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ABSTRACT:

In recent years, sustainability has emerged as a strategic measure in addressing various social
and environmental challenges associated with the fashion industry. It is expected of brands to
demonstrate ethical, environmentally responsible practices and total transparency in their com-
munications. Despite the increased efforts of fashion companies to embrace sustainability val-
ues, these efforts remain undervalued, particularly in the luxury sector. The present thesis ex-
plores the influence of sustainability initiatives on consumer perception and purchase intention.
The analysis is grounded in a qualitative approach, with a case study on Golden Goose, an Italian
luxury fashion brand recognised and awarded for its craftsmanship and sustainable innovation.
It is based on seven semi-structured interviews conducted with a sample of seven Italian con-
sumers of the brand. The data were collected via video calls and then analysed using thematic
analysis, with the aim of identifying patterns related to brand trust, brand value and purchase
intention.

Theoretically, the research is grounded on a series of interdependent concepts including corpo-
rate sustainability, stakeholder theory, brand trust, perceived value, and greenwashing. Litera-
ture emphasizes that sustainability can make a brand image stronger and also promote customer
loyalty; however, both benefits happen if actions are well explained and perceived as genuine.
Transparency, credibility, and consistency are therefore crucial. The findings of this study agree
with these points: although Golden Goose has launched significant sustainability actions—most
notably the Yatay Model 1B and the Forward Store—buyer awareness of such activities was gen-
erally poor. This gap between the brand's strategic measures and consumer knowledge restricts
the potential of such initiatives to induce a good effect on the intention to purchase, underlining
the requirement for concentrated and consistent sustainability communication.

Three dimensions of trust have been identified. Firstly, the one based on direct experience with
the brand, which arises from direct contact with the product/service. Secondly, there is the trust
based on the brand's image and reputation, i.e. its positioning and the values associated with it.
Finally, there is an evolving trust, characterised by an initial attitude of openness, which then
either weakens or strengthens. The study also found that price and aesthetics play a significant
role in influencing purchasing decisions, often prevailing over considerations related to
sustainability.

In conclusion, this thesis demonstrates how sustainability initiatives can positively influence con-
sumers' attitudes towards brands and build loyalty, but this is only possible if such strategies are
reliable, transparent and emotionally engaging. This study makes a significant contribution to
the academic understanding of sustainability, branding and consumer behaviour in the luxury
fashion sector.

KEYWORDS: Sustainability, luxury fashion, brand perception, purchase intention, corporate
sustainability, greenwashing, stakeholder theory, consumer behaviour
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1 Introduction

1.1 Background of the study

In the contemporary fashion industry, sustainability has emerged as a strategic tool em-
ployed to tackle environmental and social challenges. The fashion industry is a major
global economic force, contributing significantly to employment, trade and GDP in many
countries. This is reflected in the sales of LWMH, the only group present in all major sec-
tors of the luxury industry, which reports sales of 86.2 billion euros in 2023 (LinkedIn,
n.d.). Moreover, the fashion sector has witnessed a significant surge in investments di-
rected towards digital transformation, with a pronounced emphasis on the development

of omnichannel experiences and sustainability initiatives (Tamburrino, 2025).

In 2021, the value of the top 50 investments in technology related to fashion grew by
more than 50 per cent compared to 2019, reaching $16.2 billion, according to McKinsey's
analysis of Crunchbase data (Bain & Sanchez Altable, 2022). This considerable increase
in digital investments in fashion has the potential to enhance the economic competitive-
ness of the industry, while concurrently representing an opportunity to facilitate a rapid

transition to sustainable models.

Among the industries that have faced increasing pressure to integrate sustainability into
their business practices, fashion plays a very important role. This has had a significant
impact on the environment, as evidenced by the 500,000 tonnes of plastic microfibres
released into the ocean annually, the equivalent of 50 billion plastic bottles. If current
trends continue, the fashion industry alone will account for 25% of the world's carbon
budget by 2050. In 2018 alone, the fashion industry generated 2.1 billion tonnes of
greenhouse gas (GHG) emissions. Moreover, it is a sector that continues to be associated
with the exploitation of child labour, with an estimated 170 million children involved in

its supply chain (Fashion Takes Action, n.d.).



A survey of global CEOs offers further insight into how industries, such as the fashion
industry, are embracing sustainability as part of their business model. Accenture, in col-
laboration with the Global Compact, is also conducting a global survey. The objective of
this survey is to ascertain the extent to which companies have evolved over time through
the adoption of sustainability actions. The 2023 survey revealed that 61% of CEOs are
integrating sustainability into their core business strategy, perceiving it as an integral
component rather than a marginal concern. In contrast, 37% are adopting circular econ-
omy models to enhance resource reuse (United Nations Global Compact & Accenture,

2023).

Moreover, Marco Tronchetti Provera, Executive Vice President and CEO of Pirelli & C.
S.p.A., emphasised that in the past, the focus of competition between companies was
on the cost of products or their performance. However, in the current era, customers are
attributing increasing importance to sustainability, considering it to be a pivotal element
in the purchasing phase. Consequently, companies are required to demonstrate a con-
sistent commitment to sustainability in order to meet the needs and expectations of to-
day's consumers (United Nations Global Compact & Accenture, 2023). Therefore, as as-
serted by 68% of CEOs, customers emerge as the primary stakeholders influencing com-

panies' sustainability strategies.

Despite the global commitment among CEOs and companies to sustainability, as evi-
denced by the findings of the Accenture study, a meticulous examination of the Italian
market discloses a discrepancy between consumer expectations and the practices
adopted by companies in this area. Perrone (2023) observes a discrepancy between the
expectations of Italian consumers and the practices of companies in the field of sustain-
ability. A survey of 400 SMEs and 400 consumers revealed that almost 80% of consumers
expressed a desire to purchase from brands with sustainability policies, yet less than half

of Italian companies have invested in that field.



The research also demonstrates that consumers are becoming increasingly attentive to
certain aspects of sustainability, such as packaging (71.4% of preferences), as they want
a clear reduction of waste in this area, and logistics (52.7% of preferences), as consumers
prefer eco-friendly means of transport and also that companies are able to optimise de-

liveries in order to reduce environmental impact (Perrone, 2023).

Recent studies have revealed an increased interest among consumers in sustainable
practices, which is not limited to e-commerce but also extends to other areas, such as
fashion. Sustainable fashion has been positioned as a possible solution to issues such as

pollution, fighting sweatshop labour, and energy conservation (Busalim et al., 2022).

1.2 Research question and objective of the study

The present study aims to examine firms’ brand sustainability initiatives and their influ-
ence on consumers’ perception and purchasing behaviour. Several factors highlight the
relevance of this study, including the increasing emphasis on sustainability by the luxury
fashion industry. It is vital for brands to understand how their initiatives influence con-
sumers in order to align luxury with environmental responsibility. Furthermore, con-
sumer purchasing behaviour is relevant in this context, as consumers are increasingly
influenced by ethical and social factors when purchasing goods and services. Conse-
qguently, companies could learn how to improve their marketing to make their products

more attractive.

A preliminary investigation into sustainability, brand perception, and consumer behav-
iour in different markets and segments has already been conducted (Dyllick & Hockerts,
2002; Grubor & Milovanov, 2017). This study makes an important contribution to the exist-
ing academic literature on the subject, as the results provide empirical evidence to sup-
port these theories when applied to the fashion industry, more specifically the luxury

sector, where there has been a lack of research in this area. This lacuna in the extant



literature is of considerable significance, particularly in terms of its implications for com-
panies seeking to formulate sustainability strategies that are congruent with the expec-

tations and needs of consumers.

Accordingly, the main research question is:

How do brand sustainability initiatives influence consumers' brand perception and

purchase intention?

To answer the above research question, a case study of Golden Goose will be applied.
Golden Goose, an Italian luxury brand founded in 2000 in Marghera, Italy, has integrated
sustainability into its values of uniqueness, craftsmanship and timelessness. This com-
mitment is exemplified by the Yatay Lab project, for which the brand was honoured at
the CNMI Sustainable Fashion Awards 2024 at La Scala Theatre in Milan on 22 September
2024. This award underscores the brand's dedication to mitigating its ecological footprint,
thereby serving as a noteworthy case study for examining the nexus between sustaina-

bility and consumer perception (Golden Goose, 2025).



2 Literature review

2.1 Corporate sustainability

According to Falzarano (2020), a critical analysis of the United Nations’ (UN) Agenda
2030 provides a comprehensive understanding of the concept of sustainable
development. In 2015, the UN established the 17 Sustainable Development Goals (SDGs),
a global framework aimed at promoting economic, social and environmental
development. The establishment of these goals followed a period of several decades
during which UN developed sustainable plans. A notable example of this was the 1992
Earth Summit in Rio de Janeiro, which resulted in the adoption of Agenda 21, an action
plan designed to safeguard the environment and enhance human well-being: this
established the basis for the incorporation of sustainability into a variety of global
policies. Another significant development was the Johannesburg Declaration on
Sustainable Development and the Plan of Implementation, which was adopted in South
Africa in 2002 with the aim of reaffirming the responsibility of humans to preserve the

planet (United Nations, n.d.).

According to the definition established by the Brundtland Report (1987), sustainable de-
velopment can be defined as “development that meets the needs of the present without
compromising the ability of future generations to meet their own needs” (United Na-
tions, n.d.). The 2030 Agenda and the SDGs are recognised as an advancement of this
principle, translating it into quantifiable goals that can guide both governments and busi-
nesses. In particular, for companies, the SDGs are an essential strategy for defining their

priorities, ensuring that they meet the expectations of both consumers and stakeholders.
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This concept has given rise to numerous definitions in the literature. One important area
of application is the corporate sector, where sustainability is framed as corporate sus-
tainability. As articulated by Falzarano (2020), the concept of the interdependence of

the various objectives is as follows:

The social, economic and environmental dimensions are intricately intercon-
nected and interdependent, signifying that no development-related practices,
measures, policies or initiatives are exclusively aligned with a single dimension.
While there is no hierarchical relationship between them, the interdependence
tilts the balance towards a human-needs-oriented ethical perspective, in which
environmental protection is not so much an objective in itself, but rather a
means to find ways of development that are both viable and sustainable. (p.
145)

For instance, Szekely & Knirsch (2005) described sustainability for business as a means
by which sustainable economic growth can be fostered, thereby strengthening corporate
reputation and ensuring a high quality of products and services. This implies both the
adoption of ethical business practices and the commitment to create environmentally

friendly jobs and to promote stakeholder welfare (Montiel & Delgado-Ceballos, 2014).

Furthermore, Porter & Kramer (2011) proposed the concept of shared value, which is
based on company activities that enhance efficiency and the social and economic condi-
tions of the societies in which it operates. This definition underscores the notion that

economic value can be created through social improvement.

Conventionally, within a capitalist paradigm, corporate entities have exhibited a predom-
inant focus on pursuit of profit growth, often neglecting the consideration that such
practices may lead to adverse outcomes, including but not limited to unemployment and
diminished competitiveness over time. By transcending this conventional capitalist per-
spective on profit and embracing a more comprehensive understanding of shared value,
the so-called crisis can be effectively overcome. The concept of shared value underscores
the symbiotic relationship between commercial enterprises and their respective com-

munities. Businesses require a robust community foundation to facilitate growth, while
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communities depend on businesses to ensure their economic vitality and employment
prospects. In summary, shared value establishes a connection between business success
and social progress, thereby creating new opportunities for innovation and addressing

the ever-evolving needs of modern society (Porter & Kramer, 2011).

Therefore, the concept of corporate sustainability aims to achieve a balance between
the needs of all stakeholders. This is demonstrated by the necessity of ensuring fair em-
ployment for people, providing quality products to customers and protecting the envi-
ronment. This commitment is characterised by a dedication to environmental protection,
the responsible utilisation of resources, and the promotion of a positive social impact. A
review of the existing literature reveals a definition of corporate sustainability that is

analogous to that of “sustainable development”:

Corporate sustainability can accordingly be defined as meeting the needs of a
firm’s direct and indirect stakeholders (such as shareholders, employees, clients,
pressure groups, communities etc), without compromising its ability to meet
the needs of future stakeholders as well. (Dyllick & Hockerts, 2002, p. 131)

As is demonstrated by the definition of corporate sustainability, the primary element is
the balancing of all stakeholder needs. The Stakeholder Theory provides a framework for
understanding and managing stakeholder relations effectively. As Freudenreich et al.
(2020) describe, the existence of synergy between all stakeholders is a prerequisite for
the creation of value. “Value in the context of business models—understood as a port-
folio or blend of different forms of value—is therefore created jointly by and exchanged
between the focal business and its stakeholders” (Freudenreich et al., 2020, p. 8).

As Freudenreich et al. (2020) describe, in order to achieve both sustainable development
and shared value, one can refer to the framework Business Models for Sustainability

(BMfS), which identifies four principles:

| “All relevant stakeholders are engaged in identifying and solving sustainability issues as

part of a business model for sustainability’s value creation processes.” (p. 11)
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I “The joint purpose of a business model for sustainability is directed toward sustainable
development and explicitly refers to stakeholder contributions to achieve this purpose.”
(p. 12)

[l “A business model for sustainability aligns stakeholder interests to contribute effec-
tively to sustainable development, in particular by integrating the ecological, social, and
economic value stakeholders receive.” (p. 12)

IV “Business models for sustainability embody an integrated perspective of ethical and

business considerations in their value creation with and for stakeholders.” (p. 12)

It is therefore possible to combine these prepositions with the preceding statements, as
the active involvement of stakeholders in the resolution of sustainability issues can be
aligned with the concept of corporate sustainability as the satisfaction of all stakeholders,
as posited by Dyllick & Hockerts. Consequently, Porter & Kramer's shared value is con-
gruent with the 'common purpose' of BMfS, thereby facilitating both corporate success
and social progress. It is also important to emphasise how more sustainable value is also
created by aligning stakeholder interests (Freudenreich et al.) with different types of val-
ues, such as ecological, social and economic. Finally, Szekely & Knirsch's work on ethical
business practices in sustainability among companies, which should also be added to by
ethical engagement with stakeholders in order to achieve both economic and social sus-

tainability, is also relevant.

In conclusion, the analysis of value streams within stakeholder relationships is crucial to
measure the success of a sustainable business model, ensuring that it always succeeds

in contributing to sustainable development.

Having examined theories and practices of corporate sustainability, attention now turns
to a real-world example that highlights its implementation in the luxury fashion industry:
Stella McCartney, a British brand founded in the early 2000s. The strategy of the brand
will be broken down into key points, including sustainable materials, environmental im-

pact reduction, ethics and responsibility.
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The brand's use of sustainable materials, including MIRUM®, a vegan leather free of plas-
tic, fossil fuel and water, and ECONYL, a nylon regenerated from oceanic plastic waste, is
well-documented. In addition, Stella McCartney has initiated a regenerative agriculture
project with the SOKTAS farm in Turkey that produces certified regenerated cotton. In
2022, the brand launched its inaugural fully circular product: a mono material parka with
Econyl, designed for disassembly if returned through Stella McCartney's take-back

scheme.

The brand is implementing concrete measures to reduce its CO2 emissions and contrib-
ute to the global effort against climate change, adopting a transparent approach and
setting targets in line with the Science Based Targets initiative (SBTi), with the objective
of achieving net-zero emissions by 2040.

Finally, the brand demonstrates a commitment to gender equality, with women account-

ing for 80% of its workforce and women occupying 73% of managerial positions.

The brand in question has adopted a communicative approach with regard to its com-
mitment to traceability and promotion of transparency. In collaboration with the United
Nations Economic Commission for Europe (UNECE) and SOKTAS, a project has been ini-
tiated with the objective of developing and applying blockchain technology across the
supply chain in its entirety in order to provide support for the implementation of regen-
erative agricultural practices. Furthermore, an SMC Corporate Social Responsibility and
Human Rights 2030 strategy was initiated in 2021, which focuses on four pillars: fair pur-
chasing practices, transparency and traceability of brand supply chains, empowerment

of people and finally positive social impact (Stella McCartney, 2023).

2.2 Brand sustainability strategy
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In the contemporary era of geopolitical tensions and increasing focus on sustainability,
companies are increasingly compelled to consider social and environmental factors in
their strategic decision-making processes, in addition to the maximisation of profit. This
has led to the development of brand sustainability strategies. Brand sustainability en-
compasses all economic, social and environmental factors that exert a substantial influ-
ence on brand image and consumer preferences. Contemporary brand consumers are
acutely aware of, and therefore pay particular attention to, environmental and social is-
sues, and are predisposed to patronise brands that engage in responsible business prac-

tices (Aripin et al., 2023).

The brand offers a unique value proposition to the consumer by advocating for issues
that extend beyond the brand itself, thereby fostering a symbiotic relationship between
the brand and the consumer. The brand's success is contingent on the consumer's ena-
blement, and in turn, the brand exerts a significant influence on consumer behaviour

(Grubor & Milovanov, 2017).

Branding has become "the story of belonging and pervasion", as it enables con-
sumers to express their interests, attitudes, preferences and overall personality
through brands they use. Moreover, they are trustworthy source of information
and great mediator in education end occupation of large group of consumers
which, when create community of a brand, can be very influential force in society.
(Grubor & Milovanov, p. 80)

For brand influence to be effective, it is essential to build consumer trust, so they are
more likely to support the brand. A concrete commitment to sustainability is one of the
main ways of achieving this. A study by Deloitte conducted in March 2024 in Italy, titled
"Il cittadino consapevole - Il valore del trust nelle scelte di consumo sostenibile" ("The
aware citizen - The value of trust in sustainable consumption choices"), explores the
growing perception of sustainability as a pivotal element in consumer trust and loyalty,
thereby fostering the emergence of green trust. The study found that 90% of Italians
believe that it is the responsibility of companies to contribute to the fight against climate

change, while 60% have started working for companies that demonstrate strong social
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and environmental sustainability. This indicates that the target population is highly at-

tentive to sustainability.

A significant proportion of the sample expressed heightened trust in companies that dis-
close their sustainability goals, underscoring the efficacy of transparency and communi-
cation in fostering brand loyalty. Notably, 48% of the sample spontaneously placed trust
in brands, a sentiment that would require significant damage to be undermined. Con-
versely, 40% maintained that trust in a brand must be meticulously earned and cultivated
over time. The data indicates that the majority of respondents, predominantly Gen Zand
Millennials, recognise the existence of a trust bond with brands. However, this does not

necessarily translate into increased purchasing behaviour.

It has been demonstrated that an organisation's position on Environmental, Social and
Governance (ESG) issues has the potential to engender a substantial increase in the level
of trust experienced by consumers. In order to establish long-term and stable relation-
ships with consumers, brands must inspire a sense of trust, and it is in this context that
sustainability plays a pivotal role (Deloitte, 2024). Sustainability is becoming an increas-
ingly important factor in the competitive landscape. An increasing number of consumers
are expressing a keen interest in environmentally friendly alternatives, thereby effecting

a transformation in their perception of brands.

Despite the growing interest in sustainability, research indicates a discrepancy between
consumer attitudes and their purchasing behaviour. Conversely, sustainability is emerg-
ing as a pivotal brand differentiator, with companies leveraging this as a strategic ad-
vantage to gain competitive advantage. It is evident that businesses are increasingly rec-
ognising the importance of sustainability as a strategic advantage, not just a corporate
responsibility. This shift in perspective is driven by the understanding that sustainability
is not just a social responsibility but also a strategic advantage, allowing companies to
differentiate themselves in a crowded market. Consequently, even at higher prices, en-

vironmentally conscious customers and other market segments are willing to purchase
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the product, underscoring the value of sustainability in brand management (Grubor &

Milovanov, 2017).

In order to maintain customer trust, it is essential that sustainability-based differentia-
tion is supported by tangible actions and verifiable data. According to the results of the
study conducted by Deloitte (2024), 28% of Italians consider the absence of accredited
eco-sustainable certifications to be an obstacle to sustainable purchases. Furthermore,
40% of respondents indicated that they would be willing to consider switching their pre-
ferred brand if there was a lack of transparency in communication. Consequently, a pro-
nounced dedication to sustainability enhances both its perception and long-term loyalty

(Deloitte, 2024).

Consequently, the growing importance of sustainability in contemporary corporate strat-
egies underscores the need for a dynamic approach to brand management that adapts
to market shifts and evolving consumer expectations. Sustainability has evolved from an
ancillary value to the foundation of modern corporate strategy, profoundly impacting
both theoretical frameworks (e.g., brand management theories) and practical applica-

tions (e.g., marketing and operational decisions) (Grubor & Milovanov, 2017).

In order to emphasise the notion of sustainability as a component of corporate respon-

sibility, the following citation is provided:

“Businesses can not succeed in societies that fail. (...) With liberty comes respon-
sibility.

Sustainable brands have the heritage, ability and drive to bring this alive.” (Grubor
& Milovanov, p. 80)

However, there are companies that claim to be committed to sustainability by creating
an ecological image, without actually changing their production processes. This phenom-

enon is known as “greenwashing”.
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According to Jay Westerveld, the term “greenwashing” first appeared in 1986, when ho-
tels started asking their guests to reuse towels, claiming that this technique would be
necessary to save water. However, it was discovered that this technique had no signifi-
cant environmental impact (Pearson, 2010). In contemporary society, characterised by
the proliferation of green markets, there has been a disproportionate increase in cases

of greenwashing, which has led to a trust deficit among consumers (Nyilasy et al., 2014).

It is imperative that the information presented on product packaging is verifiable by any
interested party and certified, to avoid engendering distrust in the brand. This would
potentially erode the trust relationship that has been established over time and ad-
versely impact the company's performance (Deloitte, 2024). The capacity to verify claims
pertaining to sustainability is of particular relevance to consumers. Indeed, the survey
conducted by Deloitte (2024), revealed that 90% of Italian consumers expressed a desire
for comprehensive information regarding the criteria that define a sustainable product,

along with access to verifiable and tangible data.

The Italians interviewed identified the most egregious forms of greenwashing as the dis-
semination of false information (35%), the counterfeiting of certificates (35%), and the
use of images or language intended to imply the existence of third-party certification
(24%). Furthermore, it is noteworthy that the most prevalent cases of greenwashing, as
perceived by Italians, are associated with the emphasis placed on a solitary, non-essen-
tial sustainable attribute of a product (26%) and the utilisation of informal language in
product descriptions (24%). In aggregate, these observations suggest that Italians per-
ceive greenwashing as a practice that may bear illegal consequences and ascribe this to

two primary sectors: food (29%) and fashion (15%) (Deloitte, 2024).

It is evident that greenwashing has the potential to engender adverse externalities that
could impede the green transition of the country as a whole. Indeed, the Deloitte’s (2024)

survey revealed that 25% of Italians expressed a willingness to discontinue the purchase
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of sustainable products and services from a specific brand that employs environmental-
ism as a facade. In light of the escalating prevalence of greenwashing, the European Par-
liament enacted the Directive (EU) 2024/825 in February 2024, thereby introducing a
series of prohibitions and obligations pertaining to transparency in the domains of sus-
tainability and environmentalism. This directive resulted in the integration of novel pro-
visions within the Consumer Code, aiding the identification of misleading practices and

contributing to the mitigation of greenwashing (European Union, 2024).

In 2015, Good On You was developed as a smartphone application that collates and anal-
yses data on fashion and beauty brands, with the objective of providing consumers with
a comprehensive and accessible overview of brand sustainability. By leveraging the ex-
pertise of professionals from various fields, including activism, fashion, beauty, science,
and development, Good On You aims to facilitate informed consumer choices and pro-
mote the adoption of sustainable practices within the fashion and beauty sector. This
development in the fashion and beauty industry is spearheaded by activists, fashion and
beauty professionals, scientists, writers and developers, united in their mission to effect
change. The collective efforts of these professionals contribute to Goal 12 of the SDGs,
“Ensure sustainable patterns of production and consumption”, thereby setting the foun-

dation for an increasingly sustainable and fair fashion industry (Good On You, n.d.).

In this study, two cases of greenwashing in the fashion industry will be examined. The
cases in question are those of fast fashion and accessible luxury, which have caused a
stir among consumers in recent years. The first case is that of Coachtopia, a sub-brand
of Coach that presents this very initiative as a way to accelerate the transition to a circu-
lar economy by claiming to produce upcrafted leather products, i.e. waste from the pro-
duction of leather bags. Tanner Leatherstein, a leather expert and content creator on the
social media platform TikTok, has exposed the brand by analysing the Coachtopia Ergo
shoulder bag. The leather expert discovered that the outer layer of the bag was made of

plastic after applying acetone to the product. Furthermore, Leatherstein corroborates in
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the video that both the nomenclature and the descriptions are highly misleading. Con-
sequently, consumers are confronted not only with substandard merchandise, but also
with a lack of transparency (Underwood, 2023). Consequently, Coach opted for a strat-
egy of creating an illusion of transparency towards its customers, disseminating the no-
tion that it prioritises profit over people. The Coachtopia example serves as a significant
lesson for all companies aspiring to adopt an eco-friendly approach (Barberi & Fong,

2024).

In the context of fast fashion, Zara launched a limited-edition line of “sustainable fashion”
in 2022, comprising garments manufactured from polyester created from captured car-
bon emissions. Rather than encouraging consumers to purchase fewer items, the brand
is leveraging sustainability to mitigate consumer guilt. The collection, as claimed by the
brand, captures and reuse carbon emissions from industrial processes, thereby reducing
the direct release of these emissions into the atmosphere. This innovative technique is
known as LanzaTech by Zara. However, it must be noted that the fibres utilised in the
production of these garments are not exclusively derived from captured carbon. Indeed,
the “sustainable” fibre constitutes a mere 20 per cent of the final polyester composition,
with the remaining percentage being Purified Terephthalic Acid. This phenomenon can
be interpreted as indicative of a culture that fosters clothing consumerism, thereby
enabling Zara to perpetually produce substantial quantities of garments destined for a
relatively brief period of utilisation. It should be noted, however, that the LanzaTech pro-
ject does not entirely disregard the environmental impacts of Zara's production model.
As Revolution's creative director asserts, there is a necessity to enhance the living con-
ditions of the workers in the supply chain and to curtail excessive production. The pro-
ject's approach is characterised by its superficiality and the creation of a misleading im-
pression of progress, effectively deceiving well-intentioned consumers through a prac-

tice of “greenwashing” (Leach, 2022).

In contrast to the phenomenon of sustainability cover, many companies distinguish

themselves by their genuine and concrete commitment to social and environmental
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causes, a phenomenon known as brand activism (Sarkar & Kotler, 2018). This is defined
as “the business efforts to promote, impede, or direct social, political, economic and/or
environmental reform with the desire to improve society” (Sarkar & Kotler, 2018, p. 468).
Brand activism can be situated between the realms of politics and marketing, as brands
engage with sensitive issues (Klostermann et al., 2022). This phenomenon is perceived
by brands as an opportunity to differentiate themselves from competitors by creating
value for all stakeholders (Schmidt et al., 2022). However, the efficacy of brand activism
as a strategic approach is not without contention. On the one side of the debate, stake-
holders are increasingly demanding that companies make a greater societal contribution
(Bhagwat et al., 2020). On the other side, there is the possibility that stakeholders may
not respond positively to activism (Johnson et al., 2022). Brand activism is manifested
through advertising, social media, public relations and other visible means (Korschun,
2021). It is a strategy characterised by elements of risk and uncertainty (Bhagwat et al.,
2020). Therefore, if analysed and implemented poorly, it can easily generate negative
effects on the company's reputation (Dodd & Supa, 2014).

A crucial factor in the success of any brand activism strategy is the ability to align brand

communication with corporate practices (Ahmad et al., 2022).

The following case study, drawn from the fashion industry of 2017, aims to provide a
clearer understanding of the concept. Since that year, feminism has become a prominent
trend, even being emblazoned on t-shirts in bold lettering. Notably, Maria Grazia Chiuri,
the inaugural female designer at the helm of the Maison Dior, made her debut on the
catwalks donning a simple white t-shirt bearing the slogan “We should all be feminists”.
This slogan is derived from a quote by the writer Chimamanda Ngozi Adichie, a promi-
nent figure in the struggle against sexism. The T-shirt, which was available in a limited
edition for 550 euros, has been worn by numerous international celebrities, including
Natalie Portman, Charlize Theron, Rihanna and Ariana Grande. From the outset, Dior's
design faced significant criticism, failing to emerge as a genuine symbol of social equality.
In response to this criticism, Dior announced that they would donate part of the pro-

ceeds from the sale of the T-shirts to Rihanna's charity foundation (Ignazzi, 2017).
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Another notable campaign that exemplifies brand activism is the one initiated by Pata-
gonia for Black Friday 2011. The campaign, titled 'Don't buy this jacket', involved the
purchase of a full-page advertisement in the New York Times by the brand. The adver-
tisement showcased one of Patagonia's most iconic jackets, accompanied by a poster
and a set of instructions. The objective of this initiative was to raise awareness among
consumers regarding the environmental impact of production, highlighting the signifi-
cant quantities of water and CO2 emissions necessary for the creation of a single jacket.
The campaign also sought to underscore the durability and quality of Patagonia's prod-
ucts, emphasising their longevity and resilience. The campaign was a resounding success,
with sales doubling within a year and the company reaching an estimated value of $3
billion. This remarkable achievement demonstrates the efficacy of combining sustaina-
bility with economic viability, setting a benchmark for other brands to emulate (ONEarth,

2024).

2.3 Brand value

The concept of brand value is linked to consumer perception and trust, which are related
to brand sustainability. As previously discussed in Chapter 2.2, the fostering of brand
loyalty through genuine sustainability commitments has been demonstrated to engen-
der consumer loyalty. Consequently, this loyalty becomes a pivotal component of the

perceived brand value.

Consumer attitude is a pivotal factor in determining the value of a particular brand. Em-
pirical studies have demonstrated a positive correlation between customer attitude and
brand loyalty (Eren-Erdogmus & Budeyri-Turan, 2012). Conversely, a low attitude cou-

pled with a low purchase frequency indicates an absence of loyalty (Lee & Back, 2009).
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One of the fundamental elements that contributes to the definition of a brand's value is
its perceived quality, which, according to Zeithaml (1988), is defined as the judgement a
consumer makes on the excellence of a product, based on several indicators, such as
extrinsic, intrinsic, appearance and performance. Intrinsic indicators refer to the physical
qualities of the product, while extrinsic indicators refer to factors such as price, advertis-
ing and brand name. It is possible to distinguish between objective quality, which is
based on the product's intrinsic characteristics, and subjective quality, which is based on

the consumers’ perceptions of the product's quality (Molina et al., 2009).

According to Zeithaml (1988), when consumers perceive a product to be of a high quality,
they tend to develop a more positive attitude towards the brand, thereby increasing the
value attributed to the brand and improving its image. Perceived value is defined as the
evaluation that a consumer makes of a product or service, based on its characteristics
and its ability to satisfy a need (Yu & Lee, 2019). In summary, consumers consider a prod-
uct or service to be useful based on their perception of what they receive and what they
give in return. Perceived value, therefore, depends on the comparison between the ben-

efits received from a good and the effort required to obtain them.

It is widely acknowledged that consumers are willing to pay higher prices for products
and services that offer a higher perceived value, as long as they believe that the benefits
received will be commensurate with the effort invested (Yu & Lee, 2019). The perceived
value of a brand is determined by factors such as perceived quality, customer loyalty,
brand personality and brand prestige. The luxury sector is one in which perceived brand
value is of particular importance, as it serves as a justification for the high price that

consumers are willing to pay.

A notable illustration of this phenomenon is observed in the case of Birkin bags by
Hermes, which, despite their price range of €10,000 to €100,000, continue to experience
high demand. This phenomenon can be attributed to the high value attributed to the

brand by consumers, largely attributable to specific factors. Primarily, this is attributable
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to the meticulous craftsmanship that underpins the production of such goods, with arti-
sans undergoing an extensive five-year training programme to master their craft. The
exclusivity of the product is also a contributing factor, due to the limited production runs,
which means that even the most regular customers of Hermes do not have the option
of simply entering a boutique and selecting an item immediately. Finally, the Birkin bag
is widely regarded as a status symbol within the fashion industry, frequently associated

with prominent figures (Sotheby's, n.d.).

It has been demonstrated that consumers may hold divergent perceptions regarding the
quality of similar products and services (Hyun & Kim, 2011). Consequently, these varying
perceptions may result in the cultivation of disparate attitudes according to the per-

ceived quality.

Another characteristic that contributes to brand value is its personality, defined as the
way in which a brand takes on human characteristics and creates an emotional connec-
tion with customers, as brands become real symbols with a precise identity (Aaker, 1997).
This phenomenon occurs because consumers do not merely purchase products or ser-
vices, but also the experiences and meanings that the brand represents (Keegan et al.,
1995; Aaker, 1997; Keller, 2001). Through the brand personality, whether it be sincerity,

competence, or robustness, consumers are enabled to express themselves (Aaker, 1997).

Sirgy (1985) identifies two phenomena related to brand personality: real congruence and
ideal congruence. Real congruence is defined as the manner in which the brand reflects
the consumer's actual self-image, whereas ideal congruence refers to the identity to

which the consumer aspires.

A good example is the luxury fashion brands Chanel and Off-White. Chanel embodies the
image of women and men who identify with or aspire to a sophisticated, timeless, pres-
tigious image. The brand's colour palette, predominantly featuring black and white,

along with its emphasis on femininity, further reinforces its identity. Its personality is
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elegantly and authoritatively refined and luxurious (ResearchProspect, n.d.). On the
other hand, Off-White is aimed at young people who want to stand out and break the
mould, often part of the streetwear culture. The brand's visual identity is characterised
by bold graphics, direct messages and a strong visual impact. The Off-White brand is

known for its rebellious, contemporary, ironic and provocative nature (Liu, 2023).

Prestige has been shown to play a pivotal role in determining the value that consumers
ascribe to a brand. This value is reflected in the quality of the product or service, as well
as its social status, and thus influences purchase choices. As Fuller et al. (2006) demon-
strate, there is a correlation between prestige and consumers' motivation to obtain a
positive social identity, and consequently, to acquire products that denote a certain sta-
tus. This phenomenon is particularly evident in the luxury market, where the ownership

of a productis primarily concerned with the impact it has on the consumer's social image.

Furthermore, Baek et al. (2010) studied the link between brand prestige and consumer
purchase intention. This study posits that there is a close correlation between the two
assumptions, on the grounds that the more prestigious a brand is considered to be, the
more confident people feel in their choice, as they associate it with quality, exclusivity

and status.

It is evident that brand value is determined by the interaction of several components,
including perceived quality, brand personality, prestige and customer loyalty. These ele-
ments reinforce each other: for example, a high perceived quality can strengthen brand
prestige, a strong brand personality can increase the emotional bond, encouraging loy-
alty. When these components are aligned and communicated in an effective manner,
they contribute to the creation of a compelling image and an increase in the perceived

value of the brand.

2.4 Summary of Literature Review
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Table 1 provides an overview of the most relevant studies cited in Chapter 2, thus facili-

tating identification of the current knowledge and theories in the literature.

Table 1. Summary of Theoretical Contribution Cited in the Literature Review.

Theory/Concept

Sustainable Development

Agenda 2030 and SDGs

Interdependence of Dimen-
sions

Ethical Business Practices

Shared Value

Corporate Sustainability

Stakeholder Theory

Business Models for Sustain-
ability (BMfS)

Brand Sustainability Strategy

Author(s)

Brundtland Report (1987)

United Nations (2015)

Falzarano (2020)

Szekely & Knirsch (2005);
Montiel & Delgado-Ceballos
(2014)

Porter & Kramer (2011)

Dyllick & Hockerts (2002)

Freudenreich et al. (2020)

Freudenreich et al. (2020)

Aripin et al. (2023)

Main idea
“Development that meets
the needs of the present
without compromising the

ability of future generations
to meet their own needs.”
A global framework aimed at
promoting economic, social
and environmental develop-
ment through 17 intercon-
nected goals.

Social, economic and envi-
ronmental goals are interde-
pendent.
Sustainability for businesses
involves the adoption of eth-
ical practices, the creation of
environmentally friendly jobs
and the promotion of stake-
holder welfare.
Companies can create eco-
nomic value while improving
the social and economic con-
ditions of the society in
which they operate.
Meeting the needs of all
stakeholders, without com-
promising the future ones.
Creating value for the busi-
ness through the synergy of
all stakeholders.

A practical framework that
aligns all stakeholder needs
and values.
Companies pay attention not
only to economic factors, but
also environmental and so-
cial ones, because customers
are increasingly choosing
brands that care of these is-
sues.
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Brands can act as social
Brand as relationship builder = Grubor & Milovanov (2017) @ agents, influencing buyer be-

haviour and building trust.

Brand as identitv and be- Brands allow customers to
Iongingy Grubor & Milovanov (2017) express themselves and feel

part of a community.
Trust in brands increases
Green trust Deloitte (2024) whgn tk'l('ey (':leclare their sus-
tainability in a transparent
and certified manner.
Companies also see sustaina-

Strategic sustainability posi- bility as a competitive ad-
8 o yp Grubor & Milovanov (2017) vantage to differentiate
tioning .
themselves in the market-
place.

It’s the judgement a con-
sumer makes on the excel-
Perceived quality Zeithaml (1988) lence of;.a pr‘oduct, based on
several indicators, such as
extrinsic, intrinsic, appear-
ance and performance.
It’s the evaluation that a con-
sumer makes of a product or
Perceived value Yu & Lee (2019) service, based on its charac-
teristics and its ability to sat-
isfy a need.
It’s the way in which a brand
takes on human characteris-
tics and creates an emo-
Brand personality Aaker (1997) tional connection with cus-
tomers, as brands become
real symbols with a precise
identity.
Real congruence is indicative
of the consumer's authentic
Real vs. ideal congruence Sirgy (1985) identity, \{vhereas !deal con-
gruence is reflective of the
identity that the consumer
aspires to possess.
The association between a
prestigious brand and ele-
Prestige and status Fuller et al. (2006); Baek et vated social status signifies
al. (2010) the utilisation of such brands
as instruments for the asser-
tion of one's social identity.
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3 Research Methodology

3.1 Research Design

This study explores consumers' perceptions in the context of sustainability initiatives.
Due to the complexity of quantitatively analysing people's reactions to specific initiatives,
a qualitative approach was adopted for this thesis. This methodological decision enabled
a comprehensive investigation into consumers' experiences, facilitating a deep under-
standing of their perceptions. Moreover, given the complexity of sustainability brand
development initiatives, a case study approach was adopted to systematically collect
and analyse data, a strategy that is widely regarded as a cornerstone for studies that

require a thorough examination of a particular phenomenon (Saunders et al., 2023).

As defined by Taylor et al. (2015), researchers in qualitative methodology adopt a holistic
perspective, encompassing a comprehensive understanding of individuals and their en-
vironments from multiple perspectives. This approach precludes the reduction of indi-
viduals to mere variables. The process of translating people's words, experiences and
actions into statistical equations can, according to Taylor et al. (2015), result in the loss
of sight of the human aspect. Conversely, the utilisation of a qualitative method facili-
tates the acquisition of knowledge regarding individuals' inner worlds, their suffering

and their loves.

In order to achieve an authentic understanding of people's behaviour and everyday life,
researchers adopt parallel strategies that mirror people's everyday lives, encouraging
natural and unobtrusive interactions (Rallis & Rossmann, 2012). Moreover, no elements
of social life are considered irrelevant for the purposes of study, as each context and
individual offers a unique combination of characteristics worthy of investigation. Indeed,

individuals possess a dual nature, simultaneously reflecting general social dynamics on
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one hand and possessing particularities that differentiate them from each other and pro-

vide excellent research insights on the other (Taylor et al., 2015).

The Case Study can be used to identify what is happening in the real world and why, in
order to better understand the impact and implications of the situation being explored,
using both qualitative and quantitative data (Saunders et al., 2023).

This research strategy is often subject to criticism, primarily regarding the utilisation of
small samples and the employment of qualitative research methods. However, this crit-
icism is gradually diminishing as the field of qualitative research gains greater recognition

(Saunders et al., 2023).

The present thesis employs an interpretivist approach, focusing on the comprehension
of participants' perceptions (Saunders et al., 2023). This philosophy underscores the no-
tion that humans differ from physical phenomena in their capacity to create meanings:
“Interpretivists argue that human beings and their social worlds cannot be studied in the
same way as physical phenomena, and that therefore social sciences research needs to
be different from natural sciences research rather than trying to emulate the latter.”

(Saunders et al., 2023, p. 150)

In the context of research in management, interpretivism is a philosophy that involves
analysing organisations from the perspective of different groups of people. The funda-
mental objective of this approach is to immerse the researcher in the world of the sub-
jects being examined, thereby facilitating a comprehensive understanding of their per-

spectives and experiences (Saunders et al., 2023).

3.2 Data Collection Method

In the present study, semi-structured interviews were selected as the optimal method

for data collection, given their capacity to elicit open-ended responses from participants.
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This approach facilitates the articulation of personal opinions in a profound manner, en-
abling subjects to convey their experiences in a genuine and authentic manner, employ-

ing their own language (Karatsareas, 2022).

The data of this thesis (N=7) was collected in March and April 2025 with video call inter-
views, ensuring the participation of individuals residing in distant geographical locations.
Each interview is conducted in accordance with a structured format, thereby facilitating
a systematic exploration of the key issues under investigation. Each session lasted ap-
proximately 30 minutes, during which the participants elaborated on their ideas. With
the explicit authorisation of the interviewee, the interviews were documented through

audio recording.

To ensure the anonymity of the participants, the transcripts were anonymised. All the
participants are Italian consumers who have purchased Golden Goose products, across
a range of age demographics, 29% of respondents were men and 71% women. Age of

respondents ranged from 21 to 38, the mean age was 25.
Table 1 provides a comprehensive overview of information concerning the participants,
including details pertaining to their age, gender, status and the respective languages in

which the interviews were conducted.

Table 2. Interview Participants.

Participant n. Age Gender Status Interview
Language
Participant 1 23 Female Worker and stu- Italian
dent
Participant 2 22 Female Worker Italian
Participant 3 21 Male Unemployed Italian
Participant 4 24 Female Worker Italian
Participant 5 22 Female Student Italian
Participant 6 38 Female Worker Italian
Participant 7 25 Male Worker Italian
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3.3 Data analysis

A qualitative approach was adopted for the analysis of the data, with the subsequent
interpretation of the data being conducted through the utilisation of thematic analysis.
The interviews were transcribed in full, with the personal information of the interview-

ees anonymised.

The most suitable method for such research is considered to be inductive, with thematic
analysis, through which it was possible to identify patterns and meanings in the textual

data.

Initially, a familiarisation phase was undertaken, during which trends and emerging sen-
timents were identified. Codes were then assigned to significant parts of the text using
Excel and Word in order to identify the main themes that emerged. Finally, the data were

interpreted and linked to relevant literature.

3.4 Case description

This case study focuses on Golden Goose, an Italian brand founded in 2000 in Marghera,
near Venice, with the aim of combining craftsmanship, authenticity and timeless style.
The brand has, by virtue of its 25-year existence, become a true benchmark in contem-
porary luxury, especially known for its iconic sneakers, such as the Super-Star, which ex-

press the idea of "lived-in", i.e. an imperfect and authentic aesthetic (see in Figure 1).



Figure 1. Super-Star model (Golden Goose, n.d.).

The company's international expansion currently extends to 85 countries, with a net-
work of 191 mono-brand boutiques and a global team operating in Italy, the US, Asia and
Europe. In 2024, Golden Goose achieved sales of €654.6 million, representing a 13% in-
crease from Fiscal Year (FY) 2023, with 77% of sales derived from Direct-To-Consumer
(DTC) channels, encompassing monobrand shops and the company's website. The re-
gions of Europe, the Middle East and Africa (EMEA) and the Americas were also recon-

firmed as the top-performing geographical areas (Golden Goose, 2025).

In recent years, the brand has based its philosophy on four main sustainable pillars,
which it calls the Forward Agenda:
- We Innovate: the focus should be on research and the development of new tech-
nologies for the creation of new circular materials;
- We Craft: the enhancement of Italian craftsmanship;
- We Care: It is important to always consider people and the environment;

- We Share: there is a strong commitment to community and inclusiveness.

The flagship project is the Yatay Model 1B, which is Golden Goose's inaugural trainer to
be manufactured entirely from sustainable materials (see Figure 2). It was manufactured
using bio-based and recycled materials, with the use of no petroleum derivatives. Each

shoe is accompanied by a QR code, enabling consumers to participate in a tree-planting
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initiative through the Treedom application. The production of this shoe is undertaken in
the Yatay Lab, a strategic laboratory equipped with state-of-the-art technology to pro-
duce sustainable materials of the highest quality. Within this laboratory, a multitude of
experiments are conducted, and a substantial collection of customer reviews is also gath-

ered after the various tests.

Figure 2. Yatay Model 1B (Golden Goose, n.d.)

A further initiative is the Forward Store, an innovative retail concept that promotes sus-

tainability through four services:

Repair: repairs and customises products;
- Remake: allows customers to design their own unique items, as well as customise
their products;
- Resell: physical resale platform of used Golden Goose shoes and selected cloth-
ing items;
- Recycle: collecting old items for recycling.
The aim of this initiative is precisely to extend the life cycle of products and to engage

consumers in a unique sustainable experience.

The present case study was selected on account of its distinctive approach to sustainable
fashion, making it an exemplary case for investigating possible correlations between sus-

tainability initiatives and consumer trust, purchase intention and perceived brand value.
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4 Findings

The results of this study provide insight into how consumers perceive the sustainability
initiatives of luxury brands, particularly those of Golden Goose. This section therefore
represents the insights gained from the opinions and feelings of selected consumers
when exposed to Golden Goose's sustainability initiatives. During the interviews, partic-
ipants were first asked about their general views on sustainability in the luxury sector
and their awareness of Golden Goose's initiatives. They were then presented with two
specific initiatives — the Yatay model and the Forward Store — to gather their evalua-

tions and perceptions in this regard.

4.1 Awareness of sustainability Initiatives

One of the major themes that come out from the interviews is the limited awareness of
consumers regarding Golden Goose's sustainability strategies. This means that there is a
gap between the brand's investments in new sustainability strategies and the consum-
ers' recognition of these efforts, as many consumers do not perceive the value of these
efforts or are not even aware of them. Consequently, the brand's attempts to engage the
consumer are unsuccessful. Specifically, the two initiatives referenced in the interview,
the Forward Store and the Yatay 1B model, were not well known by the interviewees.
This issue can be traced back to a significant absence of communication, and this is evi-

dent from the following statement provided by Participant 1:

“I went to the store in Milan and | got to see these things inside, and in my opinion
they are indeed very identifiable. But I'll tell you the truth, although | had been
there, | hadn't had such a detailed description as you have, which | think is a great
pity, because if they had told me inside the shop | would have been much more
interested in it. No salesperson explained to me that there were all these services
inside the store.”
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Participant 3 also provided the following statement “I follow Golden Goose on both Tik-

Tok and Instagram and I've never seen any posts about that model or the shop.”

It is evident from the data presented that Golden Goose, while undertaking investments
in sustainability, as evidenced by its involvement with the Yatay Lab and the Forward
Store, is experiencing challenges in effectively engaging consumers through its commu-
nication strategies. Referring back to the survey conducted by Deloitte in 2024, it is evi-
dent that 90 % of Italian respondents expressed a desire for clear and accessible infor-
mation regarding sustainability initiatives. The absence of such information can lead to
the failure to recognize genuine initiatives, which in turn may not influence consumer

perceptions.

It is interesting to note that, after being informed of the brand's sustainability initiatives,
the participants expressed a high level of interest in them. This suggests that the prob-
lem is not a lack of consumer interest, but rather a lack of strategic communication by
Golden Goose. Participant 1 articulated their perspective on the Forward Store in the
following manner “(...) | really would have liked to know more about it. If you just walk
in and don't know what's going on, it looks like a set-up. But now that | do know, it makes
a lot more sense.” The more tangible brand commitment to circularity and consumer
engagement, embodied by the Forward Store, is often perceived as a mere aesthetic

characteristic of retail outlets unless it is explained.

According to Grubor & Milovanov (2017), sustainability can serve as a vehicle for strate-
gic positioning to help companies to differentiate themselves and obtain competitive
advantage. However, the findings of this analysis indicate that this differentiation only
occurs when sustainability initiatives are communicated successfully to customers. The
data indicates a clear communication failure at the point of sale, with 43% of respond-
ents physically entering the Forward Store in Milan and only one-third of them being

aware of its significance. This finding suggests that the brand's capacity to distinguish
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itself through sustainability is hindered by deficiencies in communication, thereby di-

minishing the enhanced perceived value from the consumer's perspective.

Porter & Kramer (2011) argue that companies which create shared value can simultane-
ously generate economic success and social improvement. However, such efforts must
be recognized and valued by stakeholders, a condition that can only be met through

transparent and effective communication.

A comparable problem has been identified about the Yatay 1B version. The study re-
vealed that only one of the seven interviewed had prior knowledge of the model. Fur-
thermore, none of them were aware of the model's bio-based materials or its signifi-
cantly lower retail price compared to the more renowned Golden Goose shoes. In the
majority of cases, respondents who were presented with evidence in support of each
model opted for the traditional one, basing their preference on aesthetic familiarity and

logo recognition, rather than on any expertise regarding sustainability or affordability.

As Participant 3 said “I didn’t know the Yatay cost half the price. That could really make
a difference for many people.” This reaction underscores a broader dynamic: It is evident
that Golden Goose's efforts to offer more sustainable and accessible options have not
been welcomed by consumers. The brand's message remains often imperceptible, de-

spite the evident inclination of purchasers to engage.

The Yatay case study demonstrates that a lack of focus on product innovation can be
indicative of a need to enhance communication strategies. Even well-designed sustaina-
ble products are unable to effectively influence customer perceptions or behaviours in

the absence of clear, consistent, and observable dialogue.

As emphasised by Yu & Lee (2019), the perceived value of a product is contingent not
only on its functional benefits but also on the efficacy of its communication and its align-

ment with consumer expectations.
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Another relevant insight that came out of the interviews is that some participants were
aware of certain in-store offers, like product maintenance or customisation, but didn't
connect them with a broader sustainability strategy. These activities were seen as part
of the company's premium service, not as ways to make products last longer. This dis-
connection shows that even if sustainable practices are a part of the brand experience,
they might not make the brand more sustainable if they are not clearly explained. As a
result, the sustainability dimension of the customer journey remains implicit, and the

potential to build stronger emotional or ethical engagement with consumers is limited.

4.2 Brand trust and greenwashing

During the interview process, there was an obvious tension underlying brand trust and
scepticism concerning the authenticity of its sustainability efforts. Golden Goose has cul-
tivated a reputation for excellence among its consumers, primarily because of the supe-
rior quality of its products, their appealing aesthetic qualities, and the overall experience
offered in its stores. However, this trust is not unconditional: when addressing sustaina-
bility issues, some consumers question the consistency and transparency of the strate-

gies adopted by the brand.

4.2.1. Trust established through direct experience

The initial group of participants exhibited experiential and affective trust in the brand.

Participants 2, 5, 6 and 7 based their trust on direct experience and tangible aspects,

such as comfort, craftsmanship and quality of materials.
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Participant 6 expressed a high level of confidence in the brand, citing the long-standing
patronage over a period of ten years. The following statement was made by the Partici-
pant “(...) | have a slight hallux valgus, so having a very soft leather when | put them on

I'm comfortable (...).”

Participant 7 also proffered trust based on experience, stating that “I appreciate the
craftsmanship, the attention to detail, originality, also the quality of the material, which
you notice only after buying them.” The trust placed in Golden Goose by Participant 7 is

rooted in concrete experience and is more closely associated with the testing of products.

In a similar manner, Participant 5 has an experiential trust, stemming from the close con-
nection to the origins of the brand, the perception of its quality, and the services that

extend its life. This contributes to a description of the brand's uniqueness:

“(...) | also appreciate that it has somewhat revolutionised what the trainer field
is, more than other luxury brands have done. (...) You can make your shoes unique,
different from any other shoes, (...) | have always found them perfect. (...) | don't
wear heels for example, so it seemed like a good compromise to be able to wear
something elegant on occasions that required it, without necessarily wearing
heels.”

Participant 5 provides further evidence of authenticity as a consumer by demonstrating
that purchasing decisions are based exclusively on personal preference rather than on
the pursuit of status. Indeed, it is asserted that “I really appreciate it when someone
buys a shoe model because they really like it, not to show that they have the shoe worth

a lot of money.”

Participant 2 exhibited an affective trust in the brand. The relationship between the Par-
ticipant and Golden Goose transcends the conventional boundaries of the user experi-
ence, instead being founded upon a sense of affiliation and congruence with the com-
pany philosophy. Indeed, for the subject, visiting the shop constitutes a genuine immer-

sive experience. The Participant exclaimed:
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“I've always been very close to the Golden Goose philosophy. | mean, apart from
the aesthetic issue, which has always interested me, it was very much the fact of
the philosophy followed by the brand, which is a lot of customer loyalty. And that's
because the shoes as well as being beautiful and with attention to detail also have
a whole experience. That is, when you go to the shop there is a certain experience
you have, you already feel a part of something, and so let's say it pushed me be-
yond the aesthetic question. Of course | have to admit that | absolutely loved them.
I mean, | would never have spent money on shoes that | didn't like, but it was more
about the status, the fact that | was part of Golden. And then when | walked into
the shop I really appreciated you as a person, in my opinion, so you feel very driven
to buy.”

It can be posited that the basis for the subject's trust is rooted in a combination of con-
crete experience and emotional and symbolic elements. This finding suggests the pres-

ence of a profound connection with the brand.

It can thus be theorised that for Participants 2, 5, 6 and 7, trust is predicated on a com-
bination of concrete experience and symbolic elements: this type of trust is consistent
with the concept of perceived quality proposed by Zeithaml (1988), as consumer trust is
derived from tangible factors. Furthermore, Participant 2 speaks of affective bonding,
recalling both Aaker's (1997) concept of brand personality and Sirgy's (1985) real con-
gruence, as the brand experience aligns with the participant's self-concept. Finally, these
findings align with Freudenreich et al.'s (2020) stakeholder theory, which states that
value and trust are co-created by the brand and customers interacting. However, it
should be noted that this trust is not unconditional; when the topic of sustainability is
raised, some consumers question the consistency and transparency of the adopted strat-

egies.

Participant 6, while expressing confidence in the brand, also felt that major luxury brands,
such as Golden Goose, are contradictory when it comes to sustainability. Indeed, the
Participant stated that "(...) It is only niche luxury brands that follow sustainability (...)",

while large-volume production defies this ambition, due to the number of customers
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and the resulting necessity to produce in large quantities. Notwithstanding this, the Par-
ticipant 6 ultimately concluded that "(...) I try to believe as much as | can, but | know that
greenwashing exists". Participant 6 demonstrates a commitment to the programme,
whilst maintaining a sense of caution. This participant exhibits qualities of confidence
and awareness, devoid of a complete absence of scepticism. Its position can be inter-
preted as an illustration of a conditional green trust (Deloitte, 2024), which places the
brand in a position where it must provide concrete evidence of its sustainability initia-

tives to maintain the trust it has already earned.

Participant 5 identifies the sustainable aspect of Golden Goose as “A smart thing to do,
to go against the grain”. This demonstrates how the sustainable aspect of the brand, as
well as that of others, can significantly contribute to reinforcing trust in the brand, if it is
perceived as authentic. At the same time, Participant 5 expresses scepticism, stating that
the choice of sustainable materials makes a difference and can be clearly perceived in
some products, while in others, such as t-shirts, this is not the case: “For example t-shirts:
they use the same materials as fast fashion”. This statement serves to reinforce the con-
cept of conditional green trust (Deloitte, 2024), as the Participant's trust in brand sus-

tainability is conditional upon the type of product and the authenticity of the claims.

Participant 2 highlighted that:

“I define myself as confident, but as | said before | think there is a big distinction
between the different brands, there are those who pretend to do it and those who
really do it. For example, Moncler, Cucinelli and Golden Goose do a lot in terms of
sustainability, not just for show.”

However, a general concern was expressed by the Participant 2 during this interview:

“(...) | think a lot of brands are waking up now, realising how important sustaina-
bility is. I'm afraid there are quite a few that are doing it more as greenwashing,
pass me that term. Because they have realised now that the customer is very close
to these issues, so they do it a lot for, but better to do it as a facade than to do it
in general.”
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This suggests that experience-based trust can coexist with critical trust, whereby con-
sumers evaluate sustainability communication with a closer eye. The present analysis
finds resonance with stakeholder theory (Freudenreich et al., 2020), which accentuates
the significance of aligning stakeholder values, and also Porter and Kramer's (2011) con-

cept of shared value, in which brand success and social progress are mutually dependent.

Participant 7 embodies a conscious and informed profile, acknowledging the attributes
associated with luxury goods. The participant further elaborates on this sentiment, stat-
ing “Since they are luxury goods, the quality inevitably increases, so there’s a selection
of the product, more refined raw materials, and a more conscious use of resources.”

Conversely, Participant 7 demonstrates that brand trust is contingent on ethical values:

“I generally know that they have different purchasing models and resources com-
pared to fast fashion, but | also know that they shred unsold items rather than sell
them at a discount; so, it’s not exactly the peak of sustainability. It’s a bit of a
paradox.”

These statements reveal a paradox that highlights the internal tension between the per-
ceived high value of the brand (Zeithaml, 1988; Yu & Lee, 2019) and the ethical values

expected of a sustainable brand.

4.2.2 Trust based on brand image and reputation

A more rooted form of trust in brand identity, recognisability and symbolic distinctive-
ness was expressed by other participants. Participant 1 expressed satisfaction with the

consistency and recognisability of Golden Goose products over time:

“I really like the fact that they always remain very recognisable even when various
customers personalise them. That is, it gives added value by remaining very rec-
ognisable on a brand level but at the same time many people manage to make
them unique for themselves.”
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In addition, it was asserted by Participant 1 that the brand consistently maintains its
identity whilst demonstrating a historical evolution, a process which has occurred in a
manner that preserves its fundamental essence “(...) They have always remained very
faithful to their products (...). They have maintained their own identity, something that

is difficult in brands today, and then the quality is always there (...).”

Conversely, Participant 3 places greater reliance on brand recognition, aesthetic appeal

and national identity, as evidenced by the following declaration:

“Let's say that I'm easily influenced by TikTok. They were shoes | saw, | liked them,
(...) | said, why not get it? (...) | also liked the brand, since it's Italian, | was con-
vinced to get them. (...) Golden Goose is eye-catching! | think everyone would rec-
ognise it, at least in Italy.”

The brand's attractiveness lies in its symbolic reputation that has been cultivated
through its association with high-profile consumers. These consumers develop a sense
of trust in the brand based on its image, rather than on a personal experience with the

products.

It must be pointed out, however, that this type of trust is analogous to Aaker's (1997)
concept of brand personality: Golden Goose is perceived as cool and recognisable, char-
acteristics that contribute to its appeal. Furthermore, it aligns with the concept of ideal
congruence (Sirgy, 1985), in that the brand reflects an image to which more consumers

aspire.

With regard to sustainable practices, Participant 1 expressed criticism of both Golden
Goose and luxury in general, stating that “The concept of sustainability in luxury has
been lost (...). Brands (...) started to produce things with a much lower quality, which

leads products to last much less.” Moreover, the Participant has expressed scepticism
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regarding the accuracy of the communication of the brand, reiterating that “Green wash-
ing exists for a reason (...). My confidence is in short supply, because | believe that most

of the time it is marketing.”

Participant 1 demonstrates a conditional form of brand loyalty, requiring evidence of
authenticity and alignment between the brand’s sustainability claims and actual prac-

tices.

In contrast, Participant 3 expressed unwavering trust in the authenticity and luxury of
both the brand and general luxury, as evidenced by this statement “(...) Honestly know-
ing that it's a luxury brand you wouldn't go and burn your image like that, going and
saying that they use poor quality products, | think a luxury brand goes to the extreme,

for example in terms of materials.”

Participant 3 has been shown to exhibit assumed trust (Zeithaml, 1988), which is char-

acterised by the utilisation of external signals to infer their quality and value.

4.2.3 Evolving trust

Participant 4 has an evolutionary trust in the brand, as it has transitioned from a focus
on brand recognition to an emphasis on product quality and critical awareness. At the
time of the first purchase, approximately seven years ago, the Participant acknowledged
having been entirely influenced by the shoes’ recognisability and their status as a luxury
product, stating “Maybe when | bought my first shoe | was very influenced by the fact

that it was a recognisable and luxurious shoe (...).”

Nevertheless, over the years, there has been a marked shift in Participant 4's confidence.
The Participant now places significant emphasis on the craftsmanship of the products

and their durability, as asserted in the interview “Now | would appreciate more the fact
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that it is well made, it is of quality and | don't care about recognisability anymore. (...)

The priority is quality.”

It can be observed that there has been a shift towards from brand image-based trust and
direct experience-based trust, i.e. based on the quality actually perceived by using the
product. This aligns with Zeithaml's (1988) concept of perceived value, as the Partici-
pant's trust now depends on the evolution of the real benefits of Golden Goose products,

compared to the price.

In addition to this growth, Participant 4 also demonstrates a critical perspective on sus-
tainability, also asking questions about the marketing narrative “I believe that the various
luxury brands, such as Golden Goose, are putting a lot of effort into sustainability, and
working in the fashion industry | recognise that there has been an improvement. But, at

the same time, | also know that for many brands it is just a marketing move."

The Participant's attitude reflects a multifaceted relationship with the brand, character-
ised by both trust and scepticism. This ambivalence necessitates the verification of sus-

tainability claims through authentic practices and frequent over long term.

4.3 Impact of sustainability initiatives on perceived brand value

During the interviews, the participants were presented with a range of sustainability in-
itiatives, including the Yatay Model 1B and the Forward Store. These initiatives were then
subjected to analysis in order to assess the impact they had on the participants' percep-
tion of the brand. The initiatives in question prompted a range of favourable and intri-
guingly unanticipated responses, given the lack of awareness surrounding them, as pre-

viously discussed in section 4.1.
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4.3.1 Yatay Model 1B

During the interviews, the participants were presented with the Yatay 1B trainers and
subsequently evaluated against a classic Golden Goose model. It was observed that only
one participant had prior knowledge of this model prior to being interviewed. Neverthe-
less, this sustainability strategy was well received and appreciated by the participants,

precisely because of its material innovation.

Participant 6 stated that the Yatay model, being both sustainable and aesthetically ap-

pealing, reinforces the brand perception and also appreciates the focus on the planet:

“If I can buy a model that I like and | know that it is also sustainable and has less
of an impact on pollution and everything that goes with it | would definitely buy
it.”

The model in question has been demonstrated to contribute to perceived brand value,
asitis both sustainable and aesthetically appealing. Participant 4 confirms that this strat-
egy is highly effective due to the Yatay model's strong resemblance to the brand's iconic
design, thereby developing a sustainable alternative without deviating from the Golden

Goose aesthetic. Additionally, it serves to enhance environmental awareness.

Nevertheless, the contribution of the Yatay model to the perceived value of the brand
was not consistent. Indeed, a significant proportion of participants have expressed ap-
preciation for this strategy; however, they have also raised concerns regarding its inade-
guate promotion by the brand. Consequently, this has led to a failure to effect a change

in their perception of the brand, primarily due to the limited symbolic visibility.

Participant 1 expressed scepticism regarding the ability of a single model to effect a sus-
tainable transformation, positing that “(...) Only the release of a sustainable model may

not influence the desirability of the brand itself so much, but maybe by those who buy



45

totally sustainable yes.” It is evident that only those who place significant value on sus-
tainability can truly recognise the inherent value of this strategy. Conversely, other par-
ticipants have defined it as a benefit to the brand, albeit not a distinguishing factor that

sets it apart from numerous competitors.

Concurrently, recognisability and aesthetics maintain their preeminence in brand valua-
tions, with sustainable value frequently subordinated to more conventional attributes.

The Yatay model, therefore, reinforces the perceived value of the brand when it com-
bines an attractive price and design, but its impact remains limited when sustainability

is not clearly integrated into Golden Goose’s brand identity.

In order to increase the perceived value of the brand, it is therefore necessary to in-
crease communication efficiency and align sustainability and brand identity. The findings
of this study align with the theoretical framework outlined by Grubor and Milovanov
(2017) concerning the notion of sustainability. This framework underscores the signifi-
cance of effective communication and the integration of the concept of sustainability in

order to enhance organisational performance.

4.3.2 Forward Store

The interviews revealed that only 4 out of 7 participants were aware of/attended the
Forward Store. It has been observed that some individuals possess an incomplete under-
standing of the comprehensive range of services available. This phenomenon can be at-
tributed to a communication deficit, a concept that has been previously explored in the
context of the Yatay 1B model (see Chapter 4.3.1). Despite their lack of awareness, all
participants expressed a favourable response upon being informed about the Forward

Store, characterising it as a concrete exemplar of sustainability value.
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Participant 1, states that there is potential to increase perceived brand value through the

Forward Store, but the communication gap within it should be filled:

“(...) Although | had been there, | hadn't had such a detailed description as you

have, which | think is a great pity, because if they had told me inside the shop |
would really have been much more interested in it. No salesperson explained to
me that there were all these services inside the store.”

Despite this, all participants agree that the Forward Store is a true expression of sustain-
ability, as it allows for the extension of the life cycle of products and thus the reduction
of waste. The majority of participants (6 out of 7) defined the product repair service as
the most useful, considering it to be a symbol of durability and responsibility for the
brand. Meanwhile, 5 out of 7 participants expressed their intention to repair their

Golden Goose trainers in the future, as opposed to purchasing a new pair.

The act of repairing garments or sneakers can also be considered from an emotional
perspective. This is because repairing items of clothing or shoes can help to preserve

memories, in addition to saving money. Indeed, as stated by Participant 2:

“I have a pair of Golden Goose, for example, the first ones | bought, which I cherish
because they mean so much to me. So rather than buy a new pair | would repair
them because for me that's the philosophy behind the pillar of repair. So I'd rather
have those shoes that | know for €150 will make them practically as good as new,
but their history remains that, than buy another pair. But it's not a question of
economics, it's a question of effectiveness.”

It can be argued that the present testimony serves to reinforce the concept of how the
concept of sustainability, when linked to a personal symbol or meaning, is able to engen-
der stronger levels of brand loyalty. Furthermore, the Forward Store was regarded as a
sustainability strategy that enhances the perceived reliability of the brand, as asserted

by Participant 3:

“(...) Many brands do not even have a repair service available. (...) Golden Goose,
offers any kind of repair for any part of the shoe whether it is damaged or broken.
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So Golden Goose excels over all the other brands in the luxury sector in fashion. It
is more reliable. If | had to buy another pair of shoes | would definitely go to Golden
Goose.”

This demonstrates that, when implemented effectively, sustainable practices have the
potential to enhance a brand's competitive standing. In a similar vein, Participant 7 em-
phasises the potential for such a strategy to foster a stronger alignment between the

brand and the consumer, as articulated in their statement:

“(...) It also means that the seller is not only interested in the sale itself, but also in
building a relationship with the customer, especially the fact that they meet cus-
tomer needs—because if there’s the option to repair the shoes, it shows that they
themselves believe they’re offering a quality product that should last over time.”

This underscores the brand's commitment to fostering long-term relationships with its

customers and cultivating their trust.

In the interview, participant 4 draws attention to the fact that a significant proportion of
consumers view the act of repairing luxury garments as a process that results in a dimi-
nution of their value. The participant further elaborates on this perspective by stating,
“I think that for many people (...) repairing the garment it's like losing a bit of luxury, as
if it were a used garment, but for me it represents added value.” It is imperative to
acknowledge the significance of his observation in comprehending the potential of sus-
tainability to subvert conventional luxury standards. Consequently, through the imple-
mentation of its strategic initiatives, Golden Goose has successfully established itself as

a leading innovator in the luxury sector.

In conclusion, the Forward Store is regarded as a commendable strategy, with the po-
tential to enhance the perceived value of the brand and cultivate customer loyalty. Not-
withstanding, the impact may remain negligible due to the following factors: firstly, a
lack of consumer awareness; secondly, an ineffective communication strategy. These

findings are consistent with the notion of Stakeholder Theory (Freudenreich et al., 2020),
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in that value creation occurs precisely through relationships between the brand and its

consumers, which engender trust and a sense of belonging.

4.4 Impact of sustainability initiatives on purchase intention and price

sensitivity

Despite the Yatay 1B model being held in high esteem by the Participants, it proved to
be an ineffective influencing factor on the purchase decisions of the respondents. Aes-
thetics continue to play a pivotal role in the purchase decision, with a significant majority
of respondents (6 out of 7) expressing a preference for the recognisable model of Golden
Goose trainers with its iconic design. This tendency to prioritise design and recognisabil-
ity as pivotal factors in the purchasing phase aligns with Zeithaml's (1988) conceptuali-
sation of perceived value. Despite the fact that all participants had been educated on

the subject of sustainable product characteristics, aesthetics remained a priority.

Participant 1 stated:

“I (...) know that | have to keep an eye on them, (...) probably if | saw these shoes
on people | would definitely be more inclined to buy it. But if | had to compare the
two, | would choose the latter, even knowing that the former is a sustainable
trainer anyway.”

Participant 2 proposed a similar argument, stating that “(...) Simply knowing that the
shoes are made of bio-based material, | would still be more inclined to buy a shoe that

goes more with the aesthetics | am interested in.”

As has been demonstrated, the decision-making process does not entirely comprise sus-
tainability as a driving factor. Participant 5 also stated that design and recognisability will

always remain predominant in the purchasing decision, and that the brand must adapt
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and attempt to produce well-known and recognisable models in the Yatay Lab in order

to communicate the message of sustainability to all customers.

When the Participants were made aware of the significantly lower price of the Yatay 1B
compared to the renowed models, the change in perception was significant, leading to
a re-categorization of the Yatay 1B as an extremely similar model in design to the distin-
guished models. Price is usually a significant factor in making a purchase decision for a
product, particularly when there is no noticeable difference between two models, one
being significantly pricier than the other and both from the same brand. Participant 1
acknowledges that price would influence the choice by 50% of the time, while Partici-

pant 6 indicates that it would influence his choice between 25% and 30% of the time.

Participant 2 also stated that “(...) If | had to choose a new pair of Super-Stars, which are
now priced at around €600, and | knew they were made of Yatay material and cost €700,
I would buy them.” The interviews demonstrate that all participants are willing to pay a
premium for sustainability as an added value, provided that the design remains true to
the iconic brand aesthetic. Similarly, Participant 3 demonstrates a preference for sustain-
ability value over monetary value, stating that “(...) If | find a sustainable shoe that costs

up to €1,000 but | like it, I'll buy it, it's not a problem.”

Consequently, sustainability becomes an additional variable, but not the main motiva-
tion for the customer to purchase a product. In summary, it is imperative that companies
develop a successful combination of factors that will influence the consumer's purchas-
ing decisions. This should include offering competitive prices and ensuring consistency
with customer values. Nevertheless, it is evident that the design and symbolism associ-
ated with Golden Goose remain the primary factors in the decision-making process for
a significant proportion of consumers. It is evident that the Yatay model exerts a signifi-
cant influence on purchase intention, provided that a favourable trade-off is established

between design, sustainability and price.
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At the same time, the Forward Store initiative exerts an indirect influence on purchase
intention by strengthening the emotional connection and brand reliability. The potential
for extending the longevity of products has been identified as a genuine symbol of sus-
tainability, with the capacity to enhance the relationship between supplier and customer.
Consequently, the Forward Store has devised a unique and sustainable approach to pur-
chasing Golden Goose products, encouraging customers to engage with the brand in a

distinct and environmentally responsible manner.
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5 Conclusions

The present study focuses on the manner in which sustainability initiatives influence
brand perception and purchase intention among consumers. This is achieved by con-
ducting a case study on the Italian brand Golden Goose. In relation to extant theory,
including corporate sustainability (Dyllick & Hockerts, 2002), shared value (Porter & Kra-
mer, 2011), brand trust (Deloitte, 2024), and stakeholder theory (Freudenreich et al.,
2020), the prevailing opinion in the literature is that sustainability can only become a

strategic asset if it is authentically embedded.

This thesis, therefore, aims to answer this research question:

How do brand sustainability initiatives influence consumers’ brand perception and

purchase intention?

A detailed analysis of the interviews reveals that sustainability efforts can positively im-
pact the perception of the consumer about the brand, as long as they are perceived as
being authentic, aligned to the values of the brand, and accompanied by participative
experience. The sustainability journey of Golden Goose, as exemplified by the Yatay 1B
sneaker model and the Forward Store, is perceived as an integral component of the
brand's identity and philosophy. This journey serves to reinforce the fundamental con-
cepts of craftsmanship, uniqueness, and innovation that form the brand's foundation. It
is evident that both initiatives serve to reinforce the brand's favourable image and culti-

vate a greater sense of trust.

However, the impact of sustainability initiatives on purchase intention may be rather
limited, as candidates rarely identified it as a decisive criterion during the purchase pro-
cess. This aspect can be defined as conditional and dependent on context. In the deci-
sion-making process of purchasing a product, it has been observed that candidates fre-

quently prioritise factors such as recognizability, design, and price. Despite an attempt
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to compare the iconic Golden Goose sneakers with the Yatay 1B model, it was found that

the primary decision driver was in fact iconic design.

The study also found that transparent and more interactive communication would
greatly benefit sustainability initiatives. It was observed that a number of participants
indicated a lack of awareness regarding Golden Goose's sustainability initiatives prior to
the interview, thereby underscoring a discrepancy between the brand's practices and
consumer knowledge. This underscores the significance of developing sustainability
strategies through the effective and coherent communication that effectively engages

customers.

In conclusion, this thesis emphasises the pivotal role of a brand's sustainability strategies
in enhancing consumers' perception of it, particularly in regard to trust and responsibility.
Nevertheless, the impact of these factors on consumer purchasing behaviour is relatively
constrained, as price sensitivity, aesthetic considerations, and symbolic value assume
primacy. In order for sustainability to become a purchasing driver, it is necessary to inte-
grate it effectively into the product, while also ensuring that it is meaningful and reso-

nant for the buyer.

5.1 Limitations of the study

The research is also subject to certain limitations. A qualitative method was employed
for data collection, an appropriate decision to achieve a general understanding of the
participants' thoughts and feelings. Moreover, it is not possible to generalise findings

based on qualitative analysis due to the extremely small and non-representative sam-

ple size.

Despite the participants being interviewed in a completely informal manner, thus feeling

at freedom to express their thoughts, there is a possibility of unintentional biases, such
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as the organisation of the questions asked or the influencing of the spontaneity of the
answers by the researcher. Cases of this nature, though seemingly inconsequential, can

nevertheless exert an influence on the ultimate outcomes.

A total of seven participants were interviewed, all of whom were Italian Golden Goose
consumers, aged between 21 and 25, with one exception aged 38. Had the sample com-
prised a more extensive age range, it is possible that divergent outcomes would have

been observed with regard to attitudes towards sustainability and purchasing behaviour.

The limited scope of the study precludes the ability to draw broader conclusions. In the
analysis of a larger and more diverse group, the results would be more robust and more
representative of the population. Furthermore, all participants are from the same geo-
graphical and cultural background, that of Italy. This may have influenced the results, as
they may vary from country to country, thus rendering their validity for another popula-

tion segment in another country questionable.

Finally, the research is grounded in a luxury fashion brand, Golden Goose, which has a
strong identity. Therefore, it is important to note that the results of the survey cannot

be generalised to other brands, especially those belonging to different segments.

5.2 Suggestions for further studies

The present thesis is founded on research conducted on a relatively small and not par-
ticularly diverse group, which limits the scope of its findings. First of all, conducting this
research using a larger and more diverse group of respondents, expanding the age range,
could be helpful to explore the impact of different habits and attitudes towards sustain-
ability on the purchasing decision-making process and the perception of a particular
brand. Second, expanding the geographical and cultural diversity of participants to in-

clude those from countries beyond Italy could provide invaluable insights. Third, taking
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the research to another fashion category, such as fast fashion or premium brands would
enable a comparison of the results gathered to see how sustainability assumes different
roles depending on which segment it belongs to. Finally, a quantitative study could be
conducted to identify the relationship between sustainability initiatives, brand percep-
tion and purchase intention. A survey-based approach would facilitate the collection of

statistically significant data, enabling generalisation to a more extensive population.



55

References

Aaker, J. L. (1997). Dimensions of brand personality. Journal of marketing research, 34(3),
347-356. Retrieved from https://jour-

nals.sagepub.com/doi/abs/10.1177/002224379703400304

Ahmad, F., Guzman, F., & Kidwell, B. (2022). Effective messaging strategies to increase
brand love for sociopolitical activist brands. Journal of Business Research, 151,

609-622. Retrieved from https://doi.org/10.1016/|.jbusres.2022.07.031

Aripin, Z., Ichwanudin, W., & Faisal, I. (2023). Brand sustainability strategy development:
the role of social media marketing and marketing management. Kriez academy:
Journal of development and community service, 1(1), 39-49. Retrieved from

https://kriezacademy.com/index.php/kriezacademy/article/view/5

Baek, T. H., Kim, J., & Yu, J. H. (2010). The differential roles of brand credibility and brand
prestige in consumer brand choice. Psychology & Marketing, 27(7), 662-678. Re-

trieved from https://onlineli-

brary.wiley.com/doi/full/10.1002/mar.20350?casa token=IRCcfDnXin-

gAAAAA%3IAMXEcFXG0245GLefyPPd1Lyn5Mt7LVWmZUeppAuHoSKYnfzuo3J9wC

kzmuoSeRGCI30fAlpzL98ReZILg

Bain, M., & Sanchez Altable, C. (2022, June 16). State of fashion technology report: In-

vestment capital funding. Business of Fashion. Retrieved from https://www.busi-

nessoffashion.com/articles/technology/state-of-fashion-technology-report-in-

vestment-capital-funding/?utm source=newsletter mybof&utm me-

dium=email&utm cam-

paign=My BoF 190622&utm term=HDO3T3CJ5ZEZHAI76WO3U3CLBI&utm co

ntent=story 7 image

Barberi, T., & Fong, S. (2024, January 13). Unveiling the greenwashing of Coachtopia.

RefineLA. Retrieved from https://refinela.medium.com/unveiling-the-green-

washing-of-coachtopia-f6e9ff769763

Bhagwat, Y., Warren, N. L., Beck, J. T., & Watson, G. F., IV. (2020). Corporate sociopolitical
activism and firm value. Journal of Marketing, 84(5), 1-21. Retrieved from

https://doi.org/10.1177/0022242920937000



https://journals.sagepub.com/doi/abs/10.1177/002224379703400304
https://journals.sagepub.com/doi/abs/10.1177/002224379703400304
https://doi.org/10.1016/j.jbusres.2022.07.031
https://kriezacademy.com/index.php/kriezacademy/article/view/5
https://onlinelibrary.wiley.com/doi/full/10.1002/mar.20350?casa_token=IRCcfDnXingAAAAA%3AmXtcFXG0245GLefyPPd1Lyn5Mt7LVWmZUeppAuHoSKYnfzuo3J9wCkzmuoSeRGCI30fAlpzL98ReZlLg
https://onlinelibrary.wiley.com/doi/full/10.1002/mar.20350?casa_token=IRCcfDnXingAAAAA%3AmXtcFXG0245GLefyPPd1Lyn5Mt7LVWmZUeppAuHoSKYnfzuo3J9wCkzmuoSeRGCI30fAlpzL98ReZlLg
https://onlinelibrary.wiley.com/doi/full/10.1002/mar.20350?casa_token=IRCcfDnXingAAAAA%3AmXtcFXG0245GLefyPPd1Lyn5Mt7LVWmZUeppAuHoSKYnfzuo3J9wCkzmuoSeRGCI30fAlpzL98ReZlLg
https://onlinelibrary.wiley.com/doi/full/10.1002/mar.20350?casa_token=IRCcfDnXingAAAAA%3AmXtcFXG0245GLefyPPd1Lyn5Mt7LVWmZUeppAuHoSKYnfzuo3J9wCkzmuoSeRGCI30fAlpzL98ReZlLg
https://www.businessoffashion.com/articles/technology/state-of-fashion-technology-report-investment-capital-funding/?utm_source=newsletter_mybof&utm_medium=email&utm_campaign=My_BoF_190622&utm_term=HDO3T3CJ5ZEZHAI76WO3U3CLBI&utm_content=story_7_image
https://www.businessoffashion.com/articles/technology/state-of-fashion-technology-report-investment-capital-funding/?utm_source=newsletter_mybof&utm_medium=email&utm_campaign=My_BoF_190622&utm_term=HDO3T3CJ5ZEZHAI76WO3U3CLBI&utm_content=story_7_image
https://www.businessoffashion.com/articles/technology/state-of-fashion-technology-report-investment-capital-funding/?utm_source=newsletter_mybof&utm_medium=email&utm_campaign=My_BoF_190622&utm_term=HDO3T3CJ5ZEZHAI76WO3U3CLBI&utm_content=story_7_image
https://www.businessoffashion.com/articles/technology/state-of-fashion-technology-report-investment-capital-funding/?utm_source=newsletter_mybof&utm_medium=email&utm_campaign=My_BoF_190622&utm_term=HDO3T3CJ5ZEZHAI76WO3U3CLBI&utm_content=story_7_image
https://www.businessoffashion.com/articles/technology/state-of-fashion-technology-report-investment-capital-funding/?utm_source=newsletter_mybof&utm_medium=email&utm_campaign=My_BoF_190622&utm_term=HDO3T3CJ5ZEZHAI76WO3U3CLBI&utm_content=story_7_image
https://www.businessoffashion.com/articles/technology/state-of-fashion-technology-report-investment-capital-funding/?utm_source=newsletter_mybof&utm_medium=email&utm_campaign=My_BoF_190622&utm_term=HDO3T3CJ5ZEZHAI76WO3U3CLBI&utm_content=story_7_image
https://refinela.medium.com/unveiling-the-greenwashing-of-coachtopia-f6e9ff769763
https://refinela.medium.com/unveiling-the-greenwashing-of-coachtopia-f6e9ff769763
https://doi.org/10.1177/0022242920937000

56

Busalim, A., Fox, G., & Lynn, T. (2022). Consumer behavior in sustainable fashion: A sys-
tematic literature review and future research agenda. International Journal of

Consumer Studies, 46, 1804-1828. https://onlineli-

brary.wiley.com/doi/epdf/10.1111/ijcs.12794

Deloitte. (2024). Il cittadino consapevole: Il valore del trust nelle scelte di consumo so-
stenibile. Osservatorio Deloitte sui trend di sostenibilita e d’innovazione. Retrie-

ved from https://www.deloitte.com/it/it/issues/trust/cittadino-consapevole-re-

port-trust.html

Denzin, N. K., & Lincoln, Y. S. (2011). The Sage handbook of qualitative research.
Thousand Oaks, CA: Sage.

Dodd, M. D., & Supa, D. W. (2015). Testing the viability of corporate social advocacy as a
predictor of purchase intention. Communication Research Reports, 32(4), 287—

293. Retrieved from https://doi.org/10.1080/08824096.2015.1089853

Dyllick, T. & Hockerts, K. (2002). Beyond the business case for corporate sustainability.
Business Strategy and Environment, 11(2), 130-141. Retrieved from
https://doi.org/10.1002/bse.323

Eren-Erdogmus, |. and Budeyri-Turan, I. (2012). “The role of personality congruence, per-
ceived quality and prestige on ready-to-wear brand loyalty”, Journal of Fashion
Marketing and Management, Vol. 16 No. 4, pp. 399-417. Retrieved from

https://www.emerald.com/insight/con-

tent/doi/10.1108/13612021211265818/full/pdf?title=the-role-of-personality-

congruence-perceived-gquality-and-prestige-on-readytowear-brand-loyalty

Falzarano, A. (2020). Agenda 2030 between sustainable development and the culture of
sustainability: A sociological reading. Culture e Studi del Sociale, 5(1), 143-152.

https://www.cussoc.it/journal/article/view/107/90

Fashion Takes Action. (n.d.). Sustainable Development Goals. Fashion Takes Action. Re-

trieved from https://fashiontakesaction.com/facts/

Freudenreich, B., Liideke-Freund, F., & Schaltegger, S. (2020). A stakeholder theory per-
spective on business models: Value creation for sustainability. Journal of Business

Ethics, 166(1), 3—18. https://doi.org/10.1007/s10551-019-04112-7



https://onlinelibrary.wiley.com/doi/epdf/10.1111/ijcs.12794
https://onlinelibrary.wiley.com/doi/epdf/10.1111/ijcs.12794
https://www.deloitte.com/it/it/issues/trust/cittadino-consapevole-report-trust.html
https://www.deloitte.com/it/it/issues/trust/cittadino-consapevole-report-trust.html
https://doi.org/10.1080/08824096.2015.1089853
https://doi.org/10.1002/bse.323
https://www.emerald.com/insight/content/doi/10.1108/13612021211265818/full/pdf?title=the-role-of-personality-congruence-perceived-quality-and-prestige-on-readytowear-brand-loyalty
https://www.emerald.com/insight/content/doi/10.1108/13612021211265818/full/pdf?title=the-role-of-personality-congruence-perceived-quality-and-prestige-on-readytowear-brand-loyalty
https://www.emerald.com/insight/content/doi/10.1108/13612021211265818/full/pdf?title=the-role-of-personality-congruence-perceived-quality-and-prestige-on-readytowear-brand-loyalty
https://www.cussoc.it/journal/article/view/107/90
https://fashiontakesaction.com/facts/
https://doi.org/10.1007/s10551-019-04112-z

57

Fuller, J. B., Hester, K., Barnett, T., Frey, L., Relyea, C., & Beu, D. (2006). Perceived external
prestige and internal respect: New insights into the organizational identification
process. Human Relations, 59(6), 815-846. Retrieved from https://jour-
nals.sagepub.com/doi/abs/10.1177/0018726706067148?casa to-

ken=gqVYzdaxga9AAAAAA:gKLFrWYK3kQF-

Cuaat8gLiei74txi8SzSAUYXNIE2wiyINCI1D n-zkaAZvX3B 0Uy7YKx42z EbGag

Golden Goose. (2025, January 28). Our story. Golden Goose. Retrieved from

https://www.goldengoose.com/it/it/stories/our-story.html

Golden Goose. (n.d.). Yatay Model 1B sustainable sneakers with white bio-based upper

and white Y. Retrieved from https://www.goldengoose.com/nl/en/yatay-model-

1b-sustainable-sneakers-with-white-bio-based-upper-and-white-y-cod-

GUF00453.F004013.10100.html

Good On You. (n.d.). Good On You — Ethical fashion brand ratings. Retrieved from

https://goodonyou.eco

Grubor, A., & Milovanoy, O. (2017). Brand strategies in the era of sustainability. Interdis-
ciplinary Description of Complex Systems: INDECS, 15(1), 78-88. Retrieved from
https://hrcak.srce.hr/176227

Hyun, S.S. and Kim, W. (2011). “Dimensions of brand equity in the chain restaurant in-
dustry”, Cornell Hospitality Quarterly, Vol. 52 No. 4, pp. 429-437. Retrieved from
https://journals.sagepub.com/doi/epub/10.1177/1938965510397533

Ignazzi, C. (2017, March 3). T-shirts and revolution: Women's rights become fashion. Il

Messaggero. Retrieved from https://www.ilmessaggero.it/moda/ten-

denze/t shirt rivoluzione diritti donne diventano moda-2293850.html?re-

fresh ce

Johnson, C. D., Bauer, B. C., & Carlson, B. D. (2022). Constituency building: Determining
consumers' willingness to participate in corporate political activities. Interna-
tional Journal of Research in Marketing, 39(1), 42-57. Retrieved from

https://doi.org/10.1016/|.ijresmar.2021.06.004

Karatsareas, P. (2022). Semi-structured interviews. Research methods in language atti-

tudes, 99-113. Retrieved from https://books.google.fi/books?hl=it&Ir=&id=y-



https://journals.sagepub.com/doi/abs/10.1177/0018726706067148?casa_token=qVYzdqxga9AAAAAA:qKLFrWYK3kQFCuaat8gLiei74txi8SzSAuYXNiE2wiy9NCl1D_n-zkaAZvX3B_0Uy7YKx42z_EbGag
https://journals.sagepub.com/doi/abs/10.1177/0018726706067148?casa_token=qVYzdqxga9AAAAAA:qKLFrWYK3kQFCuaat8gLiei74txi8SzSAuYXNiE2wiy9NCl1D_n-zkaAZvX3B_0Uy7YKx42z_EbGag
https://journals.sagepub.com/doi/abs/10.1177/0018726706067148?casa_token=qVYzdqxga9AAAAAA:qKLFrWYK3kQFCuaat8gLiei74txi8SzSAuYXNiE2wiy9NCl1D_n-zkaAZvX3B_0Uy7YKx42z_EbGag
https://journals.sagepub.com/doi/abs/10.1177/0018726706067148?casa_token=qVYzdqxga9AAAAAA:qKLFrWYK3kQFCuaat8gLiei74txi8SzSAuYXNiE2wiy9NCl1D_n-zkaAZvX3B_0Uy7YKx42z_EbGag
https://www.goldengoose.com/it/it/stories/our-story.html
https://www.goldengoose.com/nl/en/yatay-model-1b-sustainable-sneakers-with-white-bio-based-upper-and-white-y-cod-GUF00453.F004013.10100.html
https://www.goldengoose.com/nl/en/yatay-model-1b-sustainable-sneakers-with-white-bio-based-upper-and-white-y-cod-GUF00453.F004013.10100.html
https://www.goldengoose.com/nl/en/yatay-model-1b-sustainable-sneakers-with-white-bio-based-upper-and-white-y-cod-GUF00453.F004013.10100.html
https://goodonyou.eco/
https://hrcak.srce.hr/176227
https://journals.sagepub.com/doi/epub/10.1177/1938965510397533
https://www.ilmessaggero.it/moda/tendenze/t_shirt_rivoluzione_diritti_donne_diventano_moda-2293850.html?refresh_ce
https://www.ilmessaggero.it/moda/tendenze/t_shirt_rivoluzione_diritti_donne_diventano_moda-2293850.html?refresh_ce
https://www.ilmessaggero.it/moda/tendenze/t_shirt_rivoluzione_diritti_donne_diventano_moda-2293850.html?refresh_ce
https://doi.org/10.1016/j.ijresmar.2021.06.004
https://books.google.fi/books?hl=it&lr=&id=y-ZwEAAAQBAJ&oi=fnd&pg=PA99&dq=semi+structured+interviews&ots=D6hmkVM6hC&sig=VKvKTyvOTb2ZxQNl6W3p5OJJRgU&redir_esc=y#v=onepage&q=semi%20structured%20interviews&f=false

58

ZWEAAAQBAJ&o0i=fnd&pg=PA99&dg=semi+structured+inter-

views&ots=D6hmkVM6EhC&sig=VKvKTyvOTb2ZxQNI6W3p50JJRgU&re-

dir _esc=y#fv=onepage&q=semi%20structured%20interviews&f=false

Keegan, W. J., Moriarty, S. E., & Duncan, T. R. (1995). Marketing. Prentice Hall.
Keller, K. L. (2001). Building customer-based brand equity: A blueprint for creating strong

brands. Retrieved from https://thearf-org-unified-admin.s3.amazo-

naws.com/MS1/2020/06/MS| Report 01-107.pdf

Klostermann, J., Hydock, C., & Decker, R. (2022). The effect of corporate political advo-
cacy on brand perception: An event study analysis. Journal of Product & Brand

Management, 31(5), 780-797. Retrieved from https://www.emerald.com/in-

sight/content/doi/10.1108/jpbm-03-2021-3404/full/html

Korschun, D., Rafieian, H., Aggarwal, A., & Swain, S. D. (2019). Taking a stand: Consumer
responses when companies get (or don’t get) political. SSRN. Retrieved from

https://doi.org/10.2139/ssrn.2806476

Leach, F. (2022, June 26). Clothes made from carbon emissions: Why Zara’s new line is

just more greenwashing. Euronews. Retrieved from https://www.eu-

ronews.com/green/2022/06/26/clothes-made-from-carbon-emissions-why-

zaras-new-line-is-just-more-greenwashing

Lee, J.S. and Back, K.J. (2009).“An examination of attendee brand loyalty: understanding
the moderator of behavioural brand loyalty”, Journal of Hospitality & Tourism Re-
search, Vol. 33 No. 1, pp. 30-50. Retrieved from https://jour-
nals.sagepub.com/doi/epdf/10.1177/1096348008329652

Licata, P. (2024). Moda sostenibile: Cosa € e perché & importante. Digital4.biz. Retrieved

from https://www.digital4.biz/marketing/moda-sostenibile-cosa-e-perche-im-

portante/
Liu, X. (2023). The case study of a luxury street-wear fashion brand Off-White. BCP Busi-

ness & Management, 42, 191-196. Retrieved from https://www.re-

searchgate.net/publication/369395778 The case study of a Luxury Street-

wear Fashion Brand Off-White



https://books.google.fi/books?hl=it&lr=&id=y-ZwEAAAQBAJ&oi=fnd&pg=PA99&dq=semi+structured+interviews&ots=D6hmkVM6hC&sig=VKvKTyvOTb2ZxQNl6W3p5OJJRgU&redir_esc=y#v=onepage&q=semi%20structured%20interviews&f=false
https://books.google.fi/books?hl=it&lr=&id=y-ZwEAAAQBAJ&oi=fnd&pg=PA99&dq=semi+structured+interviews&ots=D6hmkVM6hC&sig=VKvKTyvOTb2ZxQNl6W3p5OJJRgU&redir_esc=y#v=onepage&q=semi%20structured%20interviews&f=false
https://books.google.fi/books?hl=it&lr=&id=y-ZwEAAAQBAJ&oi=fnd&pg=PA99&dq=semi+structured+interviews&ots=D6hmkVM6hC&sig=VKvKTyvOTb2ZxQNl6W3p5OJJRgU&redir_esc=y#v=onepage&q=semi%20structured%20interviews&f=false
https://thearf-org-unified-admin.s3.amazonaws.com/MSI/2020/06/MSI_Report_01-107.pdf
https://thearf-org-unified-admin.s3.amazonaws.com/MSI/2020/06/MSI_Report_01-107.pdf
https://www.emerald.com/insight/content/doi/10.1108/jpbm-03-2021-3404/full/html
https://www.emerald.com/insight/content/doi/10.1108/jpbm-03-2021-3404/full/html
https://doi.org/10.2139/ssrn.2806476
https://www.euronews.com/green/2022/06/26/clothes-made-from-carbon-emissions-why-zaras-new-line-is-just-more-greenwashing
https://www.euronews.com/green/2022/06/26/clothes-made-from-carbon-emissions-why-zaras-new-line-is-just-more-greenwashing
https://www.euronews.com/green/2022/06/26/clothes-made-from-carbon-emissions-why-zaras-new-line-is-just-more-greenwashing
https://journals.sagepub.com/doi/epdf/10.1177/1096348008329652
https://journals.sagepub.com/doi/epdf/10.1177/1096348008329652
https://www.digital4.biz/marketing/moda-sostenibile-cosa-e-perche-importante/
https://www.digital4.biz/marketing/moda-sostenibile-cosa-e-perche-importante/
https://www.researchgate.net/publication/369395778_The_case_study_of_a_Luxury_Street-wear_Fashion_Brand_Off-White
https://www.researchgate.net/publication/369395778_The_case_study_of_a_Luxury_Street-wear_Fashion_Brand_Off-White
https://www.researchgate.net/publication/369395778_The_case_study_of_a_Luxury_Street-wear_Fashion_Brand_Off-White

59

LVMH. (n.d.). LinkedIn page. LinkedIn. Retrieved from https://www.linkedin.com/com-

pany/lvmh/

Molina, A., Martin, V.J., Santos, J. and Aranda, E. (2009). “Consumer service and loyalty

in Spanish grocery store retailing: an empirical study”, International Journal of

Consumer Studies, Vol. 33 No. 4, pp. 477-485. Retrieved from https://onlineli-

brary.wiley.com/doi/epdf/10.1111/j.1470-6431.2009.00780.x

Montiel, I., & Delgado-Ceballos, J. (2014). Defining and Measuring Corporate Sustaina-
bility: Are We There Yet? Organization & Environment, 27(2), 113-139.
https://doi.org/10.1177/1086026614526413

Nyilasy, G., Gangadharbatla, H., & Paladino, A. (2014). Perceived greenwashing: The in-
teractive effects of green advertising and corporate environmental performance
on consumer reactions. Journal of business ethics, 125, 693-707. Retrieved from

https://link.springer.com/article/10.1007/s10551-013-1944-3

ONEarth. (2024). Do we really need everything we buy? On Black Friday 2011, while eve-
ryone was chasing deals, Patagonia did something incredible: it launched its most
iconic and controversial campaign, “Don’t buy this jacket”. LinkedIn. Retrieved

from https://www.linkedin.com/company/onearth-ita/posts/?feedView=all

Pearson, J. (2010). Are we doing the right thing? Leadership and prioritisation for public
benefit. Journal of Corporate Citizenship, (37), 37-40. Retrieved from

https://www.jstor.org/stable/jcorpciti.37.37

Perrone, V. (2023, July 10). Le sfide per un e-commerce piu green: I'80% dei consumatori

premia la sostenibilita. Il Sole 24 Ore. Retrieved from https://www.il-

sole24ore.com/art/le-sfide-un-ecommerce-piu-green-80percento-consumatori-

premia-sostenibilita-AF8dTz

Porter, M. E., & Kramer, M. R. (2011). Creating shared value. Harvard Business Review,
89(1/2), 62-77.

Rallis, S. F., & Rossman, G. B. (2012). The research journey: Introduction to inquiry. Guil-
ford Press. Retrieved form

https://books.google.fi/books?hl=it&Ir=&id=CeXroCWXB3cC&oi=fnd&pg=PP1&

dg=Rossman+%26+Rallis,+2012&ots=IWYQOhI5xi&sig=m-sXQDod6EqyLBEWis-



https://www.linkedin.com/company/lvmh/
https://www.linkedin.com/company/lvmh/
https://onlinelibrary.wiley.com/doi/epdf/10.1111/j.1470-6431.2009.00780.x
https://onlinelibrary.wiley.com/doi/epdf/10.1111/j.1470-6431.2009.00780.x
https://doi.org/10.1177/1086026614526413
https://link.springer.com/article/10.1007/s10551-013-1944-3
https://www.linkedin.com/company/onearth-ita/posts/?feedView=all
https://www.jstor.org/stable/jcorpciti.37.37
https://www.ilsole24ore.com/art/le-sfide-un-ecommerce-piu-green-80percento-consumatori-premia-sostenibilita-AF8dTz
https://www.ilsole24ore.com/art/le-sfide-un-ecommerce-piu-green-80percento-consumatori-premia-sostenibilita-AF8dTz
https://www.ilsole24ore.com/art/le-sfide-un-ecommerce-piu-green-80percento-consumatori-premia-sostenibilita-AF8dTz
https://books.google.fi/books?hl=it&lr=&id=CeXroCWXB3cC&oi=fnd&pg=PP1&dq=Rossman+%26+Rallis,+2012&ots=IWYQ0hI5xi&sig=m-sXQDod6EqyLBEWis-LIKwbv4g&redir_esc=y#v=onepage&q=Rossman%20%26%20Rallis%2C%202012&f=false
https://books.google.fi/books?hl=it&lr=&id=CeXroCWXB3cC&oi=fnd&pg=PP1&dq=Rossman+%26+Rallis,+2012&ots=IWYQ0hI5xi&sig=m-sXQDod6EqyLBEWis-LIKwbv4g&redir_esc=y#v=onepage&q=Rossman%20%26%20Rallis%2C%202012&f=false

60

LIKwbv4g&redir esc=y#v=onepage&gq=Rossman%20%26%20Ral-

lis%2C%202012&f=false

ResearchProspect. (n.d.). Chanel’s brand identity and personality. Retrieved from

https://www.researchprospect.com/chanels-brand-identity-and-personality/

Sarkar, C., & Kotler, P. (2020). Brand activism: From purpose to action. Idea Bite Press.

Saunders, M. N. K., Lewis, P., & Thornhill, A. (2023). Research methods for business stu-
dents (9th ed.). Pearson.

Schmidt, H. J.,, Ind, N., Guzman, F., & Kennedy, E. (2022). Sociopolitical activist brands.
Journal of Product & Brand Management, 31(1), 40-55. Retrieved from
https://www.emerald.com/insight/content/doi/10.1108/jpbm-03-2020-
2805/full/html

Sirgy, M. J. (1985). Using self-congruity and ideal congruity to predict purchase motiva-

tion. Journal of business Research, 13(3), 195-206. Retrieved from

https://www.sciencedirect.com/science/article/abs/pii/0148296385900268

Sotheby’s. (n.d.). Everything you need to know about the Hermés Birkin. Retrieved from

https://www.sothebys.com/en/articles/everything-you-need-to-know-about-

the-hermes-birkin

Stella McCartney. (2023). 2023 Impact Report. Retrieved from https://www.stel-

lamccartney.com/on/demandware.static/-/Library-Sites-StellaMcCartney-

SharedLibrary/default/dwa4ead4b5c/report/StellaMcCartney Impac-

tReport 2023 4.pdf?srsltid=Afm-

BOopXto4vvNIsmOxZN9Y4hA9 BIDvwUd GvObriDbnf6ZsLIRBNIh

Tamburrino, P. (2025, January 17). Gennaio 2025: Investimenti strategici per rivoluzio-
nare il retail di moda. Osservatorio Mondo Retail. Retrieved from https://osser-

vatoriomondoretail.com/2025/01/17/gennaio-2025-investimenti-strategici-per-

rivoluzionare-il-retail-di-moda/

Taylor, S. J., Bogdan, R., & DeVault, M. L. (2015). Introduction to qualitative research
methods: A guidebook and resource. John Wiley & Sons. Retrieved from

https://books.google.fi/books?hl=it&Ir=&id=pONoCgAAQBAJ&oi=fnd&pg=PA3&



https://books.google.fi/books?hl=it&lr=&id=CeXroCWXB3cC&oi=fnd&pg=PP1&dq=Rossman+%26+Rallis,+2012&ots=IWYQ0hI5xi&sig=m-sXQDod6EqyLBEWis-LIKwbv4g&redir_esc=y#v=onepage&q=Rossman%20%26%20Rallis%2C%202012&f=false
https://books.google.fi/books?hl=it&lr=&id=CeXroCWXB3cC&oi=fnd&pg=PP1&dq=Rossman+%26+Rallis,+2012&ots=IWYQ0hI5xi&sig=m-sXQDod6EqyLBEWis-LIKwbv4g&redir_esc=y#v=onepage&q=Rossman%20%26%20Rallis%2C%202012&f=false
https://www.researchprospect.com/chanels-brand-identity-and-personality/
https://www.emerald.com/insight/content/doi/10.1108/jpbm-03-2020-2805/full/html
https://www.emerald.com/insight/content/doi/10.1108/jpbm-03-2020-2805/full/html
https://www.sciencedirect.com/science/article/abs/pii/0148296385900268
https://www.sothebys.com/en/articles/everything-you-need-to-know-about-the-hermes-birkin
https://www.sothebys.com/en/articles/everything-you-need-to-know-about-the-hermes-birkin
https://www.stellamccartney.com/on/demandware.static/-/Library-Sites-StellaMcCartneySharedLibrary/default/dwa4ea4b5c/report/StellaMcCartney_ImpactReport_2023_4.pdf?srsltid=AfmBOopXto4vvNIsm0xZN9Y4hA9_BIDvwUd_Gv0br1Dbnf6ZsLlRBNIh
https://www.stellamccartney.com/on/demandware.static/-/Library-Sites-StellaMcCartneySharedLibrary/default/dwa4ea4b5c/report/StellaMcCartney_ImpactReport_2023_4.pdf?srsltid=AfmBOopXto4vvNIsm0xZN9Y4hA9_BIDvwUd_Gv0br1Dbnf6ZsLlRBNIh
https://www.stellamccartney.com/on/demandware.static/-/Library-Sites-StellaMcCartneySharedLibrary/default/dwa4ea4b5c/report/StellaMcCartney_ImpactReport_2023_4.pdf?srsltid=AfmBOopXto4vvNIsm0xZN9Y4hA9_BIDvwUd_Gv0br1Dbnf6ZsLlRBNIh
https://www.stellamccartney.com/on/demandware.static/-/Library-Sites-StellaMcCartneySharedLibrary/default/dwa4ea4b5c/report/StellaMcCartney_ImpactReport_2023_4.pdf?srsltid=AfmBOopXto4vvNIsm0xZN9Y4hA9_BIDvwUd_Gv0br1Dbnf6ZsLlRBNIh
https://www.stellamccartney.com/on/demandware.static/-/Library-Sites-StellaMcCartneySharedLibrary/default/dwa4ea4b5c/report/StellaMcCartney_ImpactReport_2023_4.pdf?srsltid=AfmBOopXto4vvNIsm0xZN9Y4hA9_BIDvwUd_Gv0br1Dbnf6ZsLlRBNIh
https://osservatoriomondoretail.com/2025/01/17/gennaio-2025-investimenti-strategici-per-rivoluzionare-il-retail-di-moda/
https://osservatoriomondoretail.com/2025/01/17/gennaio-2025-investimenti-strategici-per-rivoluzionare-il-retail-di-moda/
https://osservatoriomondoretail.com/2025/01/17/gennaio-2025-investimenti-strategici-per-rivoluzionare-il-retail-di-moda/
https://books.google.fi/books?hl=it&lr=&id=pONoCgAAQBAJ&oi=fnd&pg=PA3&dq=bogdan+and+taylor+qualitative&ots=Qjwg9B2w3S&sig=c_kC_FRku6AWtJKNSPDdJTzoT8k&redir_esc=y#v=onepage&q=bogdan%20and%20taylor%20qualitative&f=false

61

dg=bogdan+and+taylor+qualitative&ots=Qjwg9B2w3S&sig=c kC FRkub6AW-

tJKNSPDdJTzoT8k&redir esc=y#v=onepage&q=bogdan%20and%20tay-

lor%20qualitative&f=false

Underwood, K. (2023, November 3). Is Coachtopia’s "sustainable" leather just green-

washing? Green Matters. Retrieved from https://www.greenmatters.com/sus-

tainable-living/coachtopia-leather-greenwashing

United Nations. (n.d.). The 17 goals. United Nations. Retrieved from

https://sdgs.un.org/goals

United Nations. (n.d.). Sustainability. United Nations Academic Impact. Retrieved from

https://www.un.org/en/academic-impact/sustainability

United Nations Global Compact & Accenture. (2023). Reimagining the agenda: Unlock-
ing the global pathways to resilience, growth, and sustainability for 2030. Re-

trieved from https://www.accenture.com/content/dam/accenture/final/accen-

ture-com/document/Accenture-CEO-Study-United-Nations-Global-Compact.pdf

European Union. (2024). Directive (EU) 2024/825 of the European Parliament and of the
Council of 14 February 2024 on [...]. Official Journal of the European Union. Re-

trieved from https://eur-lex.europa.eu/eli/dir/2024/825/0oj?locale=it

Yu, S., & Lee, J. (2019). The effects of consumers’ perceived values on intention to pur-
chase upcycled products. Sustainability, 11(4), 1034. Retrieved from
https://www.mdpi.com/2071-1050/11/4/1034

Zeithaml, V.A. (1988).“Consumer perceptions of price, quality, and value: a means-end
model and synthesis of evidence”, Journal of Marketing, Vol. 52, July, pp. 2-22.
Retrieved from https://jour-

nals.sagepub.com/doi/abs/10.1177/002224298805200302



https://books.google.fi/books?hl=it&lr=&id=pONoCgAAQBAJ&oi=fnd&pg=PA3&dq=bogdan+and+taylor+qualitative&ots=Qjwg9B2w3S&sig=c_kC_FRku6AWtJKNSPDdJTzoT8k&redir_esc=y#v=onepage&q=bogdan%20and%20taylor%20qualitative&f=false
https://books.google.fi/books?hl=it&lr=&id=pONoCgAAQBAJ&oi=fnd&pg=PA3&dq=bogdan+and+taylor+qualitative&ots=Qjwg9B2w3S&sig=c_kC_FRku6AWtJKNSPDdJTzoT8k&redir_esc=y#v=onepage&q=bogdan%20and%20taylor%20qualitative&f=false
https://books.google.fi/books?hl=it&lr=&id=pONoCgAAQBAJ&oi=fnd&pg=PA3&dq=bogdan+and+taylor+qualitative&ots=Qjwg9B2w3S&sig=c_kC_FRku6AWtJKNSPDdJTzoT8k&redir_esc=y#v=onepage&q=bogdan%20and%20taylor%20qualitative&f=false
https://www.greenmatters.com/sustainable-living/coachtopia-leather-greenwashing
https://www.greenmatters.com/sustainable-living/coachtopia-leather-greenwashing
https://sdgs.un.org/goals
https://www.un.org/en/academic-impact/sustainability
https://www.accenture.com/content/dam/accenture/final/accenture-com/document/Accenture-CEO-Study-United-Nations-Global-Compact.pdf
https://www.accenture.com/content/dam/accenture/final/accenture-com/document/Accenture-CEO-Study-United-Nations-Global-Compact.pdf
https://eur-lex.europa.eu/eli/dir/2024/825/oj?locale=it
https://www.mdpi.com/2071-1050/11/4/1034
https://journals.sagepub.com/doi/abs/10.1177/002224298805200302
https://journals.sagepub.com/doi/abs/10.1177/002224298805200302

62

Appendices

Appendix 1. Interview Guide

Introduction

Thank you for being here today! | am exploring the impact of fashion brands' sustaina-
bility initiatives on consumer perception and purchase intention, with a focus on Golden
Goose. Your perspective will be invaluable in understanding how Golden Goose's sus-
tainable strategies influence its customers.

My name is Alice and | am leading this interview today. My goal is to listen and under-
stand your experiences. There are no right or wrong answers, so feel free to express
whatever you want.

This interview will be kept confidential. Should there be any questions that you would
rather not answer, that is perfectly fine. You are also free to stop the interview at any
time.

Finally, if it is OK with you, | would like to record our conversation so that | can collect all

the data more accurately. Let me know if you agree.

Questions

1. Can you tell me how old you are?

2. When did you buy your first Golden Goose item? Why did you choose that product?
3. Are you a regular customer of the brand?

4. What aspects of Golden Goose do you value most?

5. If you have bought trainers, what influences you most when buying their models?

6. Have you ever thought of buying a less well-known model as opposed to the more
recognisable classics? Why? How important is it to you that your Golden Goose shoes
are unique and recognisable?

8. Are you aware of Golden Goose's sustainable initiatives? If yes, which ones do you

remember, or which ones do you think are the best?
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9. What do you think about sustainability in luxury? Do you believe what they say about
it?

10. Golden Goose recently introduced a model called the Yatay Model 1B: these sneak-
ers are sustainable, made from bio-based and recycled materials, with no petroleum
derivatives. Each pair has a QR code that allows you to plant a tree with Treedom and
follow its growth. The packaging is 100% waste-free. They are made entirely in Italy and
are genderless, combining Golden Goose's stylish look with a commitment to sustaina-

bility.

If you had to choose between a classic model (like the one in the picture below) and the

Yatay Model, what would matter most in your decision?
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11.How much does the price affect this decision? The Yatay model costs about half as
much as the well-known models. Would that make you think twice? Would you be will-
ing to spend more for a sustainable product? If so, how much more would you be willing
to spend?

12. In 2022, the first Forward Store opened, which is a new kind of shop that promotes
sustainability and circularity through four services:

-Repair: repairs and customises products;

-Remake: allows customers to design their own unique items and customise products;
-Resell: physical resale platform for used Golden Goose trainers and selected clothing
items;

-Recycle: collection of old items for recycling.

The goal is to extend the life cycle of products and engage consumers in a unique sus-
tainable experience. Forward Stores are currently located in Milan, Paris, New York, Mi-
ami and Dubai.

Have you ever heard of or taken part in this initiative?

If not, would you like to use this service? (If yes, which of the 4 would you find most
useful?) Also, do you think that the presence of these services in a shop could influence
your purchasing choice?

13.Have you ever thought about repairing a pair of Golden Goose instead of buying a
new pair?

14.Do you think the Forward Store project could make the brand more desirable and
reliable in its sustainable strategy? Why?

15.Do these two initiatives (Yatay model trainers and Forward Store) change how you
see the brand? Do they make it more or less desirable?

16.Would you buy more often if you had these two initiatives (Yatay model trainers and

Forward Store)? If yes, which of the two has the greatest impact on your decision?

Conclusion
Thank you so much for your help. This will help me a lot to understand my research

question.
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I'll read all the answers and understand what people's experiences are. If you have any

questions or would like to know more about the study, please get in touch.



