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ABSTRACT 

This study presents a systematic literature review exploring the role of marketing in the fast fashion 

industry's success. The research aims to identify how marketing strategies, particularly digital and 

sustainability-focused approaches, influence consumer behavior and contribute to brand growth. 

Using a systematic review methodology, relevant studies were gathered from academic databases 

using keywords related to fast fashion, marketing, and consumer engagement. Results reveal that 

fast fashion brands heavily rely on digital marketing, social media influencers, and data analytics to 

foster consumer loyalty and accelerate trend adoption. These strategies allow for rapid consumer 

engagement and personalization, forming the backbone of fast fashion’s responsiveness. 

Furthermore, sustainability marketing has emerged as a key trend, though its effectiveness is often 

compromised by greenwashing practices. The study finds that while ethical branding efforts can 

positively influence purchase intent, consumer trust is highly dependent on perceived authenticity. 

Ultimately, marketing plays a central role in balancing fast fashion’s growth with rising 

sustainability concerns, making it a critical factor in navigating the industry’s evolving landscape. 

  

Keywords: Consumer Behavior, Digital Marketing, Fast Fashion, Social Media, & Sustainability 

Marketing 

  

1. INTRODUCTION  

The fast fashion industry has swiftly emerged as a dominant force in the global apparel 

market, primarily due to its unique production and marketing strategies that emphasize speed 

and affordability. This rapid ascent is fueled by innovative promotional tactics, agile 

manufacturing processes, and a consumer base drawn to trendy, low-cost clothing. However, 

while fast fashion thrives commercially, it faces mounting scrutiny over its ethical practices 

and environmental impact (Ingriana et al., 2024; Rolando, Pramesworo, et al., 2024). A 

defining characteristic of the fast fashion business model is its ability to quickly replicate 

and distribute the latest trends. This responsiveness is supported by advanced data analytics 

that allow companies to anticipate consumer preferences and adapt to market trends in real-

time (Pan et al., 2023). The use of digital technologies and e-commerce has transformed how 

fashion brands manage inventory and engage customers, enabling faster responses to 

consumer demand and enhancing competitiveness (Cheema, 2021). 
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Despite its adaptability, the fast fashion model has significant drawbacks. Its emphasis 

on high-volume, low-cost production contributes to considerable environmental degradation 

and raises ethical concerns, particularly regarding labor practices in developing countries 

(Mollel-Matodzi & Mastamet‐Mason, 2024). The industry's reliance on a linear economy—

prioritizing rapid turnover over sustainability—poses a barrier to the adoption of circular 

practices (Graciá, 2024). Furthermore, greenwashing, where brands falsely claim 

environmental responsibility, undermines trust and impedes real progress toward 

sustainability (Lu et al., 2022). Consumer behavior plays a critical role in the fast fashion 

ecosystem. Social media platforms, influencer culture, and psychological factors like fear of 

missing out (FOMO) drive impulsive purchases, especially among younger consumers 

(Bläse et al., 2023; Cayaban et al., 2023). Influencers significantly shape brand perception 

and buying behavior, reinforcing trends and promoting products within their networks (Low 

et al., 2025; Liu, 2022). 

Amid growing awareness of environmental issues, some consumer segments are 

gravitating toward ethical consumption (Rolando, Pasaribu and others, 2024). In response, 

brands are increasingly adopting sustainable marketing strategies aimed at rebuilding 

consumer trust and guiding purchasing decisions toward more eco-conscious options (Neha 

et al., 2024). This shift aligns with the rising demand for ethical labeling and transparent 

business practices (Hamlin & McNeill, 2023). At the core of the fast fashion business model 

is the replication of runway designs at minimal cost and maximum speed. This is made 

possible through digital innovation and real-time engagement with consumers. Studies show 

that fast fashion companies effectively use data-driven marketing and digital tools to stay 

ahead of trends, thereby maintaining their competitive edge (Pan et al., 2023; Barnes & Lea‐

Greenwood, 2010). Cost efficiency is often achieved by outsourcing production to countries 

with lower labor costs—an approach that, while profitable, raises serious ethical and 

sustainability concerns (Bläse et al., 2023; Lu et al., 2022). 

Despite these concerns, the fast fashion market is projected to grow at a compound 

annual rate of 5.3% through 2030 (Bläse et al., 2023). This growth has prompted brands to 

project a greener image through marketing, although many of these efforts face criticism for 

lacking authenticity. Consumers are increasingly skeptical of sustainability claims, often 

perceiving them as marketing ploys rather than genuine commitments (Marko & Kusá, 2023; 

Promalessy & Handriana, 2024). Transparency and authenticity in sustainability initiatives 

are vital to building trust, which in turn influences consumer loyalty and purchasing behavior 

(Neumann et al., 2020; Hamlin & McNeill, 2023). Influencers and digital media continue to 

play a critical role in shaping these perceptions, as consumers turn to them for cues on ethical 

and fashionable choices (Cheema, 2021; Cayaban et al., 2023). As traditional measures of 

brand equity evolve, engagement on digital platforms becomes increasingly central to brand 

success (Sharma, 2020; Low et al., 2025). 
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Fast fashion's success relies on an integrated approach that merges rapid product 

development with strategic marketing and efficient supply chains (Rolando, Simanjuntak, et 

al., 2024). Brands invest heavily in data analytics and logistics to reduce lead times and react 

swiftly to consumer demand (Pan et al., 2023). However, this efficiency often comes at a 

human and environmental cost, especially in outsourced manufacturing hubs (Graciá, 2024). 

With the industry projected to surpass $210 billion by 2030, the call for sustainable 

transformation grows louder (Bläse et al., 2023). Brands are now under pressure to move 

beyond surface-level sustainability claims and integrate genuine ethical practices into their 

core operations (Neumann et al., 2020; Cayaban et al., 2023). While green marketing can 

enhance public image, its effectiveness depends on perceived authenticity. Greenwashing, 

in contrast, undermines trust and alienates conscious consumers (Lu et al., 2022). 

Social media is at the heart of fast fashion's marketing revolution. Platforms like 

Instagram allow brands to engage directly with consumers, promoting both products and 

sustainability messages (Bonilla-Quijada et al., 2024). Influencer endorsements, user-

generated content, and emotional appeals are used to foster brand loyalty, particularly among 

younger demographics who value transparency and social responsibility (Neha et al., 2024). 

Marketing strategies in this sector not only promote products but also shape long-term 

consumer relationships. Emotional engagement and ethical narratives are key tools in 

building brand loyalty (Javed et al., 2024; Hesse & Rundau, 2023). Sustainable branding has 

been shown to resonate particularly well with consumers who prioritize ethical values in 

their buying decisions, reinforcing the link between marketing effectiveness and genuine 

sustainability (Mulyono and Rolando, 2024). 

Digitalization continues to reshape the fashion landscape (Mulyono, Ingriana and 

Hartanti, 2024; Rolando and Ingriana, 2024). The rise of e-commerce and data-driven 

marketing allows brands to tailor messages and respond to consumer behavior in real-time 

(Alnaim & Albarq, 2023; Neumann et al., 2020). Platforms such as Instagram offer brands 

the opportunity to engage with their audience instantly, providing updates on trends, 

promotions, and sustainability efforts (Bonilla-Quijada et al., 2024). This digital shift 

empowers brands to create targeted campaigns while adapting quickly to shifting market 

dynamics. However, with this power comes responsibility: brands must ensure that their 

messaging is not only persuasive but also authentic (Maha et al., 2024; Wigayha, Rolando 

and Wijaya, 2024). As consumers become more aware of greenwashing, the ability to 

communicate real sustainability efforts becomes a crucial factor in fostering brand trust and 

long-term loyalty (Javed et al., 2024; Lu et al., 2022). Ultimately, the sustainability of fast 

fashion depends on the industry's willingness to balance profitability with responsibility. 

Leveraging digital tools and marketing strategies to support transparent and ethical practices 

is not only a strategic necessity but also a moral imperative in an increasingly conscious 

consumer landscape (Graciá, 2024; Neha et al., 2024). 
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This study aims to: identify and analyze the role of marketing strategies in the success 

of the fast fashion industry, evaluate the effectiveness of digital and sustainability marketing 

in shaping purchasing decisions and consumer loyalty, and highlight the ethical challenges 

and consumer perceptions associated with marketing practices in fast fashion (Rahardja et 

al., 2024; Rolando, 2024). 

This study offers both theoretical and practical contributions. Theoretically, it 

enriches the academic literature on marketing strategies in the fashion industry, particularly 

in the context of digital transformation and sustainability. Practically, the findings may serve 

as a guideline for fast fashion brands seeking to formulate more effective, authentic, and 

ethically aligned marketing approaches. Furthermore, a deeper understanding of the 

relationship between marketing and consumer behavior can support the development of 

more sustainable and responsible business models in the future. 

2. RESEARCH METHOD 

To understand how marketing strategies influence the fast fashion industry, this study 

adopted a Systematic Literature Review (SLR) approach. The SLR methodology was chosen 

for its rigorous and structured nature, which allows for a transparent, repeatable process of 

identifying, evaluating, and synthesizing findings from a wide range of existing research. 

This method is particularly suited for providing a comprehensive overview of a specific 

research area by integrating insights from multiple studies, offering a robust foundation for 

understanding the marketing practices that shape consumer behavior in fast fashion. The 

review process commenced with an extensive search of major academic databases, including 

Scopus to gather relevant peer-reviewed articles, reports, and studies. These sources were 

selected for their reliability and authority in academic research. The goal was to pinpoint 

studies that specifically address the role of marketing in the fast fashion industry, with 

particular emphasis on its effects on consumer behavior, purchasing decisions, and the 

development of brand loyalty in this fast-paced sector.  

A comprehensive set of search terms was employed to ensure the identification of a 

diverse range of relevant studies. These terms included: “fast fashion marketing”, “consumer 

behavior in fast fashion”, “digital marketing in fashion retail”, and “sustainability marketing 

in fashion”. These keywords were designed to capture various dimensions of marketing 

practices within the fast fashion industry, particularly in relation to digital strategies, 

consumer engagement, and sustainability communication. Boolean operators were used 

strategically to refine the search and ensure that the results focused on the most pertinent 

literature. Inclusion criteria were rigorously defined to ensure that only studies directly 

related to the central focus of the review were included. Specifically, the studies had to 

examine marketing strategies employed by fast fashion brands and their impact on key 

consumer behaviors such as purchasing decisions, brand loyalty, and consumer trust. Only 

studies that directly addressed marketing tactics or consumer engagement strategies were 
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considered; those focusing on unrelated topics, such as supply chain logistics or 

manufacturing processes, were excluded from the analysis.  

 

Furthermore, the review incorporated a quality assessment to ensure that the selected 

studies met high academic standards. This involved evaluating the methodological rigor, 

sample size, and relevance of the research findings to the specific context of fast fashion 

marketing. This process ensured that the insights derived from the review were not only 

comprehensive but also credible and applicable to the real-world practices within the fast 

fashion industry. The selected studies were then synthesized into thematic categories that 

reflected the major marketing strategies employed by fast fashion brands. These themes 

included digital marketing tactics, such as the use of social media platforms for brand 

promotion and customer engagement; consumer behavior patterns, including the 

psychological factors influencing purchasing decisions in fast fashion; and sustainability 

marketing, which focuses on how brands communicate their environmental and ethical 

practices to consumers.  

Additionally, the review process involved identifying any gaps in the existing 

literature, particularly in areas where marketing strategies have yet to be fully explored or 

where conflicting findings have emerged. This critical analysis helped to highlight 

opportunities for further research, particularly in the areas of greenwashing, consumer 

skepticism, and the role of influencer marketing in shaping brand perceptions. By using this 

systematic approach, this study provides a comprehensive understanding of the marketing 

strategies that have driven the success of the fast fashion industry, while also shedding light 

on the challenges and ethical dilemmas that these strategies entail. The findings from this 

review are intended to inform future marketing practices within the fast fashion sector and 

contribute to the growing body of research on digital marketing and sustainability in fashion 

retail. 
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Figure 1. PRISMA Flow SLR 

The image presents a PRISMA (Preferred Reporting Items for Systematic Reviews 

and Meta-Analyses) flow diagram that outlines the process of identifying, screening, and 

including studies in a systematic review. Initially, 45 records were identified from Scopus 

and other databases. Before the screening phase, 4 records were removed—none due to 

duplication, 41 were automatically marked as ineligible, and 4 were removed for other 

unspecified reasons. After this, 41 records proceeded to the screening stage, where 4 were 

excluded. The same 41 records were then sought for retrieval, although 4 could not be 

retrieved. Subsequently, 41 reports were assessed for eligibility, and none were excluded for 

specific reasons. Ultimately, all 41 studies were included in the final review. This structured 

process ensures transparency and reliability in the selection of studies for systematic 

analysis. 

2.2 Quality Assessment Criteria 

As part of the systematic literature review process, a rigorous quality assessment was 

conducted to ensure the inclusion of high-quality, relevant studies that align with the 

research objectives. The purpose of this assessment was to validate the credibility, reliability, 

https://journal.dinamikapublika.id/index.php/Jumder


  Vol.1, No. 3 Juni 2024 

e-ISSN: 000-000 

JUMDER: Jurnal Bisnis Digital 

Dan Ekonomi Kreatif 

https://journal.dinamikapublika.id/index.php/Jumder   

 

 7 

 

 

and applicability of each selected study, thereby enhancing the integrity of the synthesized 

findings in the context of marketing strategies within the fast fashion industry. The quality 

assessment was based on the following key dimensions. 

Each study was evaluated for the clarity, consistency, and appropriateness of its research 

methodology. This included the design of the study (qualitative, quantitative, or mixed 

methods), data collection techniques, and analytical frameworks. Studies employing robust 

methodological approaches were considered more reliable for inclusion. The sample size 

and its relevance to the fast fashion market were assessed to determine the generalizability 

of the findings. Studies with adequate sample sizes and well-defined target populations were 

prioritized, as they offer stronger empirical grounding. 

Only studies that explicitly addressed marketing strategies within the fast fashion sector 

and their influence on consumer behavior, brand loyalty, or trust were included. Research 

focusing solely on unrelated topics—such as manufacturing or logistics—without a direct 

link to marketing was excluded. Priority was given to peer-reviewed articles published in 

reputable academic journals, especially those indexed in Scopus and other recognized 

databases. This ensured that all sources met established standards of academic rigor. 

The selected literature had to align closely with the main themes of the review, including 

digital marketing, consumer engagement, and sustainability marketing in the fast fashion 

context. Studies were categorized and synthesized according to thematic relevance. The 

transparency and coherence of each study’s findings were also evaluated. Only studies that 

presented well-structured results and clearly articulated conclusions were considered 

suitable for thematic synthesis. 

3. RESULTS AND DISCUSSION 

The fast fashion business model has profoundly transformed the structure and 

dynamics of the global fashion industry, achieving significant market success through 

strategic innovation and technological integration (Ingriana, Chondro and Rolando, 2024; 

Mulyono, Hartanti and Rolando, 2024). Central to this model is a strong digital-first 

approach, characterized by a reliance on online platforms, the strategic use of social media, 

artificial intelligence, big data analytics, rapid response supply chains, constantly updated 

product assortments, and competitive pricing. Marketing plays a pivotal role in sustaining 

this success, particularly through its emphasis on digital engagement (Ingriana, Gianina 

Prajitno and Rolando, 2024; Rolando, Chandra and Widjaja, 2025). Social media platforms 

are leveraged not only as marketing tools but also as spaces for direct consumer interaction, 

where customers are converted into brand ambassadors through personalized experiences 

and community-building strategies. The emergence of social media influencers and fashion 

bloggers has fundamentally redefined the dissemination of fashion trends, marking a clear 

departure from traditional marketing methods toward a more interactive and decentralized 

communication model (Putri and Setiawan, 2025; Wigayha, Rolando and Wijaya, 2025). 

This paradigm shift has been further accelerated by the rise of digital marketing, which 
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encompasses online advertising, email campaigns, influencer collaborations, and social 

media strategies—all aimed at deepening consumer engagement and fostering brand loyalty. 

Additionally, digital marketing proves effective across all tiers of the fashion ecosystem, 

from luxury to mass-market segments (Winata and Arma, 2025). Digital fashion strategies—

including digital storytelling, online brand reputation management, and the growing 

prominence of e-commerce—have become indispensable tools for fashion brands striving 

to remain relevant and competitive in an increasingly digital marketplace (Tan and Alexia, 

2025). 

3.1 Consumer Behavior 

Consumer behavior refers to the study of how individuals make decisions to spend 

their available resources (time, money, effort) on consumption-related items. It encompasses 

the processes of decision-making and the underlying motivations governing consumer 

actions. The intricate dynamics of consumer behavior in the fast fashion industry are notably 

influenced by various factors, including individual values, social influences, perceived 

effectiveness of purchases, as well as cultural and economic contexts (Javed et al., 2024; 

(Marko & Kusá, 2023; . Social media, as a primary platform for engagement, has 

significantly shaped consumer behavior by facilitating access to information, reviews, and 

peer interactions that influence purchasing decisions (Chan et al., 2022; . Moreover, 

consumers’ perceptions of sustainability and brand reputation also play crucial roles in 

shaping their purchasing intentions, as consumers increasingly demand transparency and 

ethical practices from brands Neumann et al., 2020)Graciá, 2024). 

3.1.1 Digital Marketing 

Digital marketing involves the use of digital channels to promote products and 

services, playing an essential role in shaping consumer behavior in today’s fast fashion 

landscape. The advent of e-commerce platforms has revolutionized how fast fashion brands 

engage with consumers. Research demonstrates that digital marketing tactics—such as 

influencer partnerships, targeted ads, and social media interactions—are critical in 

maximizing brand visibility and driving consumer purchasing intentions Alnaim & Albarq, 

2023)Liu, 2022). By utilizing analytics and data-driven strategies, brands can create tailored 

marketing campaigns that effectively resonate with different consumer segments, thereby 

fostering brand loyalty and repeat purchases (Neha et al., 2024; . Additionally, the 

effectiveness of digital marketing is significantly augmented by its capacity to create real-

time interactions with consumers, allowing brands to respond quickly to trends and 

preferences (Chan et al., 2022; Alnaim & Albarq, 2023). 

3.1.2 Fast Fashion 

Fast fashion is characterized by quick turnaround times in clothing production with an 

emphasis on delivering runway trends to consumers at affordable prices. This business 

model relies heavily on consumer demand for low-cost, rapidly changing fashions (Zimand-

Sheiner & Lissitsa, 2024; Barnes & Lea‐Greenwood, 2010). However, the fast fashion 
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industry's growth has raised significant concerns related to environmental sustainability and 

ethical labor practices. The industry is often criticized for its contribution to environmental 

degradation and exploitation of workers in developing countries, prompting a call for reform 

and the adoption of more sustainable practices (Bläse et al., 2023; Hamlin & McNeill, 2023). 

Recent studies have suggested shifting consumer sentiments towards more sustainable 

apparel options, indicating a potential decline in the popularity of traditional fast fashion 

brands Neumann et al., 2020)Cayaban et al., 2023; Graciá, 2024). 

3.1.3 Social Media 

Social media has become a pivotal component of marketing strategies for fast fashion 

brands. Platforms such as Instagram and TikTok not only provide marketing avenues but 

also create a space for community engagement and brand loyalty (Bonilla-Quijada et al., 

2024; Cheema, 2021). Fast fashion brands leverage user-generated content and influencer 

marketing to enhance brand visibility and consumer interaction, which can drive purchasing 

behavior. Research shows that consumers are increasingly influenced by social media trends, 

where visual appeal and user interaction significantly impact their buying decisions (Yoo, 

2023). The immediacy and accessibility of social media content allow brands to respond 

dynamically to consumer preferences, enhancing engagement and fostering a sense of 

urgency among consumers to adopt new styles (Sharma, 2020; Liu, 2022). 

3.1.4 Sustainability Marketing 

Sustainability marketing refers to marketing efforts aimed at promoting sustainable 

practices and products while meeting consumer demands. This approach has increasingly 

infiltrated the fast fashion industry as consumer awareness of environmental and social 

issues grows (Neha et al., 2024; Neumann et al., 2020). Brands are adopting sustainability 

marketing initiatives to differentiate themselves in a saturated market and build consumer 

trust, as authentic claims of sustainability can enhance brand equity (Javed et al., 2024; Hesse 

& Rundau, 2023). However, the prevalence of "greenwashing," where brands mislead 

consumers about their sustainable practices, complicates this landscape (Marko & Kusá, 

2023; Lu et al., 2022). To resonate with ethically conscious consumers, brands must ensure 

that their sustainability claims align with genuine practices, as failing to do so can lead to a 

decline in consumer trust and purchasing intentions (Neha et al., 2024; Neumann et al., 

2020). 

3.2 VOS Viewer Result 
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Figure 2. Network Visualization 

This network visualization generated by VOS viewer illustrates the relationships 

between keywords found in academic literature related to the fashion industry, particularly 

within the context of fast fashion, digital marketing, sustainability, and consumer behavior. 

Each circle (node) represents a keyword, with its size indicating the frequency of its 

occurrence. Larger nodes signify more frequently used terms, while the lines connecting 

them show co-occurrence relationships—how often two keywords appear together in the 

same document. The different colors represent clusters, or groups of closely related terms, 

which form thematic areas within the research landscape. Several prominent clusters can be 

identified in this visualization. The red cluster focuses on consumer behavior, featuring 

keywords such as "purchase intention," "perception," and "response." This indicates a strong 

research emphasis on how consumers perceive fashion products and how that perception 

influences their intention to purchase. The green cluster revolves around operational and 

sustainability aspects, with keywords like "supply chain," "information," and "sustainable 

practice," reflecting the significance of efficient supply chain management and 

environmentally friendly practices in the fashion industry. The blue cluster is associated with 

digital marketing and social media, represented by terms such as "Instagram," "content," and 

"fashion brand." This highlights the growing role of digital platforms in shaping brand 

identity and influencing fashion trends.  

The yellow cluster serves as a bridge connecting all these areas, containing central 

terms such as "fashion," "need," and "sustainable fashion," suggesting that sustainability and 

practical implications are core themes linking consumer perspectives, business operations, 

and brand strategies. Several central keywords such as "fashion," "fashion brand," and 

"digital marketing" act as key connecting nodes across multiple clusters, underscoring their 

importance in the broader academic discourse. This visualization reveals that research on 

fast fashion is inherently multidisciplinary, encompassing marketing strategies, consumer 
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behavior, sustainability practices, and digital transformation. It reflects the complexity of the 

modern fashion industry, which goes beyond trends and products to include how brands 

engage with consumers through digital media and respond to sustainability demands in their 

business practices. Overall, this network map provides a comprehensive overview of the 

current directions and thematic focuses in contemporary fashion research. 

4. CONCLUSION 

The findings of this systematic literature review underscore the pivotal role marketing 

plays in shaping the fast fashion industry's rapid growth and resilience. The success of fast 

fashion brands is deeply rooted in their ability to capitalize on digital innovation, particularly 

through social media marketing, influencer partnerships, real-time consumer engagement, 

and data-driven personalization strategies. These digital tools empower brands to adapt 

swiftly to changing consumer preferences, create immersive brand experiences, and 

maintain high levels of visibility in a crowded market. In doing so, marketing not only 

promotes products but also cultivates consumer loyalty and drives purchasing decisions—

especially among younger, digitally active audiences. Additionally, sustainability marketing 

has emerged as both a response to and a driver of shifting consumer values. As consumers 

become more conscious of environmental and ethical issues, brands are compelled to 

communicate their sustainability initiatives.  

However, the effectiveness of these efforts is frequently undermined by accusations of 

greenwashing, which erodes consumer trust and raises skepticism about the authenticity of 

corporate responsibility claims. Studies indicate that transparency, consistency, and genuine 

commitment to ethical practices are critical for building long-term brand credibility. While 

ethical branding has the potential to positively influence purchase intent, its success hinges 

on how convincingly brands convey authenticity and social responsibility. Social media 

platforms such as Instagram and TikTok have significantly redefined how trends spread and 

how brands connect with their audiences. User-generated content, influencer endorsements, 

and emotional branding create communities around fast fashion labels, amplifying their 

cultural relevance and accelerating the consumer decision-making process. Marketing in this 

context is no longer a one-way communication channel but an interactive experience that 

fosters engagement, trust, and identity alignment. At the same time, the role of psychological 

factors such as fear of missing out (FOMO) and social validation continues to drive 

impulsive consumption patterns, especially within the fast-paced cycles of fashion trends. 

Despite its commercial achievements, the fast fashion industry faces increasing 

pressure to address its environmental footprint and labor ethics. Marketing strategies have 

evolved to reflect these concerns, but gaps remain in aligning brand messaging with real, 

measurable improvements in sustainability. The growing demand for authenticity in green 

branding suggests that future marketing success will depend not only on how well brands 

tell their sustainability stories, but also on how effectively they implement them in practice. 

Ultimately, this review reveals that marketing is not merely a tool for product promotion—
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it is a strategic pillar that influences all aspects of fast fashion, from trend forecasting and 

supply chain decisions to consumer loyalty and brand integrity. As the industry navigates 

the complex intersection of digital transformation and sustainability demands, the role of 

marketing will be increasingly instrumental in determining whether fast fashion can evolve 

into a more ethical and enduring business model. 
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