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BUILDING CONSUMER LOYALTY TO ECO-BRANDS
IN THE FASHION INDUSTRY

The article explores the conceptual aspects of forming consumer loyalty to eco-brands in the
fashion industry. The study reveals that the formation of loyalty to eco-brands is not determined
solely by the environmental characteristics of products, but is the result of a complex interaction of
Sfunctional, reputational, digital, and value-based factors. It has been established that high product
quality, positive customer experience, brand trust, and reputation remain the fundamental prereq-
uisites for long-term loyalty, whereas eco-friendliness enhances consumer commitment only when
supported by real sustainable development practices, business process transparency, and the cred-
ibility of marketing communications.

By synthesizing modern scientific approaches, the study systematizes the factors influencing
consumer loyalty to eco-brands in the fashion industry and justifies the expediency of viewing it as
a multidimensional construct comprising functional, environmental, trust-based, digital, and
value-oriented components. A conceptual function of loyalty formation is proposed, according to
which its level is determined by the interaction of two integrated blocks: marketing value and eco-
logical originality. Unlike existing approaches, the proposed concept operates on the premise that a
brand’s environmental characteristics cannot compensate for low functional or marketing value,
and that sustainable loyalty is formed only through their synergistic combination.

The scientific novelty of the research lies in developing the conceptual approach to forming
consumer loyalty to eco-brands in the fashion industry by substantiating the interaction between
marketing value and ecological brand authenticity as the key integrated components of this process,
as well as in formulating principles that explain the mechanism of building long-term consumer
loyalty to eco-brands. The principles of loyalty formation to eco-brands in the fashion industry
include the principles of dual value, the indirect impact of eco-friendliness through trust, the inter-
action between marketing value and ecological authenticity, the continuity of loyalty formation,
and the value-based identification of the consumer with the brand.
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DOOPMYBAHHA JIOAJTBbHOCTI CITOZKNBAYIB
J10 EKOBPEH/IIB FASHION-THIYCTPI{

Y emammi docaidnceno konyenmyaavhi acnekmu popmy8aHHs 4016HOCHI CRONCUBAYIE 00
exoopendie fashion-indycmpii. Y pezyavmami docaidxcenns eécmanosieno, w0 opmyeanus
A054bHOCME 00 eKoOpendie He GUHAUAECMBCA GUKAIOYHO €KOA0IMHUMU XAPAKMEPUCHUKAMU
npooykuii, a € pe3yabmamom KOMNAEKCHOI 63a€MO0ii (yHKUioHAAbHUX, penymauiiHux,
uyughposux ma yinnicnux wunnuxie. Busnaueno, wio 6azosumu nepedymosamu 00620cmpokoeoi
A0AABHOCE 3aAUWAIOMbCSL BUCOKA AKICMb npodyKuii, no3umuenuli KaieHmcokuil 00ceio, dosipa
00 Opendy ma iloeo penymauis, modi AK eK0A02IMHICIb NIOCUAIOE NPUXUABHICHL CHONCUBAUIE
auwe 3a ymoeu ii niomeepoiceHHs peaibHUMU NPAKMUKAMU CHAA020 PO3GUMKY, NPO3OPICMIO
0i3nec-npouecie i 0ocmogipHicmio MapKkemuH208Ux KOMYHIKauiil. Y3a2aibHeHHA CYHaACHUX
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HayKoeux nioxodié 0a.io0 3mo2y CcUCMEMAMU3Y8AMuU HUHHUKU (QOPMYBAHHA A0AAbHOCHIL
cnoxcueauie 00 exobpendie fashion-indycmpii ma o6rpynmyeéamu douiavnicmo it poseanady sk
OazamosumipHoi KOHCMPYKUiL, WO 6KAIOMAE (DYHKUIOHAAbHY, eK0A02IMHY, 006ipHuy, uugposy ma
UIHHICHY CKAAO006i. 3anpononoeano KOHUeNnmyaivHy (QYHKUilo (HopmyeanHs a0a1bHOCHI,

MapKemun2z060i uinHocmi ma exoa02iunoi opuzinasvnocmi. Ha iominy 6i0 icnyrouux nioxooie,
3anponoHo6ana KOHUeNnyis uxo0uns iz mozo, wio eKo.102i4Hi XxapaKxmepucmuxu 6pendy He 30amui
KOMNeHCYyéamu HU3bKy (DYHKUIOHAAbHY a60 MapKemuH206y WIHHICMb, a CMIUKA A0SAbHICIb
opmyemoca auwe 3a ymosu ix cunepziuno2o nOEOHAHHS.

Hayxoea mnosusna 0ocaioxncenns noaseac y po3eumky KOHUERMYAAbHO20 Ni0Xody 00
opmyeanns ao0sabHoCmi cnoxcueauis 0o exoGpendis fashion-indycmpii wiasxom o6TpyHmMy6ants
63aEMO0IT MaAPKemMuH2060i UiHHOCMI Ma eK0A02IMHOT A6MeHMUMHOCH OPeHOy AK GUIHAYAALHUX
IHMe2pPoBanux cKAa0osuUx ybo2o NPoyecy, a MAKo}c y opmyr06anHi NPUHUUNIB, W0 NOACHIOIOMb
MeXamizm (hopmyeanHs 00620CmMpoK06oi cnoxcue4oi 1osaivHocmi do exodpendis. /lo npunuyunie
dopmysanns aosavrnocmi 0o exobpendie fashion-indycmpii eioneceno npunyunu nooeiinor
UiHHOCMI, 0NOCePedK08aH020 6NAUBY EKO0A0ZIMHOCHI 4epe3 008ipYy, 63a€MO0Ii MAPKEMUH20601
UiHHOCMI ma eKo.a02iYHoi asmeHmu4HOCmi, Oe3nepepeHocmi (OpMYy8aHHA A0AAbHOCMI ma
uinnicnol idenmudpixauii cnoxcusaua 3 Gpendom.

Karwwuosi caosa: uugposi mexwnonoeii, weudxa mooda, coyiarbHa 8i0N08idaabHicMb,
MapKemuHa08a UiHHICMb, eK0A0I4HO 8i0N08idanvha OisabHiCMb OpeHdy.

Problem statement and its connection with important scientific and practical
tasks. The fashion industry is one of the most dynamic sectors of the global economy,
which at the same time ranks among the largest sources of negative environmental
impact. Mass clothing production, characteristic of the fast fashion model, is accom-
panied by significant consumption of natural resources, high greenhouse gas emis-
sions, the generation of textile waste, and a substantial anthropogenic footprint on
ecosystems. According to estimates by the United Nations Environment Programme
(UNEP) [1], the fashion industry generates about 2-8% of global CO emissions and
is one of the largest consumers of water resources. Simultaneously, the development
of digital technologies and social media has driven the spread of the ultra-fast fashion
model, further accelerating production and consumption cycles.

Despite the growth of the global fast fashion market, an opposing trend is
becoming increasingly prominent: the formation of demand for environmentally
responsible consumption. Along with the functional characteristics of products, con-
sumers are increasingly evaluating brands based on their environmental impact, eth-
ical production, supply chain transparency, and social responsibility. In response to
these shifts, eco-brands within the fashion industry are actively developing, integrat-
ing the principles of sustainable development, circular economy, responsible produc-
tion, and ESG approaches into their marketing strategies. At the same time, despite
their declared readiness to support sustainable brands, a significant portion of con-
sumers continues to choose fast fashion products due to lower prices, a wider assort-
ment, or rapidly changing collections. Under these conditions, investigating the mar-
keting mechanisms of building consumer loyalty specifically toward eco-brands
acquires particular importance.

Analysis of recent publications on the problem. The bibliometric analysis present-
ed in study [2] has demonstrated a significant transformation in scientific approach-
es to understanding consumer loyalty. While previously the primary focus was on
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repeat purchases as the main manifestation of loyalty, contemporary research
increasingly centres on brand experience, consumer-brand identification, brand love,
digital communications, and social networks as key prerequisites for building long-
term relationships between a brand and a consumer.

The further development of this concept is linked to the spread of sustainable
development principles and the formation of a distinct research area dedicated to
green loyalty. The analysis in [3] indicates that in recent years, green loyalty research
has established itself as an independent branch of marketing science. The authors
have also systematized the main theoretical approaches underpinning modern
research on loyalty to eco-brands, including the Theory of Planned Behaviour,
Stimulus-Organism-Response Theory, Signalling Theory, Social Identity Theory,
Stakeholder Theory, and Commitment-Trust Theory.

Within this domain, scientific interest has gradually shifted from analysing indi-
vidual environmental characteristics of a brand to studying the mechanisms of build-
ing green brand loyalty. In particular, A. Uikey and R. Baber [4] proposed a model
according to which green transparency and green perceived value act as prerequisites
for the formation of green brand trust and self-brand connection, which, in turn,
ensure the development of consumer loyalty. Thus, the authors prove that a brand's
eco-friendliness influences loyalty primarily indirectly - through the formation of
trust and perceived value.

Within this subject area, there are works dedicated to the implementation of eco-
labeling standards and marketing communications for conveying ecological values to
consumers, notably [5-7]. At the same time, A. Gaspar Ferreira and M. E. Fernandes
[8] argue that consumer awareness of ecolabeling contributes to forming a positive
image of a sustainable development brand and increases the level of environmental
consciousness, whereas a company’s expenditures on advertising communications do
not yield a similar effect on their own. Furthermore, the authors established that it is
environmental consciousness, rather than brand image, that directly influences loyalty
formation, highlighting the importance of developing consumers’ ecological culture.

Research on green loyalty has evolved significantly in the fashion industry, which
is one of the most resource-intensive sectors of the global economy. For instance, A.
Imdad et al. [9] prove that the integration of genuine sustainable development prac-
tices into the marketing activities and business processes of fashion companies
ensures the creation of competitive advantages, enhances consumer trust, and con-
tributes to the long-term profitability of brands.

S. Sarfraz et al. [10] empirically demonstrated that different components of sus-
tainability influence loyalty formation in fast fashion in distinct ways. Contrary to
common perceptions regarding the dominance of environmental initiatives, the
authors found that social practices (ethical working conditions, fair labour relations,
and responsible sourcing) have a stronger impact on loyalty than measures aimed at
emissions reduction or materials recycling. This points to a holistic perception of sus-
tainable development by modern consumers, who evaluate brands based on socio-
ethical criteria alongside environmental ones.

In parallel with the development of the sustainable fashion concept, research on
traditional marketing drivers of loyalty in the fashion industry continues to advance.
Investigating the behaviour of young consumers, M. Simionescu and W. Strielkowski
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[11] established that product perceived value, rational purchasing motives, and social
status remain the determining factors in choosing a fashion brand, whereas income
level positively influences brand commitment.

In Ukrainian scientific literature, the problem of loyalty to eco-brands is only
beginning to emerge as an independent research area. O. Syvakova and O. Bolotna
[12] substantiate the significance of loyalty as a prerequisite for the long-term devel-
opment of enterprises, analysing consumer brand loyalty levels, the prevalence of eth-
ical brands in Ukraine, and the impact of global companies’ social projects on build-
ing consumer commitment. V. Shevchenko, T. Mishustina, and A. Bondarenko [13]
examine consumer preferences and customer loyalty in the domestic fashion retail
sector, defining their role in achieving the marketing objectives of enterprises.
Ukrainian researchers V. Shcherbak and N. Svintsitska [14], analysing the specifics of
client loyalty formation in the luxury segment of the fashion industry, note that repeat
purchases do not yet signify true loyalty. The latter is formed under the condition of
combining high perceived brand value, personalized service, emotional attachment,
and active consumer-brand interaction. Nonetheless, the majority of current studies
focus on analysing individual factors or mechanisms of building green loyalty, while
the issue of their comprehensive integration into a single conceptual system adapted
to the specific nature of eco-brands in the fashion industry remains insufficiently
developed.

The purpose of the article is to substantiate the conceptual foundations of form-
ing consumer loyalty to eco-brands in the fashion industry.

Presentation of the main results and their substantiation. Consumer loyalty is tra-
ditionally viewed as one of the key strategic assets of a brand, ensuring repeat pur-
chases, positive word-of-mouth, sustainable competitive advantages, and the long-
term growth of brand value. However, within the context of the evolving concept of
sustainable development, the substance of loyalty has undergone a significant trans-
formation. While product quality, price, and service levels remain decisive for tradi-
tional brands, for eco-brands, trust in environmental claims, alignment of corporate
behaviour with declared values, transparency of production processes, and percep-
tion of the brand's social mission are becoming increasingly important. Research
confirms that the mechanisms of building loyalty to sustainable fashion differ sub-
stantially from those characteristic of fast fashion, with brand trust and the perceived
value of the ecological offering acting as key mediators [15].

At the same time, a brand’s environmental orientation alone does not guarantee
the formation of long-term consumer commitment. Despite the steady growth of
environmental awareness among the population, there is a so-called “attitude-behav-
iour gap” between consumer intentions and their actual behaviour - a discrepancy
between a positive attitude toward sustainable fashion and actual purchasing behav-
iour. Many buyers declare support for sustainable development principles, yet when
choosing clothing, they prefer more affordable fast fashion products. Thus, only 13%
do not buy fast fashion in the US and Italy, 16% in Germany and Austria, 18% in
France and India, and 19% in the UK [16].

L. McNeill and R. Moore [17] explain this by the existence of three types of con-
sumers: those oriented toward personal needs (Self), social approval (Social), and
environmental responsibility (Sacrifice), each perceiving sustainable brands differ-

AKTYAIJIbHI ITPOBJIEMU EKOHOMIKU Ne 6 (300), 2026



MARKETING 161

ently. This implies that a one-size-fits-all marketing strategy cannot be effective
across all market segments.

Furthermore, studies [18, 19] demonstrate that a brand’s eco-friendliness does
not build loyalty on its own, but can become a competitive advantage only when the
consumer’s baseline expectations regarding product quality, brand stability, and the
consistency of its market behaviour are already met (Table 1).

Table 1. Marketing prerequisites and risks of forming loyalty to eco-brands,
formed on the basis of [18, 19]

Driver Percentage of Destructor Percentage of
respondents respondents
Product quality 57 Price increase 47
Long-term brand 40 Deterioration of 45
existence service
Brand consistency 28 Deterioration of 44
quality
Political neutrality 24 Negligence towards 30
personal data
Brand status 23 Misleading advertising 29
(green washing)
Positive experience 20 Inability to quickly 23
contact a person

That is, environmental friendliness cannot compensate for the shortcomings of
the basic marketing offer, but acts as a factor that enhances loyalty only if the brand
has a high functional value. At the same time, the formation of loyalty to eco-brands
occurs under the influence of a much wider range of factors than in traditional brand-
ing (Table 2).

Table 2. The main factors shaping consumer loyalty to eco-brands in the fashion
industry, formed on the basis of [4; 7; 11; 15; 17; 20-25]

Factor Marketing content Source
Environmental value of Perception of the brand’s contribution to [15; 17]
the brand sustainable development
Green Trust Belief in the authenticity of environmental claims [20]
Transparency Transparency of information on product origin and [4; 21]
ESG activities

Perceived quality Quality meets consumer expectations [22]

Personalization Personalized recommendations and digital [7; 23]
customer experience

Value alignment Shared social and environmental values of the [11; 24]
brand and the consumer

Emotional attachment Psychological connection with the brand [25]

Consequently, eco-brands operate within a dual-value space: alongside func-
tional advantages, they must substantiate their environmental responsibility and the
credibility of their sustainable development claims. Furthermore, study [15] proves
that for sustainable fashion, brand trust is a stronger factor in building loyalty than
emotional attitude toward it. Taking this into account, along with the components of
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loyalty synthesized in [13], we propose viewing loyalty to eco-brands as a multidi-
mensional construct consisting of five interconnected components: functional, envi-
ronmental, trust-based, digital, and value-oriented.

Functional loyalty reflects a brand’s capacity to satisfy baseline consumer expec-
tations regarding product quality, design, durability, comfort, and the value-for-
money ratio. As previously noted, despite the rise in environmental consciousness,
functional characteristics remain decisive in brand selection. Specifically, according
to Statista [26], 91% of consumers primarily look for “value for money” and 90%
focus on product quality, whereas a brand’s low climate impact is important for 76%
of respondents. In other words, eco-friendliness does not replace traditional choice
criteria but rather complements them.

Environmental loyalty characterizes consumer commitment to the brand’s eco-
logical principles and its alignment with the concepts of sustainable development,
circular economy, and ESG. This loyalty is what most distinguishes eco-brands from
traditional fashion brands. At the same time, research demonstrates that even envi-
ronmentally conscious buyers often prefer fast fashion if the eco-brand does not pro-
vide sufficient functional value or affordability [26].

Trust-based loyalty is formed based on consumer confidence in the credibility of
the brand's environmental claims, the transparency of its operations, and the align-
ment of its declarations with real practices. Global statistics confirm the exceptional
importance of trust: in 2024, 88% of consumers stated that brand trust is one of the key
criteria for product selection, 86% emphasized the importance of brand reputation,
while 82% considered trust in the brand’s parent company to be fundamental [26].
Meanwhile, the spread of green washing practices significantly reduces trust levels and
negatively affects consumer loyalty, as confirmed by modern empirical studies [20].

Digital loyalty reflects the level of commitment built through the brand’s digital
interaction with the consumer: personalized recommendations, mobile applications,
social networks, digital loyalty programs, and an omnichannel customer experience.
According to [26], 64% of consumers consider personalization important, with this
figure rising to 65% among Generation Z and 62% among Millennials. Concurrently,
40% of buyers start searching for alternative products due to a lack of real-time per-
sonalization, and 30% switch to another brand.

Value-oriented loyalty (Community) represents the highest level of loyalty, char-
acterized by the consumer’s identification with the brand’s social mission and their
willingness to recommend the brand to others. An international study by SAP
Emarsys showed that 59% of loyal consumers demonstrate their commitment
through regular repeat purchases, while 47% recommend the brand to friends and
acquaintances, effectively becoming its advocates [26].

Distinguishing these components allows for deepening the methodological
approach to assessing loyalty, specifically focusing on eco-brands. Thus, for a con-
ceptual description of the loyalty formation process for eco-brands in the fashion
industry, a functional dependency has been proposed, according to which the level of
loyalty is determined by the interaction of two integrated blocks: marketing value
(functional brand value, digital interaction and personalization, engagement in the
brand community, advocacy) and ecological authenticity (perceived ecological value,
brand trust):
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L=(FV+DE~+CE) x (EV+BT),

where L — level of loyalty to the eco-brand; FV (Functional Value) — functional value
of the brand (quality, design, value-for-money ratio); DE (Digital Engagement) —
digital interaction and personalization; CE (Community Engagement) — brand com-
munity engagement and advocacy; EV (Ecological Value) — perceived environmental
value; BT (Brand Trust) — brand trust.

Marketing value is a necessary but insufficient condition for forming loyalty to
an eco-brand. Similarly, ecological authenticity does not ensure a high level of loyal-
ty without proper marketing value. Therefore, it is expedient to consider the overall
level of loyalty as a result of the interaction between these two complementary blocks.

Thus, the formation of consumer loyalty to eco-brands in the fashion industry
occurs in accordance with several key principles. Firstly, this is the principle of dual
value, according to which loyalty to an eco-brand is determined both by its environ-
mental characteristics and by its ability to create high consumer value for the buyer.
Despite the growing demand for sustainable products, consumers primarily evaluate
quality, design, functionality, and the price-to-value ratio, and only then — the
brand’s eco-friendliness. Consequently, the environmental component does not
replace traditional competitive advantages, but complements them, reinforcing the
brand's overall value proposition.

The second principle is the indirect impact of eco-friendliness through trust.
Product environmental characteristics do not form loyalty automatically. Their
impact is realized through the formation of brand trust, which arises under the con-
ditions of production process transparency, the credibility of ESG communications,
the verification of environmental claims by international certificates, and the absence
of green washing manifestations. It is trust that acts as the key mechanism for trans-
forming the brand's ecological value into long-term consumer commitment.

The principle of interaction between marketing value and ecological authentici-
ty means that loyalty formation is possible only under the condition of their simulta-
neous realization. A high level of marketing value in the absence of ecological authen-
ticity can lead to short-term consumer commitment, yet it does not ensure sustain-
able loyalty to the eco-brand. At the same time, a brand’s environmentally responsi-
ble activities without proper product quality, digital interaction, or a positive cus-
tomer experience do not create sufficient prerequisites for long-term relationships
with buyers either. It is the interaction of these two blocks that is laid at the founda-
tion of the proposed conceptual function of loyalty formation.

According to the principle of the continuity of loyalty formation, it is not the
result of a single purchase or participation in a loyalty program, but is formed
throughout the entire customer journey. At every stage of interaction with the con-
sumer — from the first contact with the brand to post-purchase service, participation
in the brand community, and digital communications — the prerequisites for devel-
oping long-term commitment are either created or, conversely, destroyed.

The principle of value-based identification entails a transition from the tradi-
tional understanding of loyalty as a repeat purchase to viewing it as a result of the
shared values of the brand and the consumer. The highest level of loyalty is achieved
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when a consumer, while regularly choosing the brand, also shares its ecological and
social mission, participates in the activities of the brand community, and acts as a
brand advocate, spreading positive experiences of interaction among other con-
sumers.

Conclusions and prospects for further research. The conducted study has made it
possible to substantiate the conceptual foundations of forming consumer loyalty to
eco-brands in the fashion industry under conditions of the growing significance of
sustainable development and the digital transformation of marketing activities. It has
been established that loyalty to eco-brands is not formed solely under the influence of
the environmental characteristics of products, but is the result of a complex interac-
tion of functional, reputational, digital, and value-based factors.

It has been established that product quality, positive customer experience, brand
trust, and reputation remain the foundation of long-term loyalty, whereas eco-friend-
liness acts as a factor that enhances consumer commitment only when supported by
real sustainable development practices, business process transparency, and the credi-
bility of marketing communications.

The synthesis of modern scientific approaches has made it possible to system-
atize the main factors influencing the formation of consumer loyalty to eco-brands in
the fashion industry and to justify the expediency of viewing loyalty as a multidimen-
sional construct consisting of five interconnected components: functional, environ-
mental, trust-based, digital, and value-oriented loyalty. This approach expands the
traditional interpretation of loyalty as a repeat purchase, supplementing it with envi-
ronmental, digital, and behavioural aspects of brand-consumer interaction.

The main result of the study is the proposed conceptual function of loyalty for-
mation, according to which its level is determined by the interaction of two integrat-
ed blocks: marketing value and ecological authenticity. Unlike existing approaches,
the proposed concept operates on the premise that the environmental component
cannot compensate for a brand’s low functional or marketing value, and the forma-
tion of sustainable loyalty is possible only under the condition of their synergistic
interaction.

The further development of the proposed approach resulted in the formulation
of the core principles of forming consumer loyalty to eco-brands in the fashion indus-
try, including: the principle of dual value, the principle of the indirect impact of eco-
friendliness through trust, the principle of interaction between marketing value and
ecological authenticity, the principle of the continuity of loyalty formation, and the
principle of the value-based identification of the consumer with the brand. The pro-
posed principles create a conceptual foundation for developing eco-brand marketing
strategies oriented toward building long-term relationships with customers.

Prospects for further research should be linked to the empirical testing of the
proposed concept, determining the quantitative contribution of individual loyalty
components using methods of multivariate statistical analysis, and developing an
integrated methodology for its assessment.
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