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Abstract

The fashion industry is now designated as the world's second most polluting industry, particularly driven by
fast fashion dynamics. Confronted with rising public awareness, numerous clothing brands have developed
proactive offerings and communications addressing ethical and sustainability themes. The ethical fashion
challenge also relies on more reflective consumption throughout the garment lifecycle. This article examines
how clothing brands communicate about ethical fashion through their official websites and social media
platforms. The netnographic methodology reveals the reactive sustainability integration presented by fast
fashion brands and the fundamental ethical positioning developed by ethical fashion brands. Through their
reactions to brand publications, consumers demonstrate considerable perspicacity on social media platforms.
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