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Sustainable fashion communication
and consumption

A framework for aligning to the 1.5-degree climate target
and wider sustainability goals
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fashion trends — what to shop
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GROWTH OF CLOTHING SALES AND DECLINE IN CLOTHING UTILISATION SINCE 2000
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Shifting the narrative: A guide to aligning fashion
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The principles for sustainable
fashion communication
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LEAD WITH SCIENCE

Summary: Ensure relevant information is clearly and transparently shared,
providing an evidence-base that is verifiable and comparable while adhering to
relevant regulatory policies.

PRINCIPLE 1: Commit to evidence-based and transparent communication efforts

PRINCIPLE 2: Ensure information is shared in a clear and accessible manner



CHANGE BEHAVIOURS AND PRACTICES (%)

Summary: Show how consumers can enjoy fashion while living within the
limitations of the planet and respecting human rights and dignity. Encourage
lower impact options and circular solutions that normalise more sustainable
behaviours.

PRINCIPLE 3: Eradicate all messages encouraging overconsumption

PRINCIPLE 4: Champion positive changes and demonstrate accessible circular
solutions to help individuals live more sustainable lifestyles



REIMAGINE VALUES =2

Summary: Actively seek to separate the belief that consumption and ownership
lead to happiness and success. Paint a picture of how positive new values can
look when considering wellbeing, equity and community.

PRINCIPLE 5: Spotlight new role models and notions of aspiration or success

PRINCIPLE 6: Focus on inclusive marketing and storytelling that celebrates the
positive ecological, cultural and social values of fashion



DRIVE ADVOCACY -

Summary: Use your platform and influence to empower consumers in their role
as citizens. Educate internally and externally on the level of change required,
supporting dialogue with policymakers on a just transition towards a sustainable
and circular global value chain.

PRINCIPLE 7: Motivate and mobilise the public to advocate for broader change

PRINCIPLE 8: Support dialogue with leadership and policymakers to enable wider
industry sustainability
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