic analysis, initial themes emerged as 
patterns, repetitions, connections, metaphors, and analogies, as well as 
similarities and differences within the coded data (Bryman, 2012). 
These themes were then developed and reviewed for coherence and 
relevance. Through iterative refinement, themes are clarified, defined, 
and named to accurately represent the underlying data. Thus, these steps 
facilitated the interpretation of topics related to management strategies 
and initiatives within the fashion industry. Finally, the findings and 
insights are synthesised during the writing-up phase, completing the 
thematic analysis process. 

By employing these methods and approaches, the study enhances the 
robustness and validity of the data obtained, offering valuable contri-
butions to the understanding of circular practices in the fashion 
industry. 

The methodology used in this study has certain limitations that 
should be considered when interpreting the results. Firstly, while pur-
posive sampling ensures the inclusion of relevant participants, the 
sample size and diversity may be limited, potentially restricting the 
generalisability of the findings (Bell et al., 2019; Bryman, 2012). It may 
also introduce selection bias, limiting the diversity of perspectives rep-
resented in the sample. Secondly, the reliance on qualitative interviews 
means the data may be subject to participant bias and the influence of 
their personal experiences, which can introduce subjectivity (Saunders 
et al., 2019). Finally, the thematic analysis process can be influenced by 
the researcher's own perspectives, potentially introducing bias in iden-
tifying and interpreting themes (Saunders et al., 2023). 

4. Findings and discussion 

This section presents valuable insights from the qualitative analysis 
of the semi-structured interviews with key stakeholders across different 

Table 1 
Participants' profiles.  

Coded 
Name 

Job title Geographical 
Location 

P1 Founder of a circular economy consultancy 
company 

Developed 

P2 Founder of a third-generation sportswear 
producer. 

Developed 

P3 Founder of a circular fashion brand. Developed 
P4 Founder of a sustainable and ethical clothing 

brand. 
Developed 

P5 Head of operations for clothing & home textiles 
design and manufacturing company. 

Developed 

P6 CEO and co-founder of a luxury Circular fashion 
brand. 

Developed 

P7 Co-founder of a clothing manufacturer Developing 
P8 CSR Director of a textile manufacturer Developing 
P9 Manager of a textile recycling company Developing 
P10 Founder and CEO of a textile recycling company Developing  Fig. 1. Six steps of thematic analysis adapted from Saunders et al. (2023).  
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stages of the fashion value chain. The primary objective is to unveil the 
management practices and strategic initiatives that influence behav-
iours related to sustainability and circularity throughout the fashion 
value chain. The main objective of this chapter unfolds in two parts. 
Firstly, it aims to explain the thematic findings obtained from the 
qualitative analysis, thereby emphasising the diverse range of manage-
ment practices. Secondly, it seeks to demonstrate the practical impli-
cations of these findings for management and to illustrate the framework 
developed to promote circular behaviour along the fashion value chain. 

4.1. Themes development 

The analysis began by categorising the full interview transcriptions 
according to specific questions and topics. From these categories, codes 

were derived, focusing on important phrases or keywords in the data. 
These codes were then organised, highlighting the core context of each. 
Following the steps of the thematic analysis process and through 
inductive reasoning, eight themes emerged including collaborations, 
marketing strategies, product-related characteristics, education and 
awareness, business models, integration of technology, regulations and 
legislation, and finally, strategic planning (Table 2). 

4.1.1. Theme 1: collaborations 
Collaboration emerged as a prominent theme in the interviews, 

aligning with existing literature that emphasises the significance of 
partnerships and cooperative efforts in promoting sustainability and 
circularity practices (Abdelmeguid et al., 2022; Del Giudice et al., 2020; 
Riva et al., 2021). Such collaborations can drive sustainable value 

Table 2 
Codes and themes. 

Codes Themes 
Collaborations

Partnerships

Communication 

Feedback

Transparency

Philanthropy

Trust/Authenticity

Collaborations

Showcasing 

Storytelling

Marketing

Messaging

Transparency

Engagement

Emotional responsibility

Marketing Strategies

Word-of-Mouth

Materials/fabrics

Quality

Design

Uniqueness

Price

Product-related 

characteristics

Awareness

Knowledge and information

Availability of information

Education

Education and 

Awareness

Closed Loop 

Circular practices

Rewards and incentives

Accessibility/Simplicity

Business Models

Innovation

Technology

Physical or digital product development

Integration of 

Technology

Governments

Regulations

Policies

Labour

Reporting

Certifications

Regulations and 

legislation

Research

Long-term Goals

Culture

Target population

Performance measures

Environmental metrics

Strategic Planning

A. Abdelmeguid et al.                                                                                                                                                                                                                          



Sustainable Production and Consumption 48 (2024) 143–156

148

creation by fostering efficiency, innovation, and shared goals among 
companies, suppliers, and other stakeholders (Hansen and Schmitt, 
2021; Trevisan et al., 2022). 

The interviewees highlighted the importance of collaboration, 
emphasising the need for seamless integration of the entire process of 
bringing a product or service from an idea to their final execution. In line 
with Wang and Juo's (2021) work on the role of collaboration across the 
value chain in driving efficiency and value creation. Participants high-
lighted the importance of establishing strong and collaborative re-
lationships with suppliers as foundational to the value chain. For 
example, one participant highlighted the benefits of partnering with a 
company that produces disassembly-ready threads. This example offers 
collaborative and innovative ideas for production and design processes 
for sustainable value creation in fashion: 

“We're collaborating with a company that makes a thread that's meant for 
disassembly. For example, it's a thread that's made from a material that 
can be broken down and will just disintegrate and allow the garment to be 
unhinged. So, it's finding these collaborating partners that are necessary 
for the components of your final product.” (P6) 

Collaborations with recyclers and waste management organisations 
also emerged as critical for promoting circular economy principles and 
enabling reverse logistics processes, such as efficient collection, sorting, 
and repurposing of discarded textiles and garments. This reflects a 
broader shift towards sustainable business models and practices in 
response to environmental challenges, as indicated in previous studies 
(Jia et al., 2020; Sandberg, 2023). Furthermore, engaging consumers is 
another critical aspect highlighted by the interviews, particularly in 
addressing the challenges associated with growth at the end of the 
product lifecycle. As one interviewee noted, 

“It's all about growth, growth, and growth without actually thinking how 
do you manage or handle that growth when it comes at the end of the life 
cycle. So, in that way, it ends at the consumer because consumers are not 
involved. You need to get the consumer involved.” (P3) 

The systematic literature review by Sudusinghe and Seuring (2022) 
similarity reports how collaboration can enhance sustainability perfor-
mance in implementing circular practices within value chains and dif-
ferentiates between internal operational collaboration and external 
collaboration with upstream and downstream supply chain players (e.g. 
suppliers, service providers, recyclers and customers), as well as other 
external parties (e.g. governments). 

Moreover, fashion companies are exploring innovative business 
strategies to support sustainability and circularity, as evidenced by the 
interviewees' discussion of collaborative platforms and philanthropic 
partnerships. By aligning with philanthropic initiatives, companies 
enhance brand reputation and customer loyalty, which supports the 
social causes and innovative business strategies mentioned in the liter-
ature (Sandberg, 2023). For instance, one interviewee described their 
approach to supporting micro-businesses and small-scale entrepreneurs: 

“That's how we turn purpose into impact and together, sharing that whole 
sense of community and purpose. We cast that wider net of attracting 
those customers that share those same values that we do, and then those 
customers hopefully will become customers for life and our own brand 
ambassadors” (P6) 

While collaboration offered numerous benefits, interview partici-
pants acknowledged that building trust and authenticity could be 
challenging at times. Establishing genuine relationships and ensuring 
alignment of interests required ongoing effort and commitment from all 
stakeholders involved. Transparency emerged as a fundamental aspect 
of collaboration efforts, emphasising the importance of openness, 
honesty, and accountability in business operations (Abdelmeguid et al., 
2022). Interview participants recognised transparency as essential for 

building trust, fostering stakeholder engagement, and driving sustain-
able practices across the value chain. Within this context, the in-
terviewees also emphasised that clear reporting and disclosure practices 
are necessary for fostering stakeholder engagement and trust. Addi-
tionally, communication emerged as a critical enabler of transparency, 
facilitating the exchange of information, fostering understanding, and 
building trust among stakeholders, similar to prior research (Henninger 
et al., 2019; Hina et al., 2022). 

4.1.2. Theme 2: marketing strategies 
The interviews conducted for this research shed light on the different 

strategies that companies use for marketing, particularly in the context 
of promoting transparency and engaging consumers in sustainable and 
circular practices. Interviewees recognised the power of storytelling in 
demonstrating their brand values, sustainability initiatives, and 
commitment to transparency. This approach aligns with existing liter-
ature that emphasises the importance of compelling narratives and vi-
sual storytelling in communicating the brand mission, attracting 
consumers, forming emotional connections with their consumers, as 
well as encouraging the adaption of sustainable production and con-
sumption in the fashion industry (Woodside and Fine, 2019). 

By showcasing their ethos of sustainability and circularity efforts 
through case studies, success stories, and product demonstrations hel-
ped to highlight tangible examples of their commitment to sustainable 
practices. This approach aligns with innovative business models focused 
on sustainable value creation and delivery (Chamberlin and Boks, 2018; 
Richardson, 2008) . One participant emphasised the importance of 
storytelling: 

“Keeping it real and storytelling for me are the most important things 
because, for example, I wouldn't throw away my grandmother's sari 
because there's a story behind it.” (P4) 

Organisations recognised the diverse preferences and behaviours of 
consumers across different generations and demographics. To effec-
tively engage consumers, they implemented tailored marketing strate-
gies across various platforms, including social media, to reach target 
audiences where they are most active, as suggested in the study of Kant 
Hvass and Pedersen (2019). By leveraging their websites and different 
social media platforms, organisations aimed to develop meaningful 
connections with consumers while promoting sustainable and circular 
behaviours (Degenstein et al., 2023; Dissanayake and Weerasinghe, 
2021). Moreover, the participants highlighted their efforts to raise 
emotional responses and encourage a sense of responsibility and 
accountability among consumers for their purchasing decisions. By 
framing sustainability as a collective responsibility and emphasising the 
positive impact of individual choices, organisations sought to empower 
consumers to make environmentally conscious decisions and support 
circular economy practices. Through emotional messaging and calls to 
action, they aimed to inspire consumers to embrace sustainability and 
circularity as core values in their purchasing behaviours consistent with 
existing research on the importance of consumer engagement for sus-
tainable value (Garcia-Ortega et al., 2023; Henninger et al., 2019). 

Despite the efforts to promote sustainability and circularity through 
marketing, companies face several challenges that hinder their effec-
tiveness in engaging consumers and stakeholders. The interviews con-
ducted for this research revealed several key challenges that 
organisations encounter in their sustainability marketing efforts. One of 
the prominent challenges highlighted by interviewees is the prevalence 
of greenwashing within the industry. Greenwashing involves misleading 
consumers about the environmental or social benefits of a product or 
company and has been highlighted in prior research as a barrier to 
consumer trust and confidence in sustainability initiatives (Piller, 2023). 
As a result, consumers have become increasingly suspicious of market-
ing claims related to sustainability, leading to scepticism and distrust 
towards brands' sustainability initiatives. 
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Moreover, interview participants acknowledged that some organi-
sations struggle to maintain transparency in their marketing strategies, 
impacting their credibility and trustworthiness. Existing literature sup-
ports these findings, suggesting that the lack of clear and transparent 
communication can undermine consumer trust (Abdelmeguid et al., 
2022; Hina et al., 2022). Furthermore, visibility was highlighted in the 
interviews as a significant challenge for small to medium enterprises 
(SMEs) attempting to market their sustainability initiatives. Limited 
marketing budgets and resources make it difficult for SMEs to compete 
with larger corporations with greater visibility and brand recognition 
(Dainelli et al., 2024). Finally, participants highlighted that the costs 
associated with marketing sustainability initiatives can pose a signifi-
cant barrier for organisations, particularly smaller businesses, and start- 
ups. Developing and implementing comprehensive marketing strategies 
requires financial resources that may be beyond the means of some 
companies, reflecting findings in existing literature about the challenges 
faced by smaller companies in pursuing sustainability goals (García- 
Quevedo et al., 2020). 

4.1.3. Theme 3: product-related characteristics 
In the interviews conducted for this research, participants emphas-

ised the importance of various product-related characteristics in shaping 
consumer perceptions, driving purchasing decisions, and promoting 
sustainability within the fashion industry. Key aspects highlighted by 
interviewees include the choice of materials and fabrics, packaging, 
product quality, design, uniqueness, and pricing strategies. 

The choice of materials and fabrics plays a crucial role in sustainable 
value creation in the fashion industry. Interviewees discussed the 
environmental and social impact associated with the choice of materials 
and fabrics used in clothing production. For example, one the in-
terviewees highlighted that their core expertise lies in sourcing mate-
rials, hence fabric selections for their clients are based on unique 
specifications. This comprehensive process covers a wide range of op-
tions, including traditional natural fibres, innovative bio-based syn-
thetics, and NextGen materials. This aligns with existing literature on 
sustainable value in fashion, which highlights importance of selecting 
sustainable and eco-friendly materials to reduce pollution, support 
ethical supply chains and improve resource efficiency (Dissanayake and 
Perera, 2016; Manshoven et al., 2022). Additionally, interviewees dis-
cussed their innovative approach to material development, prioritising 
circularity as the key driver of their design process. For instance, one of 
the participants emphasises that by developing proprietary materials 
and fabrics with circularity at the forefront, they distinguish themselves 
from competitors, offering a unique value proposition to consumers 
seeking eco-friendly and socially responsible fashion options. These in-
sights highlight the pivotal role of materials and fabrics in shaping the 
sustainability profile and competitive advantage of fashion brands 
today. 

Packaging also emerged as another important aspect of the choice of 
materials, as underscored by prior research (Niero et al., 2017; Stewart 
et al., 2018). Interview participants discussed the need to minimise 
packaging waste by using recyclable or biodegradable materials such as 
seaweed and implementing sustainable packaging solutions to reduce 
environmental footprint. 

These efforts enhance brand sustainability credentials and align with 
broader shifts towards sustainable value creation in the fashion industry. 

The interviews highlighted the critical role of quality and longevity 
in fashion products, as similarly emphasised by a number of existing 
literatures (Gomes et al., 2022; Joyner Armstrong et al., 2018; Sandvik 
and Stubbs, 2019). One interviewee stressed the importance of pro-
moting the production of higher-quality yarns, particularly through the 
use of premium cotton, to produce durable and long-lasting garments. 
This emphasis aligns with existing literature on the need for quality over 
quantity to promote sustainability and reduce textile waste (Bocken 
et al., 2016; Manshoven et al., 2022). By prioritising product quality, 
companies can significantly reduce the frequency of disposal and 

contribute to overall textile waste reduction (Geissdoerfer et al., 2016). 
Stakeholder engagement plays a crucial role in promoting sustain-

ability and circularity within the fashion industry. Participants 
emphasised the importance of engaging with consumers during the 
design process, considering their feedback and insights to improve de-
signs and address consumer preferences. This customer-centric 
approach enhances product desirability and extends garment lifespan, 
contributing to sustainability efforts (Huynh, 2022). Moreover, in-
terviewees highlighted the transformative impact of engaging with 
stakeholders during the design process, particularly in terms of exper-
imenting with production and design to foster creativity and drive 
positive change. This aligns with existing research recognising the 
pivotal role of the design phase in shaping the environmental impact of 
products (Dan et al., 2023). For instance, one of the interviewees dis-
cussed the utilisation of natural colouring techniques, recognising the 
inherent variability of nature and the unique qualities it offers. 
Furthermore, the interviewee highlighted that efforts to incorporate 
compostable materials such as wooden buckles into design show a 
commitment to product value retention post-purchase, promoting 
circularity and waste. 

While product quality and design are important considerations for 
consumers, interviewees acknowledged that price sensitivity remains a 
significant factor influencing purchasing decisions, as reported by the 
literature review by Hina et al. (2022) . Participants highlighted the 
challenge of balancing price and quality while striving to offer afford-
able yet sustainable products without compromising on quality or 
ethical standards. This reflects the complex relationship between pric-
ing, quality, and consumer expectations across different market seg-
ments within the fashion industry. One of the participants shared their 
strategic decision to lower prices, albeit at the expense of profit margins, 
drawing a broader consumer base and fostering sustainability aware-
ness, noting: 

“I think as soon as I dropped the prices down, unethical buyers also came 
to me. it was upsetting. But then again, I thought I have to if I want to 
compete with fast-fashion brands. It's not a proper strategy, but I needed 
to show people that you can contribute as much and save the planet.” 
(P4) 

This approach reflects the tension between remaining competitive 
against fast-fashion brands and communicating the value of sustain-
ability to consumers through accessible pricing. Conversely, another 
interviewee highlighted their luxury tier perspective in which pricing 
signals product quality and exclusivity. This strategy emphasises the 
importance of engaging with high-end consumers who prioritise top- 
notch quality and unique offerings. By understanding and addressing 
the needs and expectations of different market segments, fashion brands 
can tailor their pricing and quality strategies to cater to a diverse range 
of consumers (Blas Riesgo et al., 2023). These insights underscore the 
complex relationship between pricing, quality, and consumer expecta-
tions across different market segments within the fashion industry. 

4.1.4. Theme 4: education and awareness 
In the interviews conducted for this research, participants high-

lighted the critical role of education and awareness in driving circularity 
practices and fostering a culture of environmental responsibility within 
the fashion industry. Despite recognising the importance of sustain-
ability and circularity, interviewees emphasised the challenges stem-
ming from a lack of education and awareness among different 
stakeholders. This lack of education and awareness leads to unsustain-
able practices and decision-making, hindering the progress towards 
sustainability goals and prolonging harmful practices across the value 
chain (Aramendia-Muneta et al., 2022; Jia et al., 2020). However, the 
interviews underscored that companies are actively addressing these 
challenges by implementing initiatives to provide stakeholders with 
knowledge and information, which strengthens sustainable value in the 
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fashion industry. 
Interview participants discussed various initiatives aimed at raising 

awareness, promoting education, and fostering dialogue around envi-
ronmental concerns, circularity, and sustainability within the fashion 
industry. One interviewee emphasised that a significant portion of their 
role revolves around education in promoting circularity within the 
fashion industry. By equipping industry stakeholders with the necessary 
knowledge and tools, such as incorporating circular practices into 
existing workflows, they aim to broaden awareness and facilitate 
meaningful action (Abdelmeguid et al., 2023). This approach aligns with 
sustainable business strategies and innovative models in the fashion 
industry by focusing on integrating circularity into business practices 
(Konietzko et al., 2020). 

Moreover, interviewees highlighted the value of hosting workshops, 
seminars, and events for engaging stakeholders, sharing knowledge, and 
fostering communications around sustainability and circularity. These 
interactive sessions provided opportunities for education, collaboration, 
and networking, allowing organisations to connect with stakeholders 
across the value chain and empower them to adopt more sustainable 
practices. 

Additionally, another participant discussed their current efforts in 
developing an educational platform tailored for industry professionals. 
This interviewee also noted a generational divide in consumer 
preferences: 

“Younger generations prefer things that are perhaps more natural, while 
older generations prefer synthetics. A prime example of this would be 
sportswear meshes, where younger teams are more likely to go for wool 
meshes. Whereas older generations are more likely to go for polyester 
meshes” (P2) 

This divide underscores the role of stakeholder engagement in 
addressing varying levels of awareness and perceptions regarding sus-
tainability and material performance. Another participant mentioned a 
personal experience highlighting the lack of clarity in recycling prac-
tices. They expressed frustration at the absence of proper labelling and 
education, emphasising the need for top-down awareness initiatives to 
bridge this gap and drive systemic change. This reflects the importance 
of a comprehensive approach to consumer education, in promoting 
sustainable and circular practices (Musova et al., 2021). These insights 
reinforce existing literature that underlines the importance of compre-
hensive education and awareness to enable stakeholders to improve 
their skill sets, as well as to foster sustainable and circular stakeholders' 
behaviours and drive meaningful change within the fashion industry 
(Aramendia-Muneta et al., 2022; Dissanayake and Weerasinghe, 2021; 
Liu et al., 2023). Therefore, fashion companies are leveraging various 
platforms, such as websites, social media, and educational resources, to 
provide information and raise awareness about sustainability issues and 
initiatives (Reike et al., 2023). By making information easily accessible 
and transparent, organisations aim to promote accountability, trans-
parency, and stakeholder engagement in sustainability efforts, which 
contributes to sustainable value and innovation in the fashion industry 
(Hansen and Schmitt, 2021) . 

4.1.5. Theme 5: business models 
In the interviews conducted for this research, participants under-

scored the critical role of business models in promoting sustainability 
within the fashion industry. A key emphasis was placed on embracing 
closed-loop and circular practices, with a focus on reducing, reusing, 
repairing, and recycling resources throughout the product lifecycle to 
minimise waste and maximise resource efficiency. These approaches 
align with the characteristics of circular business models discussed in 
existing literature (Geissdoerfer et al., 2016; Henry et al., 2020; 
Konietzko et al., 2020). 

Interviewees discussed a range of business models that go beyond 
traditional linear approaches to production and consumption and offer 

alternative ways towards more sustainable and circular practices within 
the fashion industry. Firstly, some participants are exploring the concept 
of product-as-a-service, where consumers pay for access to clothing or 
fashion products rather than owning them (Muylaert et al., 2024). This 
aligns with existing literature, which suggests that offering customers 
the option to rent fashion or clothing items or choose a subscription plan 
for desired items provides a flexible and sustainable alternative to 
traditional ownership (Barletta et al., 2024; Centobelli et al., 2022). By 
renting items or opting for a subscription plan for special occasions or 
everyday wear, consumers can access high-quality products without the 
commitment of ownership, thereby reducing the demand for new pur-
chases and promoting resource (Khitous et al., 2022). This approach also 
encourages longevity and incentivises the production of durable and 
repairable garments (Pal and Gander, 2018). 

Secondly, interviewees are selling second-hand products or facili-
tating peer-to-peer resale platforms allows organisations to extend the 
lifecycle of products, reduce waste, and provide consumers with 
affordable and sustainable alternatives to purchasing new items. Exist-
ing research underscorea that by tapping into the growing market for 
pre-owned goods, organisations can promote circularity and reduce the 
environmental footprint of fashion consumption (Henry et al., 2020; 
Lang and Zhang, 2019; Szász et al., 2021). One of the interviewees noted 
that consumer demand for sustainable products at lower prices is driving 
the growth of second-hand opportunities and platforms: 

“Consumers are wanting better quality, more sustainable products for a 
lower price than they're paying now. However, that's just impossible to be 
quite honest. So, second-hand opportunities and platforms are one answer 
to that one.” (P5) 

Finally, similar to the findings of existing literature (Kant Hvass and 
Pedersen, 2019; Sudusinghe and Seuring, 2022), participants highlight 
that they are increasingly offering end-of-life options for their products, 
such as take-back programs, recycling initiatives, or upcycling services. 
By providing accessible and convenient ways for consumers to respon-
sibly dispose of their products at the end of their lifecycle, organisations 
can close the loop on materials and minimise waste generation (Dis-
sanayake and Weerasinghe, 2021; Saccani et al., 2023). For instance, 
some interviewees mentioned that customers simply need to notify them 
if they want their product to be recycled, and the organisation sends 
them an envelope for easy return. 

Building on existing research (Sandberg, 2023), the interviews con-
ducted highlighted that incentivising sustainable behaviours through 
rewards and incentives can encourage consumers to embrace circular 
practices and participate in sustainable initiatives. Organisations may 
offer rewards, discounts, or loyalty programs for returning used prod-
ucts, recycling materials, or engaging in sustainable and circular 
behaviours. 

Despite the potential benefits of these business models, interviewees 
acknowledged several challenges in their adoption and implementation. 
For instance, as underlined by existing literature, there exists a gap 
between consumer attitudes towards sustainability and their actual 
purchasing behaviours (Abdelmeguid et al., 2023; Blas Riesgo et al., 
2023). Consumers may still prioritise convenience, affordability, or 
fashion trends over sustainability considerations when making pur-
chasing decisions. Achieving widespread adoption of sustainable busi-
ness models requires significant behavioural change among consumers, 
businesses, and stakeholders across the fashion value chain (Bertassini 
et al., 2021; Blas Riesgo et al., 2023). 

Moreover, some of the interviewees argued that larger companies 
may face greater resistance to change due to their established business 
models, organisational structures, and stakeholder expectations, as 
suggested by Piller (2023). In a market driven by price, trends, and 
consumer preferences, organisations must compete not only on product 
quality and design but also on sustainability credentials. Differentiating 
themselves from competitors while maintaining profitability can be very 
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challenging, particularly for smaller companies with limited resources 
and brand recognition (García-Quevedo et al., 2020). Therefore, com-
panies must carefully balance innovative business models and stake-
holder engagement to create sustainable value in the fashion industry. 

4.1.6. Theme 6: integration of technology 
In the interviews conducted for this research, participants high-

lighted the significance of the integration of technology in driving 
innovation and transforming the fashion industry, thereby contributing 
to sustainable value. One interviewee underlined a compelling area 
where technology intersects with sustainability, philanthropy, and 
fashion, forming the four pillars guiding their approach. They discussed 
how technology facilitates their entire business model, which revolves 
around made-to-measure and on-demand manufacturing accessible 
through phones. With customisable design options and 3D simulations, 
customers can personalise their garments, aligning with business strat-
egy and innovative models discussed in existing literature (Huynh, 
2022). The participant noted: 

“This all happens in less than a minute, and then it kind of travels through 
our digital ecosystem, if you will, and goes to the factory where it's there in 
45 seconds where it gets made and shipped within two weeks.” (P6) 

This business model minimises waste by producing only what is sold 
and reduces returns, thereby lowering carbon emissions and creating a 
more environmentally sustainable approach compared to typical re-
tailers. The integration of technology not only enhances efficiency and 
customisation but also plays a pivotal role in moderating the negative 
environmental impacts (Abdelmeguid et al., 2023; P. Kumar et al., 
2021). The interviewee also discussed incorporating digital IDs into 
garments to ensure accountability and transparency throughout the 
supply chain, while also providing consumers with guidance on sus-
tainable end-of-life options. Another interviewee highlighted the use of 
technology to engage consumers through physical and digital products, 
which aligns with the growing use of blockchain and RFID technologies 
to create product digital passports that provide consumers with detailed 
information about the origins, materials, and production processes of 
their clothing items (Agrawal et al., 2021; Alves et al., 2022). By 
leveraging these technologies, companies can track and trace products 
throughout the supply chain, ensuring greater accountability and 
transparency in waste management and recycling processes. This 
approach aligns with the role of stakeholder engagement in achieving 
sustainability and circularity goals within the fashion industry. The 
implementation of these innovative technologies represents a significant 
step towards achieving sustainability and circularity goals within the 
fashion industry, albeit with ongoing challenges and opportunities for 
further advancement. For example, one interviewee noted: 

“If you mix and match, you are contaminating loads of things. So, this is 
where the product passport comes in, where basically you know what, so 
the system will tell you this goes here, you don't need the sorter because it 
kind of goes automatically. This can go into organic fertiliser. This can be 
upcycled. This can be recycled. This can have a secondary life. So, this is 
the key thing because where we are now, we are on the right track, but it's 
still so much to do.” (P3) 

Despite the transformative potential of the integration of technology, 
there were different opinions among interviewees regarding the impact 
on workforce skills. Some participants argued that increased automation 
would reduce the need for traditional training skills, as many tasks 
would be performed by machines or artificial intelligence. They foresee 
a future where advanced technologies would facilitate operations and 
minimise the need for manual labour. Conversely, other interviewees 
emphasised that advanced technologies would require a more skilled 
workforce capable of operating, maintaining, and innovating with these 
new systems. They highlighted the importance of investing in digital 
knowledge, data analysis, and technological expertise to leverage the 

full potential of emerging technologies effectively. In their view, auto-
mation would enhance human capabilities rather than replace them, 
signalling the need for a more technology-proficient and adaptable 
workforce. This perspective aligns with the emphasis on workforce 
development and training in the literature on business strategy and 
innovative models in the fashion industry (Abdelmeguid et al., 2023; 
Sawe et al., 2021). 

4.1.7. Theme 7: regulations and legislation 
The interviews conducted for this research emphasised the crucial 

role of regulations and legislation on management strategies and busi-
ness operations throughout the fashion industry's value chain, as 
emphasised in existing literature (Abdelmeguid et al., 2023; Colasante 
and D'adamo, 2021; Papamichael et al., 2022). Interviewees under-
scored that regulations serve as vital benchmarks, providing organisa-
tions with essential guidelines on various aspects including labour 
practices, environmental sustainability, and transparency in reporting. 

By adhering to regulatory requirements, organisations demonstrate 
their commitment to corporate, environmental, and social responsibility 
and accountability, aligning with the concept of sustainable value in the 
fashion industry (Mizrachi and Tal, 2022). The interviewees highlighted 
that regulatory compliance is not merely a legal obligation but also a 
strategic advantage in a competitive market, supporting innovative 
models and business strategy (Ostermann et al., 2021). By proactively 
aligning with regulatory requirements and adopting sustainable prac-
tices, organisations distinguish themselves as industry leaders 
committed to ethical standards and environmental responsibility. 

The interviews underscored that certifications provided by regula-
tory entities are instrumental in ensuring compliance and ethical prac-
tices across the entire value chain. From sourcing raw materials to 
manufacturing, distribution, and retailing. These certifications extend to 
all stakeholders involved in the production process, reducing the risks 
associated with labour violations, environmental footprint, and supply 
chain ambiguity, reinforcing their commitment to sustainable and cir-
cular business practices (Abbate et al., 2023). 

Additionally, participants stressed the necessity for updated legisla-
tion to support sustainable practices, citing examples such as EU regu-
lations on synthetics and emerging biobased materials. They viewed the 
legislation as a facilitator, simplifying communication and guiding 
sustainable and circular production practices. Moreover, consumers 
increasingly prioritise brands that demonstrate transparency and social 
responsibility, making regulatory compliance a key driver of brand 
reputation and market competitiveness. 

Despite the industry's drive towards circularity, the findings of this 
study show that geopolitical circumstances often constrain their efforts. 
The interviews highlighted the challenge of navigating global policies 
and regulations for organisations in developing countries that lack the 
necessary infrastructure and resources to adhere to circularity and sus-
tainability practices (Abbate et al., 2024). Additionally, some partici-
pants argued that larger companies with established systems may 
encounter difficulties in adapting to evolving regulations, requiring 
substantial investments in organisational change and compliance mea-
sures, as noted in Piller (2023). Conversely, in line with prior research 
(García-Quevedo et al., 2020), interviewees suggested that small to 
medium-sized enterprises (SMEs) might also struggle due to their con-
strained resources, unless sustainability and circularity initiatives are 
integrated into the business model from the start. Furthermore, in-
consistencies in regulations can pose challenges for interpretation and 
implementation, requiring ongoing efforts to foster clarity and consis-
tency in regulatory frameworks (Abdelmeguid et al., 2022; Tura et al., 
2019). Participants expressed a desire for enhanced legislation to sup-
port circularity efforts, recognising its potential to benefit businesses 
and advance sustainability within the fashion industry. 

4.1.8. Theme 8: strategic planning 
In the interviews conducted for this research, participants 
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emphasised the critical role of strategic planning in driving sustainable 
growth and fostering responsible practices across the fashion industry. 
Strategic planning encompasses research, goal setting, and performance 
evaluation to ensure alignment with long-term objectives and values. 
Interviewees emphasised the importance of integrating comprehensive 
strategic planning approaches that consider economic, social, environ-
mental metrics, and cultural factor, in line with existing literature 
(Svensson and Funck, 2019; Terra dos Santos et al., 2023). 

Interviewees underscored the critical role of research in informing 
strategic planning processes and decision-making. Research allows or-
ganisations to understand market trends, consumer preferences, and 
emerging opportunities, forming a foundation for realistic and achiev-
able long-term goals. By aligning strategic objectives with research in-
sights, organisations can anticipate future challenges, identify growth 
opportunities, and position themselves for sustainable and circular 
success. 

Strategic planning also requires balancing financial and social con-
siderations to ensure sustainable growth and positive societal impact. 
Organisations must allocate resources efficiently, manage risks, and 
prioritise investments that support long-term sustainability goals (Hazen 
et al., 2020). For instance, one of the interviewees highlighted that 
diversifying revenue streams beyond traditional product creation can 
help organisations to explore new economic strategies. This could 
navigate the challenges of consumers' varying willingness to pay a cir-
cular premium for sustainable products, a challenge highlighted by 
D'adamo and Lupi (2021). 

The participants highlighted that incorporating social factors such as 
labour rights, community engagement, and ethical sourcing practices is 
crucial for fostering responsible business practices and building trust 
with stakeholders, as noted in the study by Abbate et al. (2023) . 
Additionally, considering cultural differences and individual prefer-
ences allows organisations to tailor their strategies to engage target 
demographics effectively, fostering meaningful connections and driving 
brand loyalty. 

Effective strategic planning requires performance evaluation mech-
anisms that track progress towards sustainability and circularity goals 

and assess the impact of initiatives. Interviewees pointed out that sales 
data, take-back, reprocessing rates, and circulation percentages, as well 
as snowball and word-of-mouth metrics offer significant insights into 
consumer engagement, product lifecycle management, and brand 
reputation within the fashion industry. This aligns with the findings of 
existing literature (Geissdoerfer et al., 2016; Konietzko et al., 2020), 
which emphasises the importance of environmental metrics such as 
energy efficiency, water consumption, raw materials usage, and carbon 
emissions in monitoring environmental impact, identify areas for 
improvement, and drive sustainability initiatives. 

By incorporating these diverse performance indicators into strategic 
planning processes, organisations can align their sustainability and 
circularity goals with their broader business objectives, ensuring holistic 
and impactful progress towards a more sustainable and circular future 
for the fashion industry. 

4.2. Theoretical implications 

The theoretical implications of this study highlight the eight key 
themes identified in the interviews, which form the foundation of 
management practices and strategies that promote circular and sus-
tainable behaviour in the fashion industry. These themes encompass 
collaborations, marketing strategies, product-related characteristics, 
education and awareness, business models, integration of technology, 
regulations and legislation, and strategic planning. By integrating these 
themes, organisations can align with Sustainable Development Goals 
(SDGs), primarily SDG12 (Responsible Consumption and Production). 

The findings from the interviews informed the development of a 
holistic framework that situates the eight core themes at the centre of the 
value chain (Fig. 2). This framework underscores the interconnectedness 
of these themes across all stages of the value chain, emphasising their 
pivotal role in driving sustainable and circular practices throughout the 
industry. The framework also demonstrates the different managerial 
strategies associated with each stage. Ultimately, this study provides a 
theoretical foundation for implementing sustainable and circular prac-
tices in the fashion industry to achieve a more environmentally and 

Fig. 2. Managerial implications: framework for promoting circular behaviour along the fashion value chain.  
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socially responsible industry. 

4.3. Practical implications 

The practical implications of the study, based on the interview 
findings, offer specific provide actionable insight for researchers, prac-
titioners, and policymakers aiming to promote sustainability and 
circularity in the fashion industry: 

In the raw material extraction phase, promoting organic and natural 
farming practices, avoiding intensive farming methods, and safeguard-
ing resources to prevent soil and water contamination emerged as key 
strategies. These practices support SDG 12 (Responsible Consumption 
and Production) by reducing environmental pollution and safeguarding 
natural resources, such as water sources and soil, help moderate the 
negative impacts of overexploitation and degradation and ensure their 
availability for future generations. Additionally, by prioritising ecolog-
ical integrity and resource conservation, these strategies promote a more 
sustainable and circular approach to raw material extraction, contrib-
uting to SDG 15 (Life on Land) overarching goals of protecting and 
preserving terrestrial ecosystems. 

At the fibre production stage, the interviews emphasis was on uti-
lising natural fibres, innovative bio-based synthetics, and NextGen ma-
terials, as well as producing recyclable or biodegradable materials and 
minimising waste generation. This promotes the development of sus-
tainable alternatives to traditional fibres and enhances the potential for 
material recovery and reintegration into the production cycle, sup-
porting SDG 12 (Responsible Consumption and Production) by imple-
menting circularity principles to minimise waste and maximise resource 
efficiency. 

The design phase is crucial for fostering sustainability and circularity 
within the fashion industry, as critical decisions made here influence the 
entire lifecycle of garments. By considering the characteristics of raw 
materials, designers can choose materials with lower environmental 
impact, such as organic or recycled fibres, thus promoting sustainability 
from the outset of the product lifecycle. Designing with circularity in 
mind involves incorporating features that facilitate repair, reusability, 
and longevity, ensuring that garments can be kept in circulation for 
longer periods, thereby aligning with SDG 12 by reducing waste and 
resource consumption. Additionally, fostering innovative and customer- 
centric designs encourages the development of products that meet 
consumer preferences while also aligning with sustainability goals such 
as SDG 9 (Industry, Innovation, and Infrastructure), driving sustainable 
innovation, market adoption and positive environmental outcomes 
throughout the value chain. Furthermore, incorporating supplier data, 
such as location, certifications, and labour standards, allows designers to 
make informed decisions that support ethical sourcing and production 
practices, promoting social responsibility throughout the supply chain. 

In garment manufacturing, prioritising sustainability and circularity 
entails several key practices that contribute to environmental preser-
vation and resource efficiency. By monitoring and enhancing environ-
mental metrics, such as energy efficiency, water consumption, and 
carbon emissions, manufacturers can minimise their ecological foot-
print. Additionally, efforts to reduce waste generation throughout the 
manufacturing process help conserve resources and minimise landfill 
contributions. Moreover, integrating technology into garment 
manufacturing processes, such as implementing made-to-measure and 
on-demand manufacturing systems, enhances efficiency and reduces 
overproduction, thereby promoting sustainability by matching produc-
tion levels with actual demand. These practices in garment 
manufacturing support both SDG 13 (Climate Action) and SDG 12 
(Responsible Consumption and Production), by fostering responsible 
resource management and minimising environmental harm throughout 
the production process. 

In distribution, by reducing carbon emissions and enhancing trans-
portation efficiency associated with distribution processes. Moreover, 
efficient distribution and transportation practices enable companies to 

minimise transportation-related costs, enhance operational efficiency, 
and improve overall supply chain performance. These practices allow 
companies to contribute to SDG 13 (Climate Action), aiming to mitigate 
climate change and minimise their environmental footprint. These 
practices also help companies reduce energy consumption and resource 
usage, supporting SDG 12. 

In retail, monitoring sales data contribute to a better understanding 
of consumer preferences and demand patterns, enabling retailers to 
improve inventory management, optimise production and reduce 
overstocking. Additionally, implementing transparent and emotionally 
engaging marketing strategies fosters consumer awareness and 
engagement regarding sustainability issues, encouraging sustainable 
choices and responsible consumption practices. Therefore, these ap-
proaches support SDG 12 by promoting resource efficiency and mini-
mising waste. 

For consumers, promoting education and awareness about sustain-
ability and circularity is crucial for fostering positive change in the 
fashion industry, aligning with SDG 4 (Quality Education) and SDG 12 
(Responsible Consumption and Production). These initiatives enable 
more informed and sustainable consumption choices and behaviour. 
Moreover, meeting consumer expectations for sustainable and circular 
products and practices not only satisfy consumer demand but also en-
courages brands to prioritise sustainability in their products and ser-
vices. Fostering a sense of responsibility among consumers empowers 
them to take ownership of their purchasing decisions and encourages 
them to support brands that align with their values. Furthermore, 
engaging consumers through feedback mechanisms allows brands to 
gather insights and understand consumer preferences, enabling them to 
tailor their products and practices to better meet sustainability and 
circularity goals in the fashion industry. 

Lastly, in the end-of-life stage, adapting strategies to reduce the 
environmental impact of disposal is paramount for promoting sustain-
ability and circularity in the fashion industry. By minimising the amount 
of clothing sent to landfills or incineration, brands can mitigate the 
environmental harm associated with waste disposal. Offering end-of-life 
options such as take-back programs, recycling initiatives, or repairing 
and upcycling services provides consumers with sustainable alternatives 
to traditional disposal methods, extending the lifespan of garments and 
reducing the need for new production. Providing accessible and 
convenient solutions for end-of-life garment disposal makes it easier for 
consumers to participate in sustainable practices, thereby increasing 
adoption rates and overall impact. Additionally, providing rewards and 
incentives to encourage consumer engagement in sustainable and cir-
cular behaviour. Furthermore, collaborating with waste management 
and recycling companies allows brands to leverage expertise and re-
sources to effectively manage end-of-life processes and ensure that 
materials are recycled or disposed of responsibly. Together, these stra-
tegies contribute to are linked to SDG 12 (Responsible Consumption and 
Production) and SDG 11 (Sustainable Cities and Communities), aiming 
to close the loop on fashion waste and promote a more sustainable and 
circular approach to garment lifecycle management. 

Despite the valuable insights derived from the interview findings and 
their comparison to existing literature, as well as the theoretical and 
practical implications of the study, there are some limitations to 
consider. Firstly, purposive sampling may introduce selection bias and 
limit the diversity of perspectives represented in the sample, which may 
limit the generalisation of the findings. Secondly, the interview findings 
and implications may be influenced by the current state of the fashion 
industry and its practices. The rapidly evolving nature of the industry 
and its trends present a challenge, which requires regular updates of the 
findings and implications as new and innovative practices and models 
emerge. Thirdly, the reliance on interviews may introduce potential 
subjectivity or bias in responses since participants' experiences and in-
terpretations can vary. Fourthly, the eight core themes covered in the 
study provide a strong foundation but may not cover all factors affecting 
sustainability and circularity in the fashion industry. Lastly, while the 
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practical recommendations offer valuable guidance, their applicability 
may vary across different companies or regions within the industry. 
Thus, tailoring and adjusting these recommendations to suit specific 
contexts is essential for effective and successful implementation. 

5. Conclusion 

This study provided a comprehensive analysis of management 
practices and strategies shaping sustainability and circularity behav-
iours throughout the fashion value chain, offering insights and practical 
guidance for industry stakeholders. The study revealed eight key themes 
essential for effectively driving circular and sustainable practices in the 
fashion industry, aligning closely with SDG12, which promotes 
responsible consumption and production. 

Collaboration with suppliers, recyclers, waste management organi-
sations, and consumers enhances efficiency and innovation across the 
value chain. This approach supports SDG12 by encouraging the efficient 
use of resources to reduce waste. Leveraging storytelling and visual 
narratives conveys brand values and sustainability efforts, inspiring 
environmentally conscious purchasing decisions. Emphasising sustain-
able materials and fabrics, eco-friendly design and packaging, and 
product quality and uniqueness aligns with consumer expectations and 
reduces environmental impact, supporting SDG12's goal of minimising 
waste and promoting sustainable production. Educational initiatives 
such as workshops bridge knowledge gaps among stakeholders and 
foster positive change within the industry. Adopting circular business 
models such as rental, resale, and take-back programs extends the life-
cycle of products and minimises waste, aligning with SDG12's focus on 
sustainable consumption and production. Integrating advanced tech-
nologies such as on-demand manufacturing, customisation, and digital 
IDs enhances innovation, improves supply chain transparency, and re-
duces waste. Proactively aligning with regulatory requirements and 
pursuing certifications demonstrates a commitment to ethical standards 
and environmental responsibility, strengthening brand reputation and 
market competitiveness. Comprehensive strategic planning that in-
tegrates economic, social, environmental, and cultural metrics allows 
organisations to balance financial and social considerations while 
monitoring progress towards sustainability and circularity goals. 

By incorporating these strategies throughout the entire value 
chain—covering raw material extraction, fibre production, design, 
manufacturing, distribution, retail, and end-of-life stages—companies 
can advance environmental and social responsibility while driving 
meaningful progress across the industry. This holistic approach posi-
tions the fashion industry for impactful and sustainable success, leading 
the way towards a more sustainable and circular industry. 

Future research should consider several key directions to build upon 
the findings of this study. Firstly, increasing the sample size and di-
versity of participants in future studies to enhance the generalisability. 
Moreover, employing mixed methods approaches that combine quali-
tative interviews with quantitative data collection can offer a more 
balanced perspective and reduce potential biases. Additionally, research 
should stay up to date with emerging trends, technologies, and regula-
tions to capture the latest innovations and challenges. Furthermore, 
exploring other relevant factors beyond the eight core themes covered in 
this study, such as cultural and regional variations, can provide to a 
more holistic understanding of sustainability. Finally, longitudinal 
studies examining the long-term impacts of sustainable initiatives on 
consumer behaviour, industry practices, and environmental outcomes 
can offer valuable insights into the effectiveness of different approaches 
over time. 

Supplementary data to this article can be found online at https://doi. 
org/10.1016/j.spc.2024.05.010. 
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