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Abstract
The transition to a circular economy cannot be addressed in isolation and requires adequate circular ecosystem orchestration. Despite the increasing academic attention on this topic, there is limited theoretical understanding and empirical data, particularly in the context of the fashion industry. This study contributes to this emerging field by investigating the mechanisms through which fashion firms orchestrate their circular ecosystems. It uses secondary data from a sample of fifteen fashion firms encompassing different segments to advance toward a comprehensive framework informing orchestration mechanisms, guiding senior managers in this orchestration.
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Introduction
In recent years, key actors in the fashion industry have made significant strides towards adopting the circular economy concept to tackle textile waste, reduce the carbon footprint, and cope with resource scarcity (Sandvik and Stubbs, 2019). However, a circular fashion solution cannot be built or operated in silo – there needs to be an entire ecosystem of actors, including manufacturers, suppliers, regulators, service providers, brands, and end-users, all strategically orchestrated to achieve the collective goal of transitioning from a linear to a circular model (Parida et al., 2019; Trevisan et al., 2022; Gomes et al., 2023). 
Compared to conventional linear supply chains, a circular ecosystem can operate with increased autonomy and flexibility due to its less centralised structure, yet it is also characterised by greater complexity and interdependence (Parida et al., 2019). At its core are focal firms, typically industry leaders with substantial leverage, which play a pivotal role not only through their resources and capabilities but also in orchestrating the circular ecosystem to effectively materialise a circular value proposition (Gomes et al., 2023). 
Despite increasing academic attention on the circular ecosystem concept (e.g., Konietzko et al., 2020; Parida et al., 2019; Trevisan et al., 2022), there is limited theoretical understanding and empirical data on circular ecosystem management and coordination (Gomes et al., 2023). Parida et al. (2019) introduced a circular ecosystem orchestration model via a multiple case study involving six manufacturing firms across sectors, whereas Saccani et al. (2023) and Sandberg (2023) made initial contributions in the textile and apparel industry, but by focusing on a single focal company and its supply chain, rather than the entire ecosystem. Building on this emerging research and informed by circular economy, business ecosystem, and ecosystem orchestration concepts, we pose the following research question: 

RQ: Through which mechanisms and overarching dimensions do leading fashion firms orchestrate their ecosystems to facilitate the transition to a circular economy paradigm?
 
Our study seeks to enrich scant empirical evidence and enhance theoretical foundations in circular ecosystem orchestration with a focus on the fashion industry – by examining the sustainability reports from 15 leading fashion firms in fast fashion, sportswear, and luxury fashion segments – to develop a framework capturing how these firms orchestrate their circular ecosystems. Following this introduction, Section 2 presents relevant concepts and identifies a set of potential mechanisms from extant literature. Section 3 describes the methodology and data. Section 4 presents and discusses the results. Finally, Section 5 provides the conclusions with limitations and research avenues. 

Literature review
Circular economy in the fashion industry
Despite its multiple definitions (Kirchherr et al., 2017), there is widespread consensus that the circular economy involves optimising resource usage (Velenturf and Purnell, 2021). It aims to maximize the social, environmental, technical, and economic values of materials and products, aspiring to decouple economic growth from the depletion of finite resources, waste generation, pollution, carbon emissions, and other adverse impacts (Bocken et al., 2016; Velenturf and Purnell, 2021). Fashion has been largely marked by a wasteful linear take-make-waste model and is acknowledged as one of the most environmentally damaging sectors, exerting pressure on resources and causing pollution throughout its operations and product life cycle (Niinimäki et al., 2020). This industry has also been associated with adverse effects on labour conditions and social inequalities (Khurana and Muthu, 2022). The circular economy promises environmental, social, and economic benefits (Saccani et al., 2023), and is increasingly recognised by scholars, governments, and practitioners as the alternative to the traditional linear take-make-waste model. The adoption of circular solutions in fashion can also be a source of new business opportunities and cost reductions and a means to enhance customer perception (Sandvik and Stubbs, 2019; Saccani et al., 2023). Thus, addressing the transition towards circularity in the fashion industry appears of particular interest.

Circular ecosystem and its orchestration
Trevisan et al. (2022, p. 292) defined a circular ecosystem as ‘a system of interdependent and heterogeneous actors that go beyond industrial boundaries and direct the collective efforts towards a circular value proposition, providing opportunities for economic and environmental sustainability’. A circular ecosystem entails the adaptation of business environments to embrace a more circular operational framework, where actors forming the ecosystem must extend collaborations throughout the product life cycle and align their efforts toward the achievement of shared circular goals (Trevisan et al., 2022; Parida et al., 2019). Compared to traditional supply chain considerations, emphasising value delivery and the management of material and information flows (Braz and de Mello, 2022), a circular ecosystem exhibits greater dynamism and more instability and complexity concerning the network of actors, roles and responsibilities, interdependencies, and activities (Micheli & Muctor, 2021; Trevisan et al., 2022; Parida et al., 2019). At the same time, as proposed in ecosystem theory (Jacobides et al., 2018), its actors tend to have greater autonomy regarding the focal firm. Thus, circular ecosystems extend beyond traditional supplier-customer relationships or supply chain concerns.
The implementation of circular economy principles entails substantial transformations, including innovative solutions and new business models (Trevisan et al., 2022; Konietzko et al., 2020), which demand the adoption of a systemic and collaborative approach from diverse and heterogeneous actors. Shi and Shen (2022, p. 15) defined orchestration capabilities ‘as the dynamic capability of central actor to efficiently and effectively integrate and coordinate resources and relationships within an ecosystem to adapt to the continuously changing dynamic environment’. Ecosystem orchestration is a strategic management approach that aims to realize new or enhanced activities, processes, developments, or infrastructures conducive to achieving a co-created and shared ecosystem value proposition among ecosystem actors through orchestration mechanisms (Parida et al., 2019; Autio et al., 2022; Majchrzak et al., 2023). 
The activation of orchestration mechanisms requires orchestrators. While this activation is not limited to focal firms (Saccani et al., 2023), these firms, typically industry leaders with substantial leverage from their control of existing resources, capabilities, and strategic influence, serve as primary ecosystem orchestrators (Parida et al., 2019). Thus, circular ecosystem orchestration entails the effective activation of orchestration mechanisms to achieve circular goals and generate shared value within the ecosystem.

Circular ecosystem orchestration in the fashion industry. An initial framework.
To identify potential ecosystem orchestration mechanisms related to the implementation of circular economy solutions in fashion, a search was conducted on Web of Science for papers containing the keywords 'circular economy' and 'orchest' in their title, keywords, or abstract for publications up to August 2023. Among the 42 results obtained, only three were deemed particularly relevant. Parida et al. (2019) proposed a non-sector-specific two-stage transformation model for orchestrating circular ecosystems, and identified three main groups of orchestration mechanisms: (1) standardisation, referring to the formulation and establishment of industrial requirements through the pursuit of formal or informal standards or regulations; (2) nurturing, which includes bearing early investments, developing new routines and processes and sharing core knowledge; and, (3) negotiation mechanisms, entailing the establishment of give-and-take rules, working on relational interdependences, and controlling the inclusion of new partners. 
Specially, within fashion, Sandberg (2023) conducted a single case study of a Swedish fashion retailer, examining the 'orchestration capabilities' of its circular supply chain in a business-to-consumer environment. while Saccani et al. (2023) centred their research on 'circular supply chain orchestration', exploring the adoption of circular initiatives among various players in the textile supply chain in a region of Italy. 
The aforementioned three contributions enabled the deductive development of an initial framework for circular ecosystem orchestration in fashion, as presented in Table 1.



Table 1. Initial framework deductively derived from the literature
	 
	 
	Parida et al. (2019)
	Saccani et al. (2023)
	Sandberg (2023)

	Standardising
	Promoting the formulation and establishment of industrial standards and regulations. Lobbying at an institutional level and among actors
	x
	x
	

	
	
	
	
	
	

	
	Pursuing technological standard co-development with selective partners
	x
	
	
	

	
	Seeking formal certification through broader adoption
	x
	
	
	

	Nurturing
	Raising awareness about circular needs and opportunities (consumers)
	
	
	x
	

	
	Developing competences (training)
	x
	
	x
	

	
	Developing new routines and processes
	x
	
	x
	

	
	Sharing core knowledge and intellectual property
	x
	
	x
	

	
	Greater information exchange
	
	x
	
	

	
	Vertical integration
	
	x
	
	

	
	Traceability through digital technologies
	
	x
	
	

	
	Attracting talent
	
	x
	
	

	
	Co-designing products
	
	x
	
	

	
	Offering incentives to consumers
	
	x
	x
	

	
	Developing technology and solutions
	
	
	x
	

	
	Developing logistics
	
	
	x
	

	
	Bearing early investment to reduce uncertainty
	x
	
	
	

	
	Financing phase suppliers
	
	x
	
	

	
	Defining roles and interdependences
	
	
	x
	

	Negotiating
	Establishing give-and-take rules for ecosystem orchestration
	x
	
	
	

	
	Reducing likelihood of conflicts through relational interdependences
	x
	
	
	

	
	Long term agreements, lasting relationships
	
	x
	
	

	
	Equity participation
	
	x
	x
	

	
	Joint venturing
	
	
	x
	

	
	Alternatives for capacity saturation
	
	x
	
	

	
	Seeking feedback and fostering dialogue (consumers)
	
	
	x
	

	
	Providing accountability and transparency
	
	
	x
	

	
	Controlling or managing the inclusion of new partners
	x
	
	x
	



Research Methodology 
This study adopted a multiple case study approach, chosen for its ability to explore contemporary and evolving events (Yin, 2009), and its suitability for inductive theory building by replication logic (Eisenhardt, 1989), enhancing the robustness and generalizability of qualitative study results (Eisenhardt and Graebner, 2007; Eisenhardt, 2021). In a first step, through a deductive method based on the identified works of Parida et al. (2019), Saccani et al. (2023), and Sandberg (2023), an initial framework consisting of a set of circular orchestration dimensions and mechanisms of first and second order was established (Table 1 above). In a second step, a qualitative and exploratory study was conducted to analyse the most recent publicly accessible sustainability-related reports published by the top fashion companies across three segments: fast fashion, sportswear, and luxury fashion, as listed in The FashionUnited Index (Fashion-United, 2022). 
The analysis entailed coding hundreds of pages of reports and associated information to identify the orchestration mechanisms addressed. The coding process was conducted by two independent researchers to increase reliability. Any discrepancies were discussed until an agreement was reached. The study included an abductive reasoning approach (Ketokivi and Choi, 2014) to move back and forth between the theoretical framework and the data grounded in these reports. After initial exploration, it was determined that theoretical saturation (Eisenhardt, 1989; Eisenhardt, 2021) was well achieved with five companies per segment since the inclusion of more companies no longer provided additional information regarding the identification of potential orchestration mechanisms and their dimensions. Table 2 displays the companies selected by segment, with their rank in the index and market capitalisation.

[bookmark: _Hlk158841487]Table 2. List of companies selected. Source: FashionUnited (2022)
	Company
	Segment
	Rank
	Market cap.

	FF1. Inditex
	Fast fashion
	#6
	$67.2 b

	FF2. Fast Retailing
	Fast fashion
	#15
	$55.4 b

	FF3. H&M
	Fast fashion
	#18
	$15.4 b

	FF4. Next
	Fast fashion
	#34
	$7.4 b

	FF5. C&A
	Fast fashion
	#37
	$7.0 b

	LF1. LVMH
	Luxury fashion
	#1
	$308.9 b

	LF2. Hermès
	Luxury fashion
	#3
	$130.4 b

	LF3. Kering
	Luxury fashion
	#8
	$59.3 b

	LF4. Chanel
	Luxury fashion
	#9
	$57.5 b

	LF5. Richemont
	Luxury fashion
	#11
	$51.2 b

	SP1. Nike 
	Sportswear
	#2
	$133.8 b

	SP2. Lululemon
	Sportswear
	#12
	$37.2 b

	SP3. Adidas
	Sportswear
	#15
	$23.1 b

	SP4. Dick’s
	Sportswear
	#29
	$8,7 b

	SP5. Puma
	Sportswear
	#35
	$7,2 b



Results and discussion 
A new framework is presented stemming from the initial deductively obtained framework and the inductive process resulting from the qualitative and exploratory study. 
Table 3, on the next page, displays the enriched framework, delineating the dimensions, primary categories, and subcategories, deductively or inductively identified. Illustrative cases will be made available on request. The shaded mechanisms in the table are the new ones inductively incorporated through case analysis, which also confirmed the presence of previously identified orchestration mechanisms in the initial framework (see Table 1). Furthermore, the assessment allowed for the refinement and nuanced understanding of certain mechanisms, leading to the identification of new mechanisms across various levels. Importantly, most of these mechanisms demonstrated consistent prevalence across the selected cases. The new framework structure is elaborated below, following the overarching dimensions identified: standardising, nurturing, negotiating, and building. 

Standardising dimension
Within this dimension, two primary categories were outlined: ‘promoting the formulation and establishment of industrial standards and regulations’, and ‘establishing own standards of practice’. The former, contained in the initial framework, involves lobbying efforts at both peer and institutional levels. Companies enrol in initiatives aiming to advance discussions on circular economy principles within the fashion industry and among governmental bodies. This reaffirms the need to advance standards and regulatory schemes that incentivize and promote circular solutions, as highlighted in studies like that of Saccani et al. (2023) or Tura et al. (2019). The latter category involves fashion firms setting their standards of practice, by establishing codes of conduct or establishing metrics and audits, and seeking formal certification (included in the initial framework) or planning third-party audits and certification. Most firms explicitly demonstrated their attention to these orchestration mechanisms, without a substantially different behavioural pattern being observed across segments.

Table 3. New framework and substantiation from analysis
[image: ]

Nurturing dimension
Our qualitative analysis enabled the revelation of a significantly more comprehensive structure within the ‘nurturing dimension’ compared to the initial framework. The primary categories identified were strategic alignment, knowledge facilitation, innovation driving, operational enhancement, and financial support provision. 
“Aligning strategically” to promote a collective effort among various stakeholders has been identified in the textile and clothing industry as an essential aspect for developing circular economy initiatives (Saha et al., 2021). Its first four subcategories add to the last three subcategories that were already part of the initial framework. 
Companies prioritize facilitating know-how as an intangible resource to address circular solutions. This includes various subcategories such as providing guidance and training, sharing core knowledge and sensitive data and information, informing consumers or enabling information access – for example through digital product passports (Langley et al., 2023) – seeking feedback and fostering dialogue to facilitate knowledge acquisition, co-designing products, and seeking or attracting talent. Notably, informing consumers or enabling information access, and seeking feedback and fostering dialogue are newly identified subcategories. Sharing sensitive data and information and seeking or attracting talent are the least focused mechanisms by sampled firms, whereas providing guidance, training, and sharing core knowledge are more heavily emphasized.
Moreover, as identified by Konietzko et al. (2020), innovation stands as another key intangible asset for achieving circularity, consistently addressed by most companies, striving to promote and scale innovation through collaboration with selected partners. 
Furthermore, enhancing operational capabilities within the ecosystem is another important category, already present in the initial framework. It predominantly involves the development of technology and solutions, the development of information management and digitalization, alongside the expansion of processes and activities and the development of new routines. Infrastructure and logistics development are less common, especially in luxury, and vertical integration is found in only three luxury cases.
The final aspect identified within nurturing pertains to providing financial support or economic incentives for joint development of circular solutions. Our qualitative assessment inductively unveiled additional orchestration mechanisms such as adopting fair financial practices with partners, establishing purchase agreements to grant partner business stability, co-sponsoring research, or granting awards for circular advancements. This underscores the multiple strategies adopted by focal fashion firms to address the high investments and financial risks associated with the development of circular initiatives (Saccani et al., 2023).
Overall, the nurturing dimension underpins the cultivation of a wide spectrum of competencies, capabilities, and resources across the ecosystem to facilitate the adoption and implementation of circular practices.

Negotiating dimension
The negotiating dimension comprises two primary categories of orchestration mechanisms. The first category, 'Seeking relational interdependence and complementarity', involves negotiating rules for value co-creation and sharing, equity participation, sharing of responsibility with partners, and seeking feedback and fostering dialogue for rule negotiation. Among them, arranging equity participation is infrequently addressed, likely due to its implementation being a one-time action.
Moving to the second category within the negotiating dimension, 'Pursuing best practices and building trust', the examined focal companies widely focus on providing accountability and transparency and pursuing best frameworks and practices. Approximately half of the firms align action plans with standards, without distinct segment-wise patterns. Conversely, there appears to be a more widespread concern for seeking dialogue to achieve trust-building in the fast fashion segment, likely due to its inherently more controversial nature (Garcia-Ortega et al., 2023).

Building dimension
The analysis revealed a fourth dimension, termed 'Building'. One of its components – the control of new partner inclusion – had been categorised within the negotiation mechanism by Parida et al. (2019). The building dimension comprehends the notion of partnership and relationship portfolio management, an orchestration capability also identified by Sandberg (2023). This dimension entails the management of ecosystem configuration, partnerships, and collaborations as its primary category, which integrates three subcategories of orchestration mechanisms: identifying and prioritising ecosystem partners, deciding partnerships and collaborations within the ecosystem – including joint venturing and acquiring third companies – and supporting and fostering collaborative initiatives.
Collaborations vary in nature according to the orchestration mechanisms identified and involve a diversity of groups and actors configuring the ecosystem, including sectorial and non-sectorial platforms and initiatives, industry peers, leader companies from other sectors, start-ups and companies with specific technologies such as recyclers or shredders, traditional manufacturers and suppliers of raw materials, farmers, service providers, consumers, external consultants and auditors, technological centres and academic institutions, NGOs, trade unions, community organisations and government entities. Such an extensive and diverse blend of actors reflects the participant heterogeneity that extends beyond industry boundaries, a characteristic aspect of ecosystems pointed out by previous studies (e.g., Trevisan et al., 2022; Thomas and Autio, 2020). Furthermore, addressed collaborations involve not only bilateral but also multilateral relations (Adner, 2017).
The examined focal firms stress the need to forge robust and enduring partnerships, alliances and collaborations as a crucial aspect to tackle the rest of the dimensions, with a particular emphasis on deciding partnerships and collaborations within the ecosystem, in some instances materialised through joint venturing or company acquisition, along with supporting and fostering collaborative initiatives. Some of them also underscore the importance of identifying and prioritising ecosystem partners. Consistent with most categories and subcategories, no distinctive patterns were identified among segments.
Furthermore, considering the array of orchestration mechanisms identified, focal companies appear to adopt a hybrid orchestration approach adapting to challenges (Reypens et al., 2021). This approach combines a top-down strategy, manifested in efforts to align strategically, with a bottom-up approach, characterized by an emphasis on dialogue, negotiation, and trust-building. 
Overall, the orchestration mechanism dimensions work together in various ways to advance the transition to a circular economy, with the building dimension serving as a vertebral dimension for many of the orchestration mechanisms and their relationships. Unlike previously proposed frameworks (Parida et al., 2019), our assessment reveals a non-sequential articulation of these dimensions, as they are generated and developed collectively and concurrently, with their constituent mechanisms interconnected in multiple directions. 

Conclusions
Circular ecosystem orchestration theory research is in its infancy and lacks extensive empirical support in the context of the fashion industry and other sectors. This study contributes to bridging this gap and helps managers comprehend the ecosystem orchestration mechanisms available to effectively manage them. 
The findings make a significant contribution to advancing the theory of circular ecosystem orchestration by focal firms in the fashion industry. They reinforce, refine, and expand on existing theoretical foundations by presenting a fresh, enriched structured framework derived from a broad empirical context. The new comprehensive framework incorporates a novel ‘building dimension’ and unveils additional categories and subcategories within each of its dimensions. 
In contrast to prior literature, our analysis reveals that these dimensions develop concurrently and complementarily. Additionally, there are no discernible differences in the identified orchestration mechanisms between the segments analysed, underscoring their widespread adoption within the fashion industry. This research highlights the potential of our approach to enhance comprehension of circular ecosystem orchestration. The structured, enriched framework offers valuable insights by delineating dimensions, categories, and subcategories of orchestration mechanisms. The framework developed may serve as a foundational platform for exploring and adapting theoretical frameworks in diverse sectors, also facilitating understanding and management of circular initiatives in various contexts.
The study's findings carry significant implications for senior managers in the fashion industry. Understanding the orchestration mechanisms governing circular ecosystem configuration and the dynamic nature of their interrelationship is important for effectively managing operations and advancing towards circularity. Our systematic arrangement enables a nuanced understanding of available mechanisms, allowing practitioners to evaluate performance and identify specific areas for intervention or improvement.

Limitations and future research
This study has several limitations. First, its qualitative nature introduces a potential bias due to subjectivity. Second, the reliance on secondary data from sustainability-related reports represents another potential source of bias. The accuracy and comprehensiveness of the information provided in these reports may vary. Future studies could triangulate information from additional channels to strengthen the robustness of the findings.
Third, despite the clear orchestrating role of focal firms, actors located upstream in their respective supply chains also have the potential to activate orchestration mechanisms, as posited by Saccani et al. (2023). Future research may incorporate other actors. Fourth, the findings captured are specific to the current timeframe of this study. Given the dynamic and evolving nature of business ecosystems, the activation of orchestration mechanisms and the role of different actors may vary depending on the phase of development (Shen et al., 2024). Longitudinal studies could offer clues into the changes and adaptations over time, depending on the circular ecosystem stage of development. In addition to addressing these limitations, future research may consider other segments within the fashion industry and extend its reach to other industries.  
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image1.emf
Dimension

Orchestration mechan. - 

primary categories Orchestration mechanisms - subcategories

Par.    Sac. San.

FF1 FF2

FF3

FF4 FF5 LF1 LF2 LF3 LF4 LF5 SP1 SP2 SP3 SP4 SP5

a.1.1 Lobbying with peers and ecosystem partners

X X YES NO YES YES YES NO YES YES NO NO YES YES YES NO YES

a.1.2 Lobbying at an institutional level

X X YES NO YES YES YES YES YES YES NO NO YES YES NO NO YES

a.2.1 Establishing code of conduct

YES NO YES YES YES YES YES YES YES YES YES YES YES YES YES

a.2.2 Establishing metrics and audits and seeking formal certification

X YES YES YES YES YES YES YES YES YES YES YES YES YES YES YES

b.1.1 Defining a circular vision, mission, purpose and strategy

YES YES YES YES YES YES YES YES YES YES YES YES NO NO YES

b.1.2 Setting circular targets

YES YES YES YES YES YES YES YES YES NO YES YES YES NO YES

b.1.3 Relying on culture and values 

YES YES YES NO YES YES YES NO NO NO YES YES NO YES NO

b.1.4 Relying on flexibility or adaptability 

YES YES YES YES YES YES YES YES YES YES YES YES YES YES YES

b.1.5 Defining roles, responsibilities, and interdependences

X YES YES YES YES YES YES YES YES YES YES YES YES YES YES YES

b.1.6 Creating and cultivating strong and lasting relationships 

X X YES YES YES YES YES YES YES NO YES NO NO YES YES YES YES

b.1.7 Raising awareness about circular needs and opportunities

X YES YES YES YES YES YES YES YES NO YES YES YES YES YES YES

b.2.1 Providing guidance

X YES YES YES YES YES YES YES YES YES YES YES YES YES YES YES

b.2.2 Providing training

X YES YES YES YES YES YES YES YES NO YES YES YES YES NO YES

b.2.3 Sharing core knowledge

X YES YES YES NO YES YES YES YES YES NO NO NO NO NO YES

b.2.4 Sharing sensitive data and information 

X YES NO YES NO YES YES NO YES NO NO NO NO YES NO NO

b.2.5 Informing consumers or enabling information access

YES YES YES YES YES YES NO NO NO YES NO NO YES YES YES

b.2.6 Seeking feedback and fostering dialogue (knowledge acquisition)

NO YES YES YES NO YES YES NO NO NO YES YES YES YES YES

b.2.7 Co-designing products

X YES NO YES NO YES NO NO NO YES NO YES YES YES YES NO

b.2.8 Seeking or attracting talent

X NO NO YES NO NO YES NO YES NO NO NO NO NO NO NO

b.3 Driving innovation b.3.1 Promoting and scaling innovation

YES YES YES NO YES YES YES YES YES YES YES YES YES NO YES

b.4.1 Developing technology and solutions

X YES YES YES YES YES YES YES YES YES YES YES YES YES NO YES

b.4.2 Developing information management and digitalisation

X YES NO YES YES NO YES YES YES YES YES YES YES NO YES YES

b.4.3 Developing infrastructure/logistics

X YES NO YES NO YES NO NO YES NO NO YES YES YES NO NO

b.4.4 Expanding processes and activities and developing new routines

X X YES YES YES YES YES YES YES YES NO YES YES YES YES YES YES

b.4.5 Vertical integration of processes and activities

X NO NO NO NO NO YES YES YES NO NO NO NO NO NO NO

b.5.1 Providing financial support to partners

X YES NO YES YES YES NO YES YES NO NO YES YES NO NO YES

b.5.2 Adopting fair financial practices with partners 

NO NO NO NO NO NO NO NO NO NO NO NO NO NO YES

b.5.3 Investing in partner development or bearing early partner investment

X YES NO YES NO NO NO YES YES YES NO NO YES NO NO YES

b.5.4 Granting partner business stability

YES NO NO YES NO NO NO NO NO NO NO NO YES NO YES

b.5.4 Cosponsoring research 

YES NO NO NO NO NO NO NO NO NO NO YES NO NO NO

b.5.5 Offering awards 

NO NO YES NO YES YES YES YES NO NO YES YES YES NO YES

b.5.6 Offering incentives for consumers

X X YES NO YES YES YES NO NO YES NO NO YES YES NO NO YES

c.1.1 Negotiating rules for value co-creation and value sharing

X YES YES YES YES YES YES YES YES YES YES YES YES YES YES YES

c.1.2 Arranging equity participation 

X YES NO NO NO NO NO NO NO NO YES NO NO NO NO NO

c.1.3 Sharing responsibility

YES YES YES NO YES YES YES YES NO YES YES YES YES NO YES

c.1.4 Seeking feedback and fostering dialogue (rule negotiation)

YES NO YES YES YES YES NO NO YES YES YES YES YES NO YES

c.2.1 Providing accountability and transparency

YES YES YES YES YES YES YES YES NO YES YES YES YES YES YES

c.2.2 Aligning action plans with standards

YES NO NO YES YES YES YES NO NO NO NO YES NO YES YES

c.2.3 Pursuing best frameworks and practices  

YES NO YES YES YES YES YES NO NO YES YES YES YES YES YES

c.2.4 Seeking feedback and fostering dialogue (trust building)

YES YES YES YES YES YES NO NO NO NO YES YES NO NO NO

d.1.1 Identifying and prioritising ecosystem partners

YES NO YES NO YES NO YES YES YES NO YES YES YES NO NO

d.1.2 Deciding partnerships and collaborations within the ecosystem

X X YES YES YES YES YES YES YES YES YES YES YES YES YES YES YES

    d.1.2.1 Joint venturing 

NO NO YES NO NO NO NO YES YES NO NO NO NO YES NO

    d.1.2.2 Acquiring third companies 

NO NO NO NO NO NO NO NO NO YES NO NO NO NO NO

d.1.4 Supporting and fostering collaborative initiatives

YES NO YES YES YES YES YES YES NO YES YES YES YES YES YES

Inductive Deductive

a)Standardising

b) Nurturing

d.1 Managing ecosystem 

configuration, partnerships and 

collaborations



d) Building

b.4 Enhancing operational 

capabilities

b.5 Providing financial support and 

economic incentives

(for joint development of circular 

solutions)



c.2 Pursuing best practices and 

building trust

b.1 Aligning strategically



c) Negotiating

c.1 Seeking relational 

interdependence and 

complementarity

(from Table 1) SPORTSWEAR

a.1 Promoting the formulation and 

establishment of industrial 

standards and regulations

a.2 Establishing own standards of 

practice

b.2 Facilitating know-how 

FAST FASHION LUXURY FASHION


