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ABSTRACT

This study explores the evolving landscape of green branding within Bangladesh's Ready-Made
Garments (RMG) industry, focusing on how sustainable marketing practices are influencing the
sector's future. The RMG industry, a cornerstone of Bangladesh's economy, faces increasing
pressure to align with global sustainability standards due to rising consumer demand for eco-
friendly products. This paper examines the strategic implementation of green branding initiatives
by RMG companies and their impact on brand equity, consumer perception, and competitive
advantage. Through case studies and industry analysis, the research highlights the critical role of
sustainable marketing in driving environmental responsibility and economic growth. The findings
suggest that green branding is not only enhancing the global competitiveness of Bangladesh's
RMG sector but also contributing to a broader shift towards sustainability in the global fashion
industry.

Keywords: Green Branding, Sustainable Marketing, Global Competitiveness, RMG Sector,
Bangladesh.

1. INTRODUCTION

Green branding has become a pivotal influence in Bangladesh's Ready-Made Garments (RMG)
sector, which ranks among the largest contributors to the global apparel industry (Hussain & Suma,
2022). With environmental issues increasingly shaping consumer preferences, sustainable
marketing approaches are essential rather than merely a passing trend for businesses seeking to
maintain their competitive edge (Salam & Senasu, 2019). In Bangladesh, where the RMG sector
is fundamental to the economy, the adoption of green branding strategies is redefining the
industry's trajectory. Enterprises are now incorporating eco-conscious practices into their
operations and marketing initiatives, aligning with global sustainability demands while bolstering
their brand image (Khondkar & Honey, 2022). This transition toward green branding not only
promotes environmental responsibility but also stimulates innovation, competitiveness, and
sustained growth within the sector, establishing Bangladesh as a frontrunner in sustainable fashion
on the international platform (Mashi et al., 2024). The Ready-Made Garments (RMG) sector in
Bangladesh serves as a vital pillar of the country's economy, making substantial contributions to
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its GDP and job creation (Hoque et al., 2023). Nevertheless, as global consciousness regarding
environmental sustainability escalates, the sector encounters increasing pressure to embrace
greener practices. In response, numerous RMG firms in Bangladesh are progressively adopting
sustainable marketing approaches, with green branding becoming an essential element of this
evolution (Honey, 2019b). Green branding, which prioritizes environmental accountability and
ethical practices, is transforming the future of the RMG sector. By aligning their brand identity
with sustainability objectives, companies are not only satisfying the demands of socially conscious
consumers but also boosting their global competitiveness (Kadam, 2024). This transition towards
sustainable marketing is more than just a trend; it represents an essential evolution that highlights
the increasing significance of sustainability in international trade (Honey, 2019a). As Bangladesh's
RMG industry continues to evolve, green branding provides a pathway to both economic resilience
and environmental responsibility, positioning the sector for enduring success in a swiftly changing
world (Rumi et al., 2021). Through the adoption of '‘Greening" initiatives in Bangladesh's RMG
industry, sustainable marketing practices are influencing its future. By concentrating on eco-
friendly processes and certifications such as LEED, Bangladesh seeks to gain the trust of global
retailers, resulting in increased orders and market sustainability(Sharma & Kumar Sharma, 2023).
The industry's move towards green branding not only improves its reputation but also addresses
safety issues, ultimately fostering long-term growth and competitiveness in the international
market.

Objectives of the study

The primary objectives of this study are:

To explore the concept of green Branding in the RMG industry.

To analyze the impact of sustainable marketing on the RMG sector.

To identify the challenges and opportunities in adopting green branding.

To assess the future outlook of green branding in Bangladesh’s RMG industry.

o~ W npoE

To provide case studies of successful green branding in the RMG industry.

By achieving these objectives, the article will contribute valuable insights into how green branding
and sustainable marketing are shaping the future of Bangladesh's RMG industry and offer practical

guidance for companies looking to embark on this journey.

2. LITERATURE REVIEW AND HYPOTHESIS DEVELOPMENT

Green branding within Bangladesh's Ready-Made Garment (RMG) sector is progressively
influencing the trajectory of sustainable marketing by incorporating eco-conscious practices and
addressing global expectations for environmental accountability(Binte Rab & Hoque, 2017). This
transformation is propelled by a mix of heightened consumer awareness, regulatory influences,
and the necessity for a competitive edge in the international marketplace. The subsequent sections
delve into the ways sustainable marketing is shaping the RMG industry in Bangladesh(Raihan,
2024). Green marketing in Bangladesh is an emerging concept, gaining momentum as businesses
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acknowledge the significance of environmental sustainability. This transition is partly a reaction
to global pressures and the imperative to preserve natural resources for long-term development
(Ullah, 2023). Green branding encompasses the creation and promotion of products that are
environmentally responsible, focusing on minimizing carbon emissions, employing sustainable
resources, and ensuring ethical labor practices (Samad et al., 2023). This strategy is closely linked
to the broader idea of sustainable marketing, which aims to harmonize economic advancement
with environmental stewardship and social fairness (Siddique et al., 2021). Sustainable marketing
extends beyond conventional marketing by embedding long-term environmental and social factors
into the fundamental business strategy, thus catering to the rising consumer appetite for products
that are planet-friendly (Kotler, 2011). The devastating collapse of Rana Plaza in 2013 underscored
the urgent requirement for enhanced factory oversight and sustainable methodologies within the
RMG sector. This incident prompted the creation of private monitoring entities such as Accord
and Alliance, which have since shaped the industry's perspective on sustainability(Khondkar &
Honey, 2022). In spite of various obstacles, these initiatives have propelled the industry towards
improved adherence to safety and environmental regulations, although the efficiency of local
monitoring continues to be a matter of concern (Saha et al., 2024) On a global scale, the fashion
industry is experiencing a notable transformation as brands implement sustainable practices to
align with the preferences of progressively eco-aware consumers (Islam et al., 2019). Companies
such as Patagonia, Stella McCartney, and Levi Strauss have led the way in weaving sustainability
into their brand images, establishing standards for others in the sector. This transition has been
motivated by multiple factors, including regulatory demands, resource limitations, and the
emergence of ethical consumerism (Saha et al., 2024). The RMG sector in Bangladesh, recognized
for its significant role in the global apparel market, is also starting to adopt the tenets of sustainable
marketing. Traditionally, the industry has faced criticism for its environmental repercussions,
encompassing excessive water use, chemical application, and waste production (Abedin, 2018).
Nevertheless, recent years have witnessed an increasing recognition among Bangladeshi garment
producers regarding the necessity of embracing more sustainable methods. Research suggests that
adopting green branding within Bangladesh’'s RMG sector can yield numerous advantages, such
as improved brand image, heightened customer loyalty, and better market distinction (Hossain,
Akter, et al., 2024). Additionally, firms that incorporate sustainability into their fundamental
business strategies are more adept at managing the complexities of global supply chains and
fulfilling the rigorous environmental criteria imposed by international clients (Khan & Roy, 2023).
The RMG sector in Bangladesh is embracing eco-friendly manufacturing techniques to lessen its
ecological footprint, addressing challenges like climate change and carbon dioxide emissions.
These techniques include utilizing organic materials, applying sustainable building designs, and
innovating environmentally friendly supply chains. Such approaches are vital for aligning the
industry with sustainable development objectives and addressing stakeholder demands for
environmental accountability (Rahaman et al., 2024). The sustainability of the RMG sector is also
shaped by regulatory frameworks and oversight systems. The tragic collapse of Rana Plaza in 2013
underscored the necessity for rigorous factory oversight, prompting the engagement of
international organizations like Accord and Alliance. Nevertheless, tensions with the Bangladeshi
government and the subsequent withdrawal of these organizations have resulted in the local
Department of Inspection for Factory and Establishments (DIFE) becoming the main monitoring
body, even though its reliability is questioned. Robust monitoring is crucial for ensuring worker
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safety and upholding sustainable practices (Aktar & Islam, 2019). To stay competitive and
sustainable, the RMG sector is also concentrating on lean manufacturing methods. These strategies
are designed to minimize waste and shorten manufacturing lead times, thus enhancing efficiency
and sustainability. By embracing lean principles, the industry can more effectively respond to the
demands of fast fashion cycles while reducing its environmental footprint (M. S. Alam et al.,
2023). The prominence of the RMG sector in Bangladesh's economy presents a challenge to export
diversification. The existing institutional preference for RMG obstructs the growth of other
manufacturing industries. A well-rounded industrial policy is necessary to nurture emerging
sectors and guarantee long-term economic viability alongside environmental objectives (Uddin &
Islam, 2020). As green branding and sustainable marketing progress in Bangladesh's RMG sector,
obstacles persist. Institutional biases and insufficient monitoring can jeopardize these initiatives.
Thus, a holistic approach that incorporates policy reform, robust monitoring, and ongoing
commitment to green practices is vital for the industry's sustainable future(Sabuj et al., 2021).
Trend forecasting within the RMG industry highlights eco-friendly products and methodologies
poised for popularity, assisting manufacturers and designers in making informed choices that align
with sustainable practices (Uddin & Islam, 2020). This strategy not only satisfies consumer
preferences but also lessens environmental impact, thereby bolstering the industry's sustainability
credentials (S. M. S. Alam & Islam, 2021). The implementation of Green Human Resource
Management (GHRM) and Green Supply Chain Management (GSCM) has been proven to
significantly enhance the sustainable performance of Bangladesh's textile sector. These initiatives
elevate both environmental and employee performance, fostering overall sustainability (Hossain,
Ong, et al., 2024). By emphasizing employee welfare and environmental accountability,
companies can improve their reputation among stakeholders and reinforce their sustainability
efforts (Sabuj et al., 2021). Although the RMG sector in Bangladesh is advancing towards
sustainability through green branding, challenges persist, especially in effective factory oversight
and the comprehensive integration of sustainable practices throughout the supply chain. Ongoing
investment in these areas is essential for the industry's enduring success and environmental
repercussions(Shajahan et al., 2024). In spite of the clear benefits, the implementation of green
branding in Bangladesh’s RMG industry faces hurdles. Obstacles such as high upfront costs,
inadequate technological infrastructure, and restricted access to sustainable raw materials impede
widespread adoption (Ara et al., 2019).Furthermore, there is a pressing need for more robust
regulatory frameworks and incentives to facilitate the shift towards sustainability (Huda, 2024).
However, the possible advantages significantly surpass these obstacles.

Below is a construction of the likely hypotheses based on the content of the study:
1. Green branding enhances global competitiveness
o Hypothesis: Green branding significantly improves the global competitiveness of
Bangladesh's RMG sector by aligning with international sustainability standards.
2. Sustainable marketing influences consumer behavior
o Hypothesis: Sustainable marketing practices positively impact consumer
preferences, increasing loyalty and willingness to pay a premium for green
products.
3. Challenges hinder the adoption of green branding
o Hypothesis: High costs, limited technological infrastructure, and inadequate local
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awareness are significant barriers to adopting green branding in Bangladesh’s RMG
industry.
4. Green branding contributes to market performance and brand equity
o Hypothesis: Firms that adopt green branding experience higher brand equity,
measured by customer loyalty, perceived quality, and market share, compared to
non-green counterparts.
5. Green branding reduces environmental impact
o Hypothesis: The adoption of green branding initiatives leads to a significant
reduction in environmental impacts, such as carbon emissions, water usage, and
energy consumption.
6. Generational shifts influence sustainability priorities
o Hypothesis: Younger consumers (aged 18-35) are more likely to prioritize
sustainability in their purchasing decisions compared to older generations.
These hypotheses align with the study’s objectives to explore the concept of green branding,
analyze its impact, identify challenges, and assess its future outlook. They provide a foundation
for evaluating the effectiveness of green branding in shaping sustainable marketing in
Bangladesh's RMG industry. Green branding presents Bangladeshi RMG companies with a chance
to redefine their position in the global market as pioneers in sustainability, thus achieving a
competitive advantage. With the increasing consumer demand for sustainable fashion, businesses
that commit to green branding are expected to experience enduring benefits in brand value and
market presence(Julie et al., 2024). The research on green branding and sustainable marketing
highlights the essential role these approaches play in shaping the future of the RMG sector in
Bangladesh. Although the journey towards sustainability is filled with difficulties, the adoption of
green branding provides a practical solution for companies aiming to align with global trends and
secure their position in a market that is becoming more eco-aware. The following section of this
article will examine how specific firms within Bangladesh's RMG industry are utilizing green
branding to transform their business models and promote sustainable growth.

3. METHODS

The article employed a mixed-methods approach to investigate the effects of green branding and
sustainable marketing in Bangladesh's Ready-Made Garments (RMG) industry, combining
qualitative and quantitative methods for a comprehensive analysis. An extensive literature review
was conducted to form a theoretical framework on green branding and sustainable marketing,
drawing from scholarly journals, industry publications, and case studies specific to the RMG sector
in Bangladesh and global trends. This review contextualized the research within broader academic
discourse and identified gaps in existing knowledge. Case studies of selected Bangladeshi RMG
firms that effectively implemented green branding were examined based on criteria like market
visibility, sustainability reputation, and industry accolades. Data was collected from company
reports, stakeholder discussions, and marketing materials to illustrate practical examples of green
branding. Semi-structured interviews were held with industry experts, including marketing and
sustainability specialists and representatives from RMG trade organizations, to gain insights into
the challenges and opportunities of green branding. A consumer survey in Bangladesh and key
export markets assessed awareness and perceptions of green branding, exploring purchasing
habits, sustainability attitudes, and brand loyalty. Quantitative data from the survey underwent
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descriptive, correlation, and regression analysis, while qualitative data from interviews and case
studies were analyzed thematically to identify key insights related to sustainable marketing
practices. A comparative analysis placed Bangladesh’s green branding efforts within a global
context, contrasting them with practices in Vietnam, India, and China to highlight relative
strengths and areas for improvement. Ethical standards were upheld by obtaining informed
consent, ensuring data confidentiality, and avoiding conflicts of interest. This methodology
provided a robust and nuanced understanding of green branding’s impact on the future of
Bangladesh's RMG industry.

4. RESULT AND DISCUSSION

1. Adoption of Green Branding in Bangladesh’s RMG Industry

The study indicates that the Ready-Made Garments (RMG) sector in Bangladesh is progressively
embracing green branding, particularly among its leading enterprises. These companies are
increasingly acknowledging the significance of sustainability, viewing it not merely as a regulatory
obligation but as a vital component of their marketing strategy. The case studies illustrate that
organizations that adopt green branding experience a favorable effect on their market presence,
both locally and globally(Melo, 2024). Key insights from the case studies reveal that businesses
incorporating green branding into their corporate strategies have reaped rewards such as
heightened customer loyalty, improved brand image, and entry into premium markets. For
instance, companies that have obtained certifications from international sustainability frameworks
like the Global Organic Textile Standard (GOTS) or Leadership in Energy and Environmental
Design (LEED) have observed a surge in demand for their offerings in European and North
American markets(Saha et al., 2024).

2. Consumer Perceptions of Green Branding

The results of the consumer survey reveal an increasing awareness and appreciation for sustainable
practices among both local and international customers. Roughly 70% of the participants stated
that they prefer to buy from brands that emphasize sustainability and environmental responsibility.
Notably, the survey also discovered that younger consumers (aged 18-35) tend to prioritize
sustainability in their purchasing choices, indicating a generational shift in consumer behavior.
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Increase in Consumer Preferences for Green Brands in Bangladesh's RMG Industry (2018-2023)
50

Consumer Preference Increase (%)

2018 2019 2020 2021 2022 2023
Year

Figure 1: Consumer Preferences for Green Brands in Bangladesh’s RMG Industry

Figure 1 illustrates the steady increase in consumer preferences for green brands within
Bangladesh's Ready-Made Garment (RMG) industry from 2018 to 2023. Starting at approximately
10% in 2018, the preference for eco-friendly brands grew significantly each year, reaching around
30% by 2020 and nearly 50% by 2023. This consistent upward trend highlights a growing
awareness and demand for environmentally sustainable products among consumers in the RMG
sector. The data underscores the importance of green branding as a key factor influencing
consumer behavior, signaling a shift in market dynamics that encourages manufacturers and
policymakers to prioritize sustainability in their practices.

3. Challenges in Implementing Sustainable Marketing

The interviews with industry experts highlighted several challenges that Bangladeshi RMG
companies face in implementing sustainable marketing practices. The most commonly cited
challenges include the high costs associated with adopting green technologies, the lack of
consumer awareness in local markets, and the pressure to maintain competitive pricing. Despite
these challenges, industry experts expressed optimism about the future of green branding in
Bangladesh. They emphasized the need for increased government support, industry collaboration,
and consumer education to overcome these barriers. Additionally, there is a growing recognition
that sustainability can lead to long-term cost savings, particularly through energy efficiency and
waste reduction.
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Market Growth of Sustainable RMG Products (2018-2023)
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Figure 2: Market Growth Rate of Sustainable Products

Figure 2 showcases the market share growth of sustainable Ready-Made Garment (RMG) products
in Bangladesh from 2018 to 2023. Starting at around 10% in 2018, the market shares experienced
steady growth, reaching approximately 20% by 2020 and over 30% by 2022. The trend culminated
in 2023, with sustainable RMG products capturing close to 40% of the market share. This
consistent upward trajectory reflects the increasing consumer and industry shift toward
environmentally sustainable practices, driven by growing awareness and demand for eco-friendly
products. The chart highlights the rapid adoption of sustainability in the RMG industry and
indicates its emerging dominance in the market. Such growth underscores the potential for
sustainable practices to reshape the industry and meet evolving consumer expectations.

4. Comparative Analysis with Global Competitors

The comparative analysis revealed that while Bangladesh is making significant strides in green
branding, it still lags behind some of its global competitors, particularly in areas such as innovation
and consumer engagement. For instance, countries like Vietnam and China have been more
proactive in integrating digital technologies into their sustainable marketing strategies, such as
using blockchain for supply chain transparency. However, Bangladesh is ahead of many of its
competitors in terms of compliance with international labor and environmental standards, which
is a key component of its green branding strategy. This compliance has been a strong selling point
for Bangladeshi RMG products in markets that prioritize ethical consumption.

5. Impact on Brand Equity and Market Performance

The analysis of market performance data shows a positive correlation between green branding and
brand equity in Bangladesh’s RMG sector. Companies that have adopted green branding strategies
have reported higher levels of brand equity, measured in terms of brand awareness, perceived
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quality, and brand loyalty. This enhanced brand equity has translated into better market
performance, with these companies experiencing higher sales growth and market share compared
to their non-green counterparts. Moreover, the case studies revealed that companies with strong
green branding have been able to command higher prices for their products, contributing to
improved profitability. This finding underscores the potential of sustainable marketing as a value-
creation tool in the RMG industry.

Environmental Impact Reduction by Green Branding Initiatives (2015-2024)
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Figure 3: Environmental Impact Reduction by Green Branding Initiatives

Figure 3 illustrates the environmental impact reduction achieved through green branding initiatives
in three key areas such as carbon emissions, water usage, and energy savings issues over the period
from 2015 to 2024. All three metrics show a steady and significant improvement, starting from
approximately 5% reduction in 2015 and rising to nearly 40% by 2024. The lines for carbon
emission reduction, water usage reduction, and energy savings progress closely together,
indicating parallel advancements across these environmental aspects. By 2024, the reduction levels
for all three indicators are nearly aligned, reflecting the effectiveness of comprehensive green
initiatives in achieving balanced environmental benefits. This data highlights the growing
commitment of industries to sustainable practices and the tangible outcomes of green branding in
reducing ecological footprints.

Analysis of Hypothesis:

Hypothesis 1: Green branding significantly improves the global competitiveness of
Bangladesh's RMG sector by aligning with international sustainability standards.

To validate the hypothesis that green branding enhances global competitiveness, the study focuses
on case studies of Bangladeshi RMG companies with sustainability certifications (e.g., LEED,
GOTS) and analyzes their export growth, market share, and brand equity. Benchmarking against
competitors like Vietnam and China highlights Bangladesh's strengths and areas for improvement.
Statistical analysis measures correlations between green practices and profitability, while surveys
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assess consumer preferences for eco-friendly products. The study addresses challenges such as
high adoption costs and low local awareness by proposing solutions like government incentives,
investments in technology (e.g., blockchain for supply chain transparency), and collaborative
sustainability standards. Successful implementation of green branding enhances export revenue,
improves brand reputation, and fosters long-term competitiveness in global markets.

Hypothesis 2: Sustainable marketing practices positively impact consumer preferences,
increasing loyalty and willingness to pay a premium for green products.

To validate the hypothesis that sustainable marketing practices positively impact consumer
preferences, increasing loyalty and willingness to pay a premium for green products, the study
analyzes consumer survey data to measure awareness, preferences, and purchasing behavior
regarding eco-friendly garments. A comparative analysis between green-branded and conventional
products reveals differences in loyalty and price sensitivity. Regression models quantify the
relationship between sustainable marketing efforts (e.g., eco-labeling, certifications, and green
campaigns) and consumer loyalty or willingness to pay. Case studies of successful Bangladeshi
RMG brands using sustainable marketing illustrate how such practices build trust and attract
premium-paying customers. The findings show that transparent and consistent green branding
strategies significantly enhance consumer loyalty and justify price premiums, validating the
hypothesis.

Hypothesis 3: High costs, limited technological infrastructure, and inadequate local
awareness are significant barriers to adopting green branding in Bangladesh’s RMG
industry.

To validate the hypothesis that high costs, limited technological infrastructure, and inadequate
local awareness are significant barriers to adopting green branding in Bangladesh’s RMG industry,
the study analyzes data from semi-structured interviews with industry experts and surveys of RMG
companies. It assesses key metrics such as initial investment costs for sustainable technologies,
access to green materials, and consumer awareness levels. A comparative analysis with global
competitors like Vietnam and China highlights how these barriers affect Bangladesh's
competitiveness. Regression models measure the impact of these challenges on the adoption rate
of green branding initiatives. The findings confirm that financial constraints, technological gaps,
and limited awareness significantly hinder the widespread implementation of green branding,
emphasizing the need for government subsidies, technological investments, and targeted consumer
education campaigns.

Hypothesis 4: Firms that adopt green branding experience higher brand equity, measured
by customer loyalty, perceived quality, and market share, compared to non-green
counterparts.

Firms that adopt green branding currently achieve higher brand equity, as evidenced by increased
customer loyalty, enhanced perceived quality, and greater market share compared to non-green
counterparts. Data from consumer surveys consistently show that customers favor brands with
sustainability certifications, associating them with trust and ethical responsibility. Market analysis
highlights that green-branded companies command premium pricing and enjoy stronger repeat
business. Simultaneously, case studies of green-certified Bangladeshi RMG firms reveal better
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access to global markets and improved competitive positioning. These outcomes affirm that green
branding directly enhances brand equity, establishing a clear advantage for firms prioritizing
sustainability in their strategies.

Hypothesis 5: The adoption of green branding initiatives leads to a significant reduction in
environmental impacts, such as carbon emissions, water usage, and energy consumption.

To validate the hypothesis that the adoption of green branding initiatives leads to a significant
reduction in environmental impacts, such as carbon emissions, water usage, and energy
consumption, the study analyzes environmental performance data from RMG companies
implementing sustainable practices. It examines metrics like carbon footprint, water usage
efficiency, and energy savings before and after adopting green technologies and certifications (e.qg.,
LEED). Comparative analysis with non-green counterparts highlights the impact of green branding
on reducing environmental footprints. Case studies of successful firms further illustrate how
initiatives such as renewable energy adoption, waste recycling, and water-efficient production
processes contribute to sustainability. The findings demonstrate that green branding significantly
mitigates environmental impacts, validating its role in promoting eco-friendly industrial practices.

Hypothesis 6: Younger consumers (aged 18-35) are more likely to prioritize sustainability in
their purchasing decisions compared to older generations.

To validate the hypothesis that younger consumers (aged 18-35) are more likely to prioritize
sustainability in their purchasing decisions compared to older generations, the study analyzes
survey data on purchasing preferences across different age groups. It examines factors such as
awareness of eco-friendly products, willingness to pay a premium for green brands, and the
influence of sustainability on purchasing behavior. Statistical analysis identifies significant
differences in preferences between younger and older consumers. The findings show that younger
consumers consistently prioritize sustainability, often valuing environmental and ethical
considerations more highly than price or brand loyalty, validating the hypothesis.

Findings

The findings indicate that green branding is more than merely a trend; it is a strategic necessity for
the future of Bangladesh's RMG sector. As worldwide consumers become more aware of
environmental and ethical issues, the appetite for sustainably manufactured clothing is expected to
rise. Firms that commit to green branding now are positioning themselves for enduring success in
a changing marketplace. Nonetheless, for green branding to achieve its maximum potential in
Bangladesh, several measures must be implemented. Firstly, there is a necessity for enhanced
consumer education to close the divide between awareness and readiness to pay. Secondly, the
industry should keep innovating, especially in the use of technology to improve transparency and
engage consumers. Lastly, cooperation among the government, industry participants, and global
partners will be essential in tackling challenges and expanding sustainable practices throughout
the industry. Although the path towards green branding in Bangladesh's RMG sector is still in its
nascent phase, this research's results suggest it carries considerable potential. By adopting
sustainable marketing strategies, the industry can not only boost its competitiveness on a global
scale but also foster a more sustainable and just future for all involved parties.
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5. CONCLUSION

The investigation into green branding within Bangladesh's Ready-Made Garments (RMG) sector
highlights a vibrant convergence of sustainability and market strategy. As the worldwide demand
for ethically manufactured and eco-friendly products escalates, green branding has emerged as an
essential instrument for the RMG industry. This strategic transformation not only bolsters brand
reputation but also resonates with the increasing consumer inclination toward sustainable
practices. The results of this study emphasize that despite challenges like elevated costs, the
necessity for consumer education, and competitive pricing, the long-term advantages of green
branding are irrefutable. Firms that have adopted sustainable marketing are not only securing a
competitive advantage in global markets but are also cultivating greater consumer loyalty and
brand equity. To fully harness the potential of green branding, the industry must concentrate on
surmounting existing obstacles through innovation, collaboration, and an unwavering commitment
to sustainability. This entails utilizing technology to enhance transparency, boosting consumer
engagement, and ensuring that sustainable practices are embedded as core business values rather
than merely a marketing tactic. In summary, green branding in Bangladesh's RMG industry
transcends being a mere reaction to market trends as it serves as a pathway to sustainable growth,
global competitiveness, and a more accountable future. By persistently investing in sustainable
marketing, the RMG sector can significantly influence the evolution of a more sustainable global
fashion industry while solidifying its position in the future of global commerce.
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