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Abstract. This paper aims to analyze the global experience of green marketing
implementation in textile industry enterprises, identify the main sustainable marketing
instruments used in international practice, and evaluate their impact on environmental
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1.Introduction

In recent decades, environmental sustainability has become one of the most critical
priorities of the global economy. Accelerating climate change, environmental degradation,
excessive resource consumption, and growing ecological awareness among consumers have
significantly transformed the operational strategies of industrial enterprises worldwide. Among
various industries, the textile and apparel sector is considered one of the most environmentally
sensitive industries due to its intensive consumption of water, energy, chemicals, and natural
resources, as well as its substantial contribution to carbon emissions and industrial waste.
Consequently, textile enterprises are increasingly required to adopt environmentally
responsible production and marketing strategies in order to maintain competitiveness and
comply with international sustainability standards.

Under these conditions, green marketing has emerged as an important strategic instrument
for achieving sustainable development within textile enterprises. Green marketing refers to the
integration of environmental considerations into product design, production, branding,
distribution, and promotional activities aimed at minimizing negative ecological impacts while
simultaneously satisfying consumer needs. Unlike traditional marketing approaches, green
marketing emphasizes ecological responsibility, resource efficiency, sustainable consumption,

and long-term environmental value creation. In the textile industry, green marketing practices
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include the use of eco-friendly raw materials, sustainable supply chain management, circular
economy principles, environmentally certified products, waste recycling systems, and digital
transparency mechanisms.

The global textile market has witnessed a substantial increase in demand for sustainable
and environmentally friendly products. Consumers, particularly in developed economies such
as the European Union, the United States, Japan, and Scandinavian countries, increasingly
prefer textile products that comply with environmental and ethical standards. This trend has
encouraged international textile enterprises to incorporate green marketing instruments into
their strategic management systems. Companies such as H&M, Patagonia, Levi Strauss, and
Nike have adopted sustainable production models based on recycling initiatives, carbon
reduction strategies, and eco-certification systems, thereby strengthening their global market
positions and corporate reputations.

Scientific research also confirms the growing significance of green marketing in
enhancing enterprise competitiveness and sustainability performance. Caniato et al. (2012)
emphasize that environmental sustainability has become an integral component of fashion
supply chain management, influencing sourcing, production, and distribution activities.
Similarly, Shen (2014) notes that sustainable fashion supply chains contribute to both
environmental protection and consumer loyalty through recycling programs and sustainable
sourcing practices. Furthermore, Fletcher and Grose (2012) argue that sustainable fashion
requires a comprehensive transformation of production systems, consumer behavior, and
product life-cycle management.

Despite the increasing implementation of green marketing practices in developed
countries, the experience of integrating sustainable marketing instruments differs significantly
across regions and enterprises. Therefore, studying international experiences and best practices
in green marketing implementation within textile enterprises is highly important for identifying
effective mechanisms, institutional approaches, and innovative business models applicable to
emerging textile economies.

2.Literature review

The growing importance of environmental sustainability has significantly transformed
marketing approaches in the textile and fashion industry. Recent scientific literature
increasingly emphasizes the role of green marketing instruments in improving ecological
responsibility, competitive advantage, and sustainable consumption patterns within textile

enterprises. In this regard, numerous scholars have explored the theoretical and practical

> Vol.5 No.5 MAY (2026) {303 }




INTERNATIONAL JOURNAL OF EUROPEAN RESEARCH OUTPUT
ISSN: 2053-3578 I.F. 12.34

dimensions of sustainable fashion, green supply chains, and environmentally responsible
marketing strategies.

Caniato et al. (2012) investigated environmental sustainability practices within fashion
supply chains through exploratory case-based research. Their study highlighted that textile
enterprises increasingly integrate ecological criteria into sourcing, production, logistics, and
distribution processes. The authors concluded that sustainable supply chain management has
become a strategic factor for enhancing long-term competitiveness and corporate reputation in
the global textile market.

Similarly, Shen (2014) analyzed the sustainable fashion supply chain model of H&M and
emphasized the significance of circular economy principles in the textile industry. According
to the study, recycling initiatives, eco-friendly materials, and sustainable procurement systems
contribute to reducing environmental impacts while strengthening brand loyalty among
environmentally conscious consumers. The research demonstrated that sustainability-oriented
business models are becoming an essential component of international textile marketing
strategies.

Fletcher and Grose (2012) provided a broader conceptual framework for sustainable
fashion by examining the relationship between design innovation, environmental responsibility,
and consumer behavior. Their work emphasized that sustainability in textile enterprises should
not be limited solely to production processes but should also include product life-cycle
management, ethical consumption, and sustainable design approaches.

Recent studies have further expanded the discussion on green marketing in textile
enterprises. Cui et al. (2025) explored emerging trends and future prospects of green marketing
in the textile and apparel industry. The authors argued that green branding, digital transparency,
and eco-certification systems significantly influence consumer purchasing decisions and
international market positioning. Likewise, Heidenstrom (2024) critically analyzed green
marketing practices in the fashion industry and identified challenges associated with
greenwashing and consumer skepticism. The study stressed the necessity of transparent
sustainability communication and reliable environmental certification mechanisms.

Furthermore, Resta et al. (2014) examined environmental sustainability practices in the
Italian textile and leather sectors. Their findings revealed that resource-efficient technologies,
waste reduction systems, and environmental management practices positively affect operational

efficiency and export competitiveness. Overall, the reviewed literature confirms that green
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marketing has evolved into a strategic management tool that enhances both environmental
sustainability and economic performance in textile enterprises.

3.Analysis and results

As a result of the widespread adoption of the concept of environmentally sustainable
development in the global economy, the principles of “green economy” and “green marketing”
are becoming an important strategic direction in the textile industry. In particular, the textile
industry’s high consumption of water resources, emission of harmful waste into the atmosphere,
and use of chemicals make it one of the sectors with high environmental risks. Therefore, textile
enterprises in developed countries are widely introducing green marketing tools based on
environmental standards. Such experiences serve to increase product competitiveness, expand
export markets, and strengthen consumer confidence.[1]

Table-1
Global Experience of Green Marketing Implementation in Textile Industry

Enterprises

Authors Research Main Focus of Key Findings Contribution to
Object the Study Green
Marketing in
Textile

Enterprises

Caniato et al. Fashion supply Environmental  Sustainable Demonstrated the
(2012) chains sustainability in = sourcing, eco- strategic
fashion supply  production, and importance of
chains green logistics sustainable
improve supply chain

Cui et al.
(2025)

Textile and Trends and

future of green

competitiveness
and corporate
reputation

Green branding,
eco-certification,
and digital
transparency
influence

consumer

management in

textile enterprises

Identified modern
trends and future
directions of
green marketing

implementation
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behavior and
market positioning
Fletcher & Sustainable Sustainability ~ Sustainable Developed a
Grose (2012) fashion and design fashion requires theoretical
industry innovation integration of framework
ecological design, linking
ethical sustainability and
consumption, and  fashion marketing
life-cycle
management
Heidenstrem Fashion Critical Greenwashing and  Highlighted the
(2024) industry analysis of lack of importance of
green transparency transparent
marketing reduce consumer  sustainability
trust in sustainable = communication
brands and certification
Peattie & Sustainable Social and Green marketing  Provided
Peattie consumption green can influence conceptual
(2009) marketing responsible foundations for
approaches consumption sustainable
behavior and consumer-
reduce oriented
environmental marketing
impact
Polonsky Environmental = Stakeholder- Environmental Introduced
(1995) marketing oriented marketing stakeholder
strategy environmental  strategies should  theory into

marketing

balance business
objectives and
stakeholder

interests

environmental
marketing

practices
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Resta et al. Italian textile,  Environmental  Resource-efficient Demonstrated
(2014) clothing, and sustainability technologiesand  practical
leather sectors  practices waste reduction sustainability
improve mechanisms in
operational European textile
efficiency and enterprises
export
competitiveness
Shen (2014) H&M Sustainable Recycling Presented H&M
sustainable fashion supply  initiatives and as a successful
supply chain chain sustainable model of
management sourcing sustainable textile
strengthen brand marketing
loyalty and
environmental
performance
Testa et al. Italian Effectiveness Eco-labels Showed the
(2013) consumers and  of eco-labels positively affect marketing
eco-labels consumer trust significance of
and purchasing environmental
decisions certification
systems
Niinimaki Circular Sustainable Recycling, reuse,  Emphasized
(2020) fashion fashion and and circular circular economy
economy circular business models principles in
economy are essential for textile marketing

long-term

sustainability

S

In the experience of foreign countries, especially in the countries of the European Union,

green marketing has been formed as an important strategic part of the textile industry. In

countries such as Germany, Italy, Sweden, and the Netherlands, the practice of producing

environmentally friendly products based on the concept of “sustainable fashion” and promoting
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them on the market is widely developed. [2] For example, Manteco, one of the leading Italian
textile companies, is implementing a “circular economy” model by producing high-quality
products from recycled wool fibers. The company has achieved success in international markets
based on energy-saving technologies, recycled raw materials, and an eco-branding strategy.
One of the important features of green marketing in European countries is the highly
developed environmental certification system. In particular, certificates such as GOTS (Global
Organic Textile Standard), OEKO-TEX, and EU Ecolabel confirm the environmental safety of
products and serve as a marketing tool. Through these certificates, companies position their

29 ¢¢

products as “eco-friendly,” “organic,” or “made from recycled materials.” [3] As a result, the
opportunity to attract a segment of consumers with a high level of environmental awareness
Increases.

In the US, green marketing is more often implemented in integration with corporate social
responsibility and innovative marketing strategies. [4] Brands such as Patagonia and Levi
Strauss have implemented eco-marketing strategies by using recycled materials in their
products, reducing water consumption, and recycling waste. At the same time, the practice of
providing information about the ecological origin of products through digital platforms is
widespread. For example, through QR codes or blockchain technology, consumers can track
which farm a product was grown on or what production process it went through.

In the experience of Japan and South Korea, green marketing is closely linked to
technology. Japanese textile companies are increasing the effectiveness of eco-marketing by
introducing zero-waste production and intelligent energy management systems. Japan is also
implementing innovative programs to reduce fabric waste using Al (artificial intelligence)
technologies. This not only ensures resource efficiency, but also strengthens the brand's
environmental image.[5]

In the experience of China, green marketing is developing in harmony with government
policies. Programs of modernization of textile enterprises are being implemented in the country
based on the concepts of "green production™ and "ecological export". In particular, a mechanism
for state support for the use of energy-saving equipment, water treatment systems and
renewable energy sources has been created. This serves to increase the competitiveness of
Chinese textile products in the European and US markets.[6]

In Scandinavian countries, especially Sweden and Denmark, the main direction of green
marketing is the concept of “circular fashion”. In these countries, the system of collecting,

recycling and re-selling old clothes is well developed. The “Garment Collecting Program”
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implemented by H&M is one of the most famous projects in this regard. Through this program,
consumers receive discounts on the purchase of new products by handing over old clothes. This
serves both to reduce waste and to increase the environmental culture of consumers.

In developing countries such as Bangladesh and India, green marketing is developing
mainly under the influence of the requirements of export markets. Because these countries play
an important role in the production of global textile products. Compliance with environmental
standards is required for exporting products to European markets. Therefore, the process of
introducing water-saving technologies, recycled fibers and ecological packaging systems is
accelerating in these countries.

4.Conclusions

The experience of foreign countries shows that green marketing is not only an
environmental tool, but also a strategic competitive advantage. Modern consumers are more
confident in environmentally friendly products and are even willing to pay higher prices for
them. Scientific studies have shown that green marketing has a positive impact on brand quality
and consumer confidence.

These foreign experiences are also of great importance for the Uzbek textile industry.
Especially when entering the European Union markets, one of the important tasks is the
introduction of environmental certification, the use of recycled materials, digital environmental
monitoring and the principles of the circular economy. At the same time, the widespread
introduction of water-saving technologies and energy-efficient equipment in national cotton
and textile clusters serves to increase export potential.

In conclusion, the experience of foreign countries shows that the use of green marketing
tools in textile enterprises is an important factor in increasing environmental sustainability,
competitiveness and brand value. Ecological certification and the circular economy are
becoming a priority in European countries, innovative marketing and digital tracking systems
in the USA, resource-saving technologies in Japan, state support in China, and recycling
systems in Scandinavian countries. Adapting these experiences to the Uzbek textile industry
will significantly increase the competitiveness of national products in the international market.
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