ISSN: 2547-8516

== LuroMed

RESEARCH BUSINESS INSTITUTE

= EuroMed @-EuroMed Eﬁ{ii’?f{éf“m

EEEEEEEEEEEEEEEEEEEEEEEEEEE

17th Annual Conference of the

EuroMed Academy of Business

Global Business Transformation in a Turbulent Era

Edited by: Demetris Vrontis,
Yaakov Weber,

Evangelos Tsoukatos

Published by: EuroMed Press



17th Annual Conference of the EuroMed Academy of Business 2

Global Business Transformation in a Turbulent Era ISSN: 2547-8516
ISBN: 978-9925-628-01-8



17th Annual Conference of the EuroMed Academy of Business 3

17th Annual Conference of the

EuroMed Academy of Business

CONFERENCE READINGS
BOOK PROCEEDINGS

September 11-13 2024

Pisa, Italy

Global Business Transformation in a Turbulent Era

Copyright ©

The materials published in this Readings Book may be reproduced for instructional and non-
commercial use. Any use for commercial purposes must have the prior approval of the Executive
Board of the EuroMed Research Business Institute (EMRBI).

All full papers and abstracts submitted to the EMRBI Conference are subject to a peer reviewing

process, using subject specialists selected because of their expert knowledge in the specific areas.

ISBN: 978-9925-628-01-8 Published by: EuroMed Press
Published at: October 2024

Global Business Transformation in a Turbulent Era ISSN: 2547-8516
ISBN: 978-9925-628-01-8



17th Annual Conference of the EuroMed Academy of Business 4

Global Business Transformation in a Turbulent Era ISSN: 2547-8516
ISBN: 978-9925-628-01-8



17th Annual Conference of the EuroMed Academy of Business 5

FOREWORD

The Annual Conference of the EuroMed Academy of Business aims to provide a
unique international forum for the exchange of cutting-edge information. This is
achieved through multidisciplinary presentations that focus on examining and
building new theories and business models for success through management
innovation.

The conference has established itself as one of the major conferences of its kind in the
EuroMed region. This is evident in terms of its size, the quality of its content, and the
standing of its attendees. Many of the papers presented significantly contribute to the
business knowledge base.

The conference attracts hundreds of leading scholars from top universities, as well as
principal executives and politicians from around the world. Participation includes
presidents, prime ministers, ministers, company CEOs, presidents of chambers of
commerce, mayors, and other leading figures.

This year, the conference attracted over 230 people from more than 30 different
countries. Academics, practitioners, researchers, and doctoral students from around
the world submitted original papers for conference presentations and publication in
this Book of Proceedings. All papers and abstracts underwent a double-blind review
process. The result of these efforts produced empirical, conceptual, and

methodological papers and abstracts involving all functional areas of business.
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THE DIGITAL TRANSORMATION IN THE BANKING SECTOR. A
FOCUS ON ITALIAN RETAIL BANKS
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“Monte dei Paschi di Siena

ABSTRACT

Retail banks are going through a period of profound change dictated by technological
evolution and changes on the demand side. The aim of this paper is to provide an overview of
the current scenario, identifying the strategies retail banks are pursuing with the aim of
creating experiential opportunities with an increasing use of digital solutions. To this end, the
investments recently made by Italian retail banks in digitalisation have been considerated and
classified in order to get a schematic picture of them useful to identify the strategic directions
taken by them to achieve important results in terms of competitive advantage and customer
value. The analysis of the factors behind the change made it possible, at a later stage, to
understand the choice of the strategic guidelines outlined above, also highlighting differences
between small and large banks. The paper concludes with some managerial implication, a

description of the limitations of the study and suggestions for future research.

Keywords: digital transformation, banking, customer experience, ominichannel

1. INTRODUCTION

All economic sectors are affected by the digital transformation and by the growing importance
assigned to sustainability in doing business, declined in ESG criteria, albeit under different aspects
and with different degrees of intensity and pervasiveness. The banking sector is one of those in which
these changes have become particularly evident, so much so that a veritable transformation of
traditional banks is underway, in which they are increasingly engaged in digital transformation and
sustainability initiatives with the customer at the centre of their business model. The goal is to be able
to continuously have a value proposition judged to be of value by the customer in a world
increasingly dominated by technology that allows for real-time, secure, easy-to-use and sustainable
solutions. All this has led to outlining a bank that is attentive to environmental, economic and social
issues and that offers services with a high degree of digitalisation. Combining digital transformation
with the theme of sustainability has therefore initiated traditional banks to a profound rethinking of

their business model in line with the changing external environment and the growing emergence of
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the Fintech sector. Rethinking the bank from a digital and sustainable perspective requires the
adoption of a comprehensive and synergetic approach that includes technological (with increasing use
of big data and Artificial Intelligence), organisational, cooperative and infrastructural aspects.
Moreover, the customer demands the possibility to have a customer journey in an increasingly
phygital and sustainable context, with an acceleration due to the Covid-19 pandemic period.

The purpose of this study is to bring out these changes taking place in the Italian banking context,
focusing on the factors that are most influencing banks in their strategic and operational choices.

The RQs can be summarised as follows:

- How is digital transformation changing the business model of retail banks?

- What are the main factors driving banks towards the adoption of digital solutions?

- What value effects do banks aim to achieve?

After an analysis of the national and international literature on the subject of digital transformation in
the banking sector and the consequent effects on the value proposition and Bank’s business model, a
desk analysis based on Banca d’Italia and ABI documentation was carried out in order to schematise
the investment projects recently launched in the banking sector on the subject of digital
transformation. This made it possible to identify some of the main strategic directions taken by
traditional Italian banks engaged in the digital transformation process. The analysis of the factors
behind the change made it possible, at a later stage, to understand the choice of the strategic
guidelines outlined above with a view to pursuing market performance improvement objectives. The
paper concludes with a description of the managerial implications and limitations of the study and

some suggestions for future research..

2. RETAIL BANKING IN THE DIGITAL AGE

Over the past decades many changes have taken place mainly due to digital disruption understood as
"transformation caused by emerging digital technologies and business models that change the value
propositions of goods and services" (Chkoniya et al., 2020, p. 161). In the banking sector, this
transformation has led to a real revolution in the service model in order to succeed in combining the
physical and digital customer experience, enabling the customer to access services in an omnichannel
logic. Over the 2008-2021 period, data show a significantly growing trend of omnichanneling:
relationship channels (consultant, agency, contact centre and chat with operator) + do-it-yourself
channels (ATM, Internet banking, mobile banking) increased from 72% to 88% (ABI, 2022, p.51). This
is also considering that the number of Internet users has grown considerably and continues to do so
exponentially: from 2.6 million users in 1990 to 5.158 million in 2023 due to the development of the

Word Wide Web and the change on the consumer behaviour front accelerated during the pandemic
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period by Covid 19. Today, customers increasingly tend to use different channels for information
and/or device contacts with banks, adopting an increasingly 'phigital' approach. Verint's VXI Banking
report shows that 53% of consumers use digital channels to conduct transactions, compared to 23% of
those who go to the branch (Hudson, 2023). The trend of increasing use of digital solutions is therefore
evident, especially with regard to low-complexity transactions that can be carried out quickly and
securely by the customer wherever and whenever he or she wants, using one of the various devices
available. In this regard, the ABI Lab Digital Banking Observatory (ABI Report March 2023, p.14)
highlighted that as of July 2022, the most widely used network connection tool by individuals aged
between 18 and 64 is the smartphone (97.3%), followed by PC (75.4%) and Tablet (53.0%). This change
at the level of consumer behaviour has led traditional banks to implement a process of revision of
their business models to incorporate the advances of technology?!, with the goal to increase the
customer satisfaction and customer loyalty level as a guarantee of growth (Cecchin, 2008). This goal
appears difficult to achieve also because of the growing competition in the sector, which sees the
presence of new players that are very aggressive, marketing-oriented and with strong IT skills. These
are the fintech players with whom traditional banks have to deal, but with whom they have also
initiate profitable collaborative relationships in order to have positive impacts on customers in terms
of new products/services characterised by an increasing level of personalisation and realised
increasingly quickly (Econopoly, 2023). Underlying the success of such collaborations is the
interaction between different competencies and the willingness to bring them together to produce
benefits for all parties involved, primarily traditional banks, fintechs and customers. The latter benefit
from the innovations introduced, both at the level of products/services and in the way they access
them, which simplify their lives and contribute responsibly to the achievement of ESG objectives. On
the other hand, the more customers are able to access remotely, the less they need to travel to the
branch with obvious impacts on the environment. This is just one example of how a bank, thanks to
the solutions it offers its customers, can produce positive effects in the area of sustainability. In fact, it
has been observed that sustainability for a bank can essentially concern two aspects: the first refers to
its organisation and the adoption of business practices related to the areas of sustainability (e.g.
energy consumption, waste, relations with employees) and the second relates to the performance of its
activities in particular with regard to the management of credit and customer savings?. This
orientation towards sustainability has led to a change in the relationship with the various stakeholders

and to the implementation of a real transformation of the branches, which are becoming centres of

! According to the ABI Lab Report, the total IT expenditure that Italian banks have dedicated to digital transformation in 2022
amounts to EUR 5.3 billion. Moreover, 92% of them plan a growing or stable budget compared to last year, and the growth
levers identified by the ABI Lab Report are the following: becoming a Data Driven Bank; reviewing the internal organisation
from a Learning Organisation perspective; investing in Exponential Architectures; and continuing in the wake of Resilience.
https://www.aziendabanca.it/notizie/tecno/rapporto-abi-lab-2022

2 https://www.lacassa.com/upload/carira/finanza/VademecumFinanzaSostenibile-ABL pdf
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experience, where it is possible to carry out a series of activities even in self-service mode by accessing
digital equipment that is easy and quick to use, as well as being able to take advantage of a high-value
consultancy service. This is in addition to the possibility of remote access, in a logic of integrated and
synergetic approach, which recalls the already mentioned omnichannel’. The branch is therefore
increasingly seen as a space to provide advice to customers and to give them a good service
experience. The issue of customer experience (CE), defined as the cognitive and affective outcome of a
customer's exposure to or interaction with a company's people, processes, technologies, products,
services and outputs, is therefore becoming increasingly important and strategic (Buttle, 2009; Klaus
2008). In order to manage CE, banks need to proceed with the definition of targeted management
actions and the development of consistent business processes focused on customer clusters. For this
purpose, it is essential to acquire, process and analyse customer data, identifying in detail the specific
needs of the various customer segments, as well as acquiring important input on their purchasing
process and how it has changed, and is changing, as a result of the spread of IT and, more recently,
artificial intelligence (AI) (Armutcu et.al., 2024). Indeed, the solutions proposed to the market by
banks must constantly be able to offer effective solutions to their customers, with much more
widespread use of technology today than in the past. Listening and data processing capabilities seem
to be of crucial importance in this regard (Omarini, 2014) to guide the efforts of retail banks. To this
end, a data warehouse can be very useful for integrated decision support management (Mehmood
and Anees 2019). Furthermore, by increasing the use of technology, banks can improve their financial
services (Filotto et al., 2021) and ability to interact with customers (Kothari and Seetharaman, 2020). To
this end, it is increasingly necessary for banks to consider adopting big data analytics systems (Al-
Khatib, 2022) to make proper financial decisions and achieve results in terms of reducing financial and
credit risks (Hung et al 2020).

As already mentioned, all these initiatives involve more and more external operators in order to
systemise a complex of differentiated know-how and resources useful to strengthen the competitive
advantage of all the actors involved. Moreover, such an arrangement appears to be valid insofar as it
guarantees the strategic and operational flexibility required by digital disruption, which is already a
reality today and which recalls the concept of flexible banking (Previati D., 2002). The latter is
characterised by being a proactive and strongly change-oriented bank in order to operate successfully

in its target markets.

! These changes have led to a progressive closure of branches on the Italian territory: from 2012 to 2021 the number of bank
branches fell from 32,881 to 21,650, of which about 51% in the last five years (ABI 2023, p.5).
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3. THE PRINCIPAL DRIVERS OF DIGITAL CHANGE IN BANKING SECTOR

The commitment to the adoption of new digital solutions stems from several factors. Research shows
that nearly 71% of the executives surveyed listed customer expectations as a disrupting factor for the
banking sector in 2018 according to Capgemini (Figure 1, Source Statista). Regulatory pressure,
increasing demand for digital channels and emerging techonology were also considered important
factors. In general, it can be seen that the adoption of advances on the technology front is motivated
mainly by pressures from the demand side, which appears increasingly digitised and eager to access
even complex services remotely than by advances on the new digital solutions front. Such adoption is
therefore aimed at obtaining benefits mainly at the level of products/services offered to the market
and at initiating changes in internal processes, also with a view to achieving greater internal efficiency

and cost reduction.

Figure 1 - Most important factors disrupting banking sector
according to senior banking executives worldwide in 2018

Macroeconomic environment

Emergence of non-banking sectors (such as telcos and retailers)..
Cost and margin pressures

Banking offerings from FinTechs and BigTechs (such as Google, ..
Emerging technologies (Blockchain, Artificial Intelligence, etc)
Increasing demand for digital channels

Regulatory pressure

Customer expectations

0.00 10.00 20.00 30.00 40.00 50.00 60.00 70.00 80.00

Source: Capgemini; EFMA, 2018.

It seems, therefore, that innovation is seen as a means of achieving better performance also through
the possibility of affecting customer satisfaction. On the other hand, the use of new digital solutions
such as mobile technology, cloud computing, social media, internet of things, big data analytics (Uhl
et.al. 2016) make it possible to develop the ability to manage and anticipate customer expectations
(Valdani, Busacca, 1995), influencing strategic and tactical corporate choices aimed at satisfying
customer needs more and more responsibly. In the service sectors, a particular focus is on improving
the customer experience, both in a physical and digital environment. Within the banking sector, this is
also reflected in the latest Fintech report, which states that there is a strong push by the main players
in the system to redesign the way in which the customer experience is designed, leading to the
emergence of a new paradigm called Experiential Banking. Banking services are intangible and often

involve an interaction between bank employees and customers that actually enables the service to be
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delivered (Zeithaml et.al 2012). The business model of banking intermediaries is therefore necessarily
oriented towards creating value within customer relationships (Scannella, 2010 p.719), following a
relationship banking approach. The customer's experience at the various touchpoints of the customer
journey' is therefore subject to evaluation by the customer and will contribute to the formulation of his
or her overall judgement of the experience. The customer will make an evaluation of the overall
experience by considering all the moments they have come into contact with a given organisation; the
customer will increasingly require the organisation to implement service offerings both physically and
digitally and to monitor the level of effectiveness and efficiency achieved. The objective is to maximise
customer satisfaction and have positive returns on the Net Promoter Score (NPS) indicator (Reichheld
E., 2003). Providing customers with a satisfactory experience requires considering the entire service
process and adopting appropriate solutions for each stage of this process (Makudza, 2021), with
increasing use of technology. The physical-digital combination will be increasingly rewarding in terms
of being able to offer customers personalised, secure and valued solutions. In addition, a bank that is
oriented towards providing satisfying experiences will be committed to developing systems that
integrate existing customer data, with inevitable effects on business processes. For example, the MPS
group has long since developed a system to increase commercial and operational efficiency through
the provision of four modules customised to the needs of the specific cluster: commercial scheduling,
customer file, monitoring and knowledge management (Delprato, 2008). With such a system, the bank
can therefore maintain a valuable relationship with its customers as it is based on the deep knowledge
it has of their needs.

In the following we will try to understand which specific areas Italian retail banks are addressing to

achieve the described objectives through an increasing use of innovative digital solutions.

4. INNOVATION DRIVING DEVELOPMENTS IN THE BUSINESS MODEL

The innovative scope of digitalisation therefore involves multiple aspects that are profoundly
transforming the banking system and, in general, the Fintech sector. In the following analysis, also
considering the Banca d’Italia's methodological note, we will gather under the name Fintech "those
investment initiatives focused on technological-financial innovation and capable of generating new
processes, products, services and business models"?, producing a decisive effect on financial markets,
institutions or service offerings. These innovations therefore develop along the entire credit and

finance chain: from how credit is created to how it is provided (e.g. crowd-funding, peer-to-peer

1 The customer journey has been defined as 'the sequence of events - planned or unplanned - through which customers inform
themselves, purchase and interact with the company's offerings, including products, goods, services or experiences' (Norton,
Pine II, 2013).

2 https://www.bancaditalia.it/pubblicazioni/indagine-fintech/2021/2021-FINTECH-INDAGINE.pdf
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lending), payment services (instant payment), virtual currencies (cryptocurrencies), advisory services
(robo-advisors), decentralised validation technologies, identification, service delivery support (cloud
computing and big data). Starting from such a broad perimeter, one can sense the impact that
innovation has on all market segments by changing their structure in terms of volumes and values, as
well as by enriching the number and type of players along these value chains, particularly with the
entry of technology start-ups or technology and social media giants'. Added to this is a receptive
market! that confirms a structural change on both the supply and demand sides. Against this
backdrop, diverging scenarios are opening up in which fintech is both a driver of innovation and a
disruptive factor along the supply chain. In our financial system, innovations deriving from fintech
technologies are spreading, with an increase over the years in both expenditure in absolute terms and
in the number of intermediaries and projects, highlighting a higher rate of technology adoption within
the financial system. Faced with this external pressure, traditional banks have intensified their
commitment to new technologies to improve their processes and value proposition. This is evidenced
by an expenditure on fintech technologies for the two-year period 2021-2022 that amounts to 530 M€,
up from the previous two-year period (456 M€) with the number of investing intermediaries rising to
96 (77 in the previous two-year period) and the number of projects rising to 329 (from the previous
267). The above is also confirmed by the data in the CIPA-ABI 2022 survey? where an indicator is
measured, the TCO (Total Cost of Ownership), which represents the trend of IT spending in the Italian
banking sector and which shows a continuous growth phase since 2014. Spending on investments in
innovative technologies shows a concentration on a small number of intermediaries, among which,
however, there are also small and medium-sized banks, confirming the transversal nature of this type
of investment. The openness of the financial system is also evidenced by the high number of
partnership agreements with fintech companies and participation in incubators, sandboxes and
experimentation spaces. In particular, collaborations are mainly agreements related to initiatives
developed by the intermediary that uses them to develop a Fintech business.

More than 4/5 of collaborations are in fact the provision of a service to the intermediary or the sale of
services to the intermediary's clients. Investment projects are mainly aimed at the creation of products
and services or the achievement of new channels, processes, cost reduction or customer satisfaction,
and are predominantly intended to introduce elements of innovation in the relationship between the
financial intermediary and the consumer (understood as consumer households or businesses,

respectively 56.5% and 24% of the innovations introduced). In order to have an overall picture of the

182% of consumers in the 18-24 age group have purchased a financial product from new providers in the last 12 months while
this percentage drops to 34% in the >65 age group
https://www.accenture.com/content/dam/accenture/final/industry/banking/document/Accenture-Banking-Consumer-Study.pdf
2 https://www.cipa.it/rilevazioni/economiche/2022/index.html
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recent investment initiatives launched in the banking sector in the digital tranformation sphere, a
summary table was constructed by examining data and information acquired from Banca d’Italia and

ABI documentation (see table 1).

Table 1 - Primary business area, project area and type of projects recently implemented by Italian

retail banks

Primary
business area

Project area

Type of projects

Credits, deposits, capital
raising

mobile banking
digital lending
supply chain finance

new solutions for guarantees and other
applications

The prevailing technology is investment in
APIs, Big Data and RPA1. Many projects are
aimed at developing services for mobile
banking and digital lending.

Payments

solutions to digitise transactions

payment deferrals in physical or online
shops

payment acceptance and management

financial situation monitoring and

automation of physical processes

Solutions to make transactions smoother and
faster, payment deferrals for purchases in
physical or online channel, acceptance and
management of payments by businesses and
freelancers (e.g. smartpos),
reconcile income and expenditure across
different intermediaries2

solutions to

Investment and insurance

investment services

Projects aimed at increasing the quality and

efficiency of the portfolio, creation of

services advisory support ) )
automatisms that support consulting,
new products and channels development of insurance products in line
insurance services with the demands of niche markets
compliance ) ]
o These are projects implemented to respond
Governance credit risk governance

Others

to regulatory developments or to automate
internal processes

Business Operations

back office

business support

customer support

These are projects that aim to automate
business processes that the user does not
perceive (or, rather, takes for granted) except
in the service part

Source: own elaboration on Banca d’Italia and ABI documentation

In the table it is possible to identify the primary business area, the project area and the specific project

type of the aforementioned initiatives. From the analysis of the table, a complex picture emerges that

! PIs (Application Programming Interface) and RPA (Robotic Process Automation) are also enabling technologies for the
development of vertical products and services that then impact the user experience.

2 This allows the client a single view of his or her financial situation. The same technology is used in the investment world,
allowing customers (especially affluent customers who are usually multi-banked) to have a single view of their investor profile,
thus enabling the risk/return ratio of all the wealth invested to be efficient, even if with different operators.
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shows how, on the supply side, investment in technology translates into a strong opportunity for the
strategic repositioning of the bank, which must innovate in order to continue to offer value products
and services to its customers. On the demand side, this pressure creates the preconditions for seeking
satisfaction for needs that are more or less latent but spreading rapidly among the target audience, at a
pace in fact aligned with that of the development of digital innovations. A framework that is still
being defined, even though it is generating consumer experiences closer to user expectations, both for
products and services: in 2022, for example, although 23% of banks envisaged the possibility of using
an app to open a digital account, this feature was only used by 10% of users. On the other hand,
research by Accenture shows that 2/3 of customers say that banking companies are not responding
quickly to their expectations. This highlights the fact that as of today we are still in the change phase
and the implementation of new solutions will require further and continuous efforts from the supply
side in tune with the changes in demand, which will increasingly take advantage of the new
opportunities offered by the banking system, benefiting both in terms of user experience (especially in

terms of speed, ease of use and security) and costs.

5. THE PRIORITIES FOR ITALIAN BANKS ADOPTING NEW TECHNOLOGIES

The innovative projects recently initiated by traditional banks are driven by several factors that show
different levels of importance. High on the list of investment priorities are cyber risk management and
mitigation initiatives, identified as a top issue by both larger and smaller Italian banks (Figure 2). The
relevance of security safeguards is always significant because of banks' increased exposure to cyber
risks and the consequent need to constantly strengthen defense measures. Cybersecurity has become a
priority for banks, as protecting their customers' data is critical to maintaining the institution's trust
and reputation. However, the banking sector is increasingly subject to cyber threats, which require
advanced solutions to ensure data protection. The banking sector is increasingly subject to cyber
threats, such as phishing, malware, ransomware, and DDoS attacks. Banks also face the challenge of
data management, as customers' personal information is increasingly numerous and complex. In
addition, banks must constantly update their security measures to prevent new cyber threats.
Cybersecurity is followed by the issue of modernizing core banking systems and upgrading
infrastructure: a path that has been underway for a number of years now but remains relevant
especially for larger banks. A strong push to invest in Data Governance, Digital Onboarding and
Artificial Intelligence initiatives is noted, and the focus on Cloud Computing (especially for larger

banks) remains high in line with the need to enable more agile models in service development.
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Figure 2 - Main Information Communication
Technology (ICT) investment priorities for Italian
banks

Initiatives for Data Valorization (Big data, Advanced... [

Transformation of technological architectures
Enhancement of Mobile Banking services
Evolution towards Cloud Computing
Evolution of IT systems with regard to sustainability
Resilience and Business Continuity solutions
Process reengineering/automation
Artificial Intelligence

Digital Onboarding (e.g. remote customer...
Data Governance initiatives

Modernisation of core banking systems and...

Cyber risk management and mitigation

0

X

20% 40% 60% 80% 100%

Smaller banks (<20bn€) and interbank outsourcers M Larger banks (>€20bn) H Total

Source: ABILab 2024

The changes taking place in the banking sector, linked to developments in information technology and
an increasingly friendly consumer towards digital devices to access financial services as well, are an
expression of a proactive approach that retail banks have adopted, and continue to adopt, in order to
remain competitive in their markets. These are profound changes that have required a revisiting of
business models in the awareness that this is essential to offer their customers innovative solutions
both in terms of products/services and access methods, improving customer experience. Today, in
fact, but we believe more and more in the near future, remote access will be the preferred solution for
many customers, being more practical, economical and faster than the alternative of going in person to
the branch. This has also emerged from recent research: convenience, speed of execution, lower costs
and electronic documentation are the attractive levers that have induced digital customers to

subscribe to products and services via the web (ABI 2023, p.51).
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6. MANAGERIAL IMPLICATIONS

On the basis of what has been described, we can state that the range of services that can be accessed
remotely and those that can be used in self-service mode should become broader, satisfying the
changing and differentiated needs of the various customer clusters that show a growing aptitude to
use new technologies to access the services they need, with a consequent increase in demand for
services with a higher digital content. Within this evolutionary scenario, a major theme is the cyber
risk management and the solutions to mitigatate it. This is a real priority as regards the investments
made by Italian banks in the ICT (Figure 2). Moreover, the financial sector is one of the sectors most
affected by cyber attacks due to the volumes, nature and frequency of transactions, as well as the size
of the customer base (Bajwa et.al, 2023). Large organisations have suffered various such attacks over
the years that have jeopardised the security of their customers' data and, in some cases, there have
been outright thefts of money, such as the case of the Bank of Russia in which as many as 21 cyber-
attacks occurred with a total damage of $50 billion (Chakraborty, 2020). This is why spending on
cybersecurity has grown significantly over the years and is now one of the main areas of investment
for financial institutions. Digitisation can therefore be a source of value proposition and
competitiveness improvements, but it also exposes to potentially very dangerous cyber risks that need
to be well identified and minimised through appropriate initiatives. These must be supported by
governance within a strategic design at the centre of which is placed the customer and his satisfaction.
It is for this reason that alongside security, retail banks are pursuing a complex of projects, belonging
to different business areas, aimed at enriching their offerings with an increasing level of digitalisation
and optimising the service process also with initiatives that are not directly visible to the customer but
that can impact on the level of efficiency and security of the process and the quality of the service

provided.

7. CONCLUSIONS, LIMITATIONS AND SUGGESTION FOR FUTURE
RESEARCH

The analysis of projects recently implemented by Italian retail banks has provided an overview of the
various types of projects on which these institutions are directing their resources in the knowledge
that only a proactive approach to innovation is an indispensable factor in succeeding in continuously
proposing a value proposition judged to be of value by their customers and at the same time allowing
all corporate stakeholders to see their needs satisfied, in line with the fundamentals of stakeholder
theory (Freeman, 1994). The analysis conducted provides an overview of the current trend related to

digital transformation within retail banks, with a particular focus on Italian ones. This analysis has
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some limitations as it is based solely on the analysis of secondary data. We believe that the analysis
could be developed by carrying out an empirical analysis, by conducting in-depth interviews with a
sample of managers in the banking sector aimed mainly at bringing out the main difficulties in
implementing ICT investments, while at the same time describe the effects on the business model,
internal organisation (including aspects related to staff management and training) and customer
relations. It would also be useful to understand whether performance indicators, including customer
satisfaction indicators, correlate with the investments made. Indeed, with such initiatives, banks can
improve their ability to intercept customers' needs and be able to satisfy them with an omnichannel

proposition perceived as valuable by the customer over time.
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ABSTRACT

This article aims to analyze the mental models of social business entrepreneurs from the
perspective of their cognitive elements in decisions related to the development of
opportunities.For this purpose, a qualitative and exploratory research approach was
developed. The method used in the study was Interactive Qualitative Analysis (IQA), utilized
both as a data collection and interpretation procedure. The IQA aims to generate a shared
mental map among individuals on the discussed topic, identifying components and
relationships between them. This mind map is the main contribution of the study. The results
revealed five cognitive elements that influence opportunity development: purpose, awareness,
positive socio-environmental impact, market opportunity, and personal opportunity. The
procedures allowed a holistic understanding of these elements, indicating that the main driver
of the entrepreneurial process is purpose, followed by awareness, both in a causal position in
the opportunity development system. As for the affinities positive socio-environmental impact,
market opportunity, and personal opportunity, these are the primary results or effects resulting
from the model, which are interrelated as part of cycle of continuous influence. From a practical
perspective, the results of this study can support public policies favorable to social businesses,
promoting social innovation and sustainability. Additionally, the proposed mental model
offers valuable insights to entrepreneurs, guiding them in identifying and exploring

opportunities, and encouraging the creation of new social businesses.

Keywords: Entrepreneurial opportunities. Mental models. Entrepreneurial cognition. Cognitive

elements. Social businesses.

INTRODUCTION

The entrepreneurial capacity of the population drives job creation, develops products and services for
the market, and inspires innovative solutions across various sectors (Kuratko et al., 2021; Lobo et al.,
2023), fostering sustainable and equitable national development. In this context, social businesses
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emerge as an innovative organizational form recognized for their contribution to social
entrepreneurship, playing a crucial role in advancing sustainable development (Comini et al., 2012;
Petrini et al.,, 2016; Al-Qudah et al., 2021). Contributing to explore this importance, the article aims to
analyze the mental models of social business entrepreneurs from the perspective of their cognitive
elements in decisions regarding the development of opportunities. To achieve this, the Interactive
Qualitative Analysis, proposed by Northcutt and McCoy (2004), was employed.

Social businesses, as defined by Barki et al. (2020), are mission-driven organizations seeking to address
socio-environmental challenges efficiently and financially sustainably, using market mechanisms. This
emergence is motivated by the difficulty of the public sector and NGOs in promoting economic
development due to a lack of resources and organizational capabilities (Porter and Kramer, 2011).
Despite the growing interest in the subject, there are gaps that require investigation, especially
concerning the process of opportunity development in this context. It is crucial to analyze what drives
entrepreneurs to identify and explore social opportunities (Nsereko, 2022; Kaushik and Tewari, 2023).
Therefore, understanding the process and cognitive factors shaping judgments about opportunities is
decisive in determining under which conditions entrepreneurial activity is most likely (Wood et al.,
2014). Cognitive elements play a fundamental role, influencing entrepreneurs' capabilities and being
beneficial in the discovery and creation of business opportunities (He et al., 2020). These elements
organize information stored in memory, acting as "models" that allow some individuals to perceive
connections between seemingly unrelated points for others (Baron, 2006), known as mental models
(Wood et al., 2014). To discuss the topic, the article is structured into the following sections: theoretical

foundation, methodology, presentation of results and discussion, concluding with final considerations.

SOCIAL BUSINESS AND ENTREPRENEURIAL COGNITION

Social businesses, highlighted as an innovative form of organization, represent an alternative seeking to
integrate the best of the third and second sectors to generate positive social impact (Barki et al., 2020).
These organizations, also called social enterprises, inclusive businesses, and social businesses, are
essential for achieving sustainable development, prioritizing the resolution of social demands and
financial self-sustainability (Comini et al., 2012; Barki et al., 2020).

In the business models of social enterprises, the prioritization of social value creation over economic
value stands out (Littlewood; Holt, 2018). They cannot rely on replicating business models primarily
focused on economic profit, requiring the development of a specific model (Yunus et al., 2010),
reflecting organizational hybridity that combines different institutional logics (Gupta et al., 2020;
Wilson and Post, 2013; Barki et al., 2020). In the context of social businesses, entrepreneurial

opportunities are defined as "situations in which new combinations of means-ends in socio-economic
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environments can be created or optimized and that maintain value for a limited period" (Zur, 2015, p.
79). Opportunities are thus perceived based on existing needs for social value creation, involving
cognitive elements such as prior experience, risk propensity, and social capital (Nsereko et al., 2022;
Bezerra-de-Sousa et al., 2022; Zulfiqar, 2019).

As entrepreneurial behavior is influenced by cognitive or mental processes, a research line has emerged
in academia that aims to study entrepreneurship from a cognitive perspective to investigate how
individuals obtain, process, and use information (Madzikanda et al., 2022). Thus, the theory of
entrepreneurial cognition uses cognitive psychology to analyze how entrepreneurs think when
launching businesses and exploring opportunities (Chen et al., 2020) and employs mental models to
gather information and identify opportunities, seeking to understand why they do what they do
(Kuratko et al., 2020).

Entrepreneurial cognition is defined as knowledge structures used in the assessment of opportunities,
in the creation of ventures, and in growth (Mitchell et al., 2002). Entrepreneurs perceive opportunities
through simultaneous and repetitive cognitive activities, influenced by cognitive factors enhancing
their abilities in discovering and creating opportunities (Pryor et al., 2016; He et al., 2020; Wood et al.,
2014). Thus, Poblete (2019) suggests that although perceptions are influenced by external factors
shaping interpretations, the definition of what constitutes a good opportunity occurs at the individual
level.

Cognitive elements play a fundamental role in the entrepreneurial process. In the context of traditional
entrepreneurship, notable elements include prior experience (Frederiks et al., 2019; Gamero & Ostos,
2020; Nicolaou et al., 2019; Westhead et al., 2005), knowledge domain (Alomani et al., 2022; Mensah et
al,, 2021; Milan et al.,, 2010), previous failure (Klimas et al., 2021; Wood et al., 2014), risk propensity
(Alomani et al., 2022; Fillis & Rentschler, 2010; Tabares et al.,, 2021; Zaleskiewicz et al., 2020),
overconfidence (Alomani et al., 2022; De Carolis & Saparito, 2006), optimism (Shepherd et al., 2015;
Poblete, 2019), creativity (Gamero & Ostos, 2020; Fillis & Rentschler, 2010; Tabares et al., 2021), social
capital (Alomani et al., 2022; De Carolis & Saparito, 2006; Gamero & Ostos, 2020; Huang et al., 2022),
moral reflection (Milan et al., 2010; Shepherd et al., 2015), metacognitive thinking (Bastian & Zucchella,
2022; Gilbert-Saad, 2023; Haynie & Shepherd, 2009; Majeed, 2022; De Winnaar & Scholtz, 2020), self-
efficacy (Camelo-Ordaz et al., 2020; Doanh, 2021; Tabares et al., 2021), curiosity (Arikan et al., 2020),
cognitive flexibility (Lenartowicz, 2019), schema alertness (Mensah et al., 2021), counterfactual thinking
(Frederiks et al.,, 2019; Mensah et al., 2021), prospective thinking (Frederiks et al., 2019), perspective-
taking (Frederiks et al., 2019), and desire (Alomani et al., 2022).

In the realm of social entrepreneurship, there is a knowledge gap regarding cognitive reasoning in the

search for social opportunities, highlighting the need for further exploration in this area (Hockerts,
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2015; Mundz, 2018). Despite this gap, some cognitive elements of social business entrepreneurs are
found in studies focused on this context, including self-perception of opportunities (Nicolas et al.,
2018), self-perception of capabilities (Nicolas et al., 2018), fear of failure (Nicolds et al., 2018),
commitment escalation (Hietschold & Voegtlin, 2021), illusion of control (Hietschold & Voegtlin, 2021),
perceived sustainable convenience (Arru, 2020), behavioral control (Arru, 2020), attitude toward
sustainability (Arru, 2020), social empathy (Zulfiquar et al.,, 2019), prior experience (Wanyoike &
Maseno, 2021; Ghazali et al., 2021; Nsereko, 2021), risk propensity (Arru, 2020), overconfidence
(Hietschold & Voegtlin, 2021), social capital (Zulfiquar et al., 2019), self-efficacy (Arru, 2020; Nicolas et

al., 2018), creativity (Lemaire, 2022), and financial security (Ukil et al., 2023).

METHODOLOGY

To achieve the objective, the study employed Interactive Qualitative Analysis (IQA) by Northcutt and
McCoy (2004), a methodology that combines the quantitative rigor of Total Quality Management
(TOM) with a qualitative project for data collection and analysis. The method aims to create, from a
focus group, a shared mental map of individuals on the addressed topic and identify relationships

between these components.
Research design

According to Northcutt and McCoy (2004), the research planning encompasses three stages in the
design phase: a) problem formulation; b) definition of constituent groups, and c) research question
formulation. The research problem accompanying this study is: "How are the mental models of social
business entrepreneurs characterized, from the perspective of their cognitive elements, in decisions
about the development of opportunities?"”

Subsequently, the definition of research participants, called constituents (Northcutt & McCoy, 2004).
The research participant group consists of founding entrepreneurs of Brazilian social businesses who
identified and explored a social entrepreneurial opportunity at least 2 years ago and are still leading the
enterprise. These individuals should be responsible for decisions related to entrepreneurial
opportunities. Eight social business entrepreneurs agreed to participate and contribute to the research.
The confidentiality of the research participants was ensured by concealing the municipality and the
names of the participants and their companies, naming them only as Entrepreneur 1, Entrepreneur 2,

and so forth until Entrepreneur 8.
Focus group facilitation and data analysis

The focus group aims to identify the "pieces of the map," referred to as affinities by Northcutt and

McCoy (2004). In this study, the focus group was conducted online through a web conferencing tool
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and lasted two hours and twenty minutes. In this phase, the "silent brainstorming" occurs, in which
participants must write their experiences on cards based on their reflection on the research's guiding
question (Northcutt and McCoy, 2004). To assist, the Padlet tool was used to create a collaborative and
interactive virtual board. Participants accessed the virtual board link, and the researcher retrieved the
key question from the focus group, asking respondents to reflect on their experience with the study's
phenomenon and type their thoughts on the board (one per card, preferably using short words or
phrases).

Up to this point, each participant could only see their own cards, and only the researcher could see
everyone's cards. This was done to avoid external influences during the process. After 15 minutes, the
entrepreneurs finished, and the researcher enabled all cards to be visible on the screen for all
participants. A total of 74 cards resulted, displayed on the screen without any defined order or
identification of who wrote them. Next, the researcher read each card to the group to ensure everyone
had the same understanding, and participants were invited to reach a consensus on the meaning of
each card, organizing them into categories and placing them in columns by groups of meaning
(affinities). This process is called inductive coding because the participants themselves classify the
categories, also establishing their respective names (Northcutt & McCoy, 2004).

With the affinities created, the focus group's final objective is to analyze the relationship between
affinities, using a form called the Affinity Relationship Table (ART). Each participant filled out this
form online through the Google Forms tool. It included questions about the relationship of each pair of
affinities, with three possible response options: A > B (A influences B), A <B (B influences A), and A <
B (no relationship). This step is called theoretical coding. This form was sent to the participants by
email, and after everyone filled it out, the focus group was concluded.

Then, to create the mental map resulting from the focus group, the researcher initiated the data
analysis. Firstly, the count of each relationship between affinities was carried out, considering the ART
of each participant and recording the sum of frequencies for each pair of relationships in an Excel
spreadsheet. With this data, the Affinity Theoretical Coding Frequency Table was created. In this study,
20 relationships were established between the pairs of affinities pointed out by entrepreneurs and
classified in descending order.

As indicated by Northcutt and McCoy (2004), the Pareto principles were used to select the affinity pairs
to be considered in building the mental map resulting from the focus group. Thus, when the
cumulative percentage of frequencies reaches 80, it should be the selection point for affinities,
considering that the greatest variance is included in these relationships. According to the cutoff line in
this study, the cumulative percentage of frequencies reaches 82.2% on the twelfth relationship pair

between affinities (3 < 5), accumulating 60% of the relationships. Additionally, Northcutt and McCoy
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(2004) recommend eliminating ambiguous relationships, i.e., those that receive votes in both directions.
Following these recommendations, two relationship pairs were eliminated (1 > 5 and 3 < 5), leaving ten
pairs considered for the mental map's construction. These were used to create the Interrelationship
Diagram (IRD) of the focus group.

In this diagram, each of the ten pairs of affinity relationships was inserted twice. Each arrow destined
from an affinity was counted as an out, and each received arrow was considered an in. Based on the
number of ins and outs, the delta value was calculated (delta = outs — ins). So that the diagram could
indicate the position of each affinity in the system, it was arranged in descending order of delta. Thus,
in this study, the awareness (1) and purpose (5) affinities are the primary drivers of the system,
followed by the market opportunity (3) affinity, which is the pivot. The positive socio-environmental
impact (2) and personal opportunity (4) affinities are the primary outcomes of the system, i.e., they are
the affinities that receive the most influences from others, considered the dependent variables in the
system. In this diagram, there were no secondary drivers and secondary outcomes.

Northcutt and McCoy (2004) indicate that the fact that the IRD presents different values from zero in all
inputs and outputs does not mean that there is no primary motivator or outcome. Instead, it indicates
that the affinity or affinities are a strong relative cause or effect but are still influenced by or influence
other affinities. In this case, it is appropriate to name these affinities as primary. After analyzing the
information, a mental map called the System Influence Diagram (SID) was generated as the result of the

focus group.
Interviews

In this phase, semi-structured individual interviews took place with the focus group participants,
aiming for a more detailed description of each affinity highlighted in the previous phase and a better
understanding of how the entrepreneur perceives the relationships presented in the mental map. The
idea is to obtain the experiential viewpoint of each individual (Northcutt & McCoy, 2004). The eight
interviews were also conducted online through the Microsoft Teams web conferencing tool in
November 2023. All interviews were recorded and later transcribed, totaling 7 hours and 50 minutes of
recording and 220 pages of transcription. A content analysis of the transcribed material was performed
using the MAXQDA Analytics Pro software, version 24. The interview results are presented and

discussed in the following topic.

PRESENTATION AND DISCUSSION OF RESULTS

In this section, the research results are presented and discussed, starting with the description of each

affinity from the entrepreneurs' perspective and then moving on to the identification of perceived
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relationships between affinities, combining theoretical coding interviews.
The purpose is defined by entrepreneurs as "what makes me wake up every day, working on activities
related to my values." Some participants reported that this category connects with all others, as it is
what drives and gives meaning to everything. Thus, identified opportunities are connected to the
entrepreneurs' purpose, as exemplified in the following excerpt:
"This category, I think, stitches everything together because nothing would make sense if it weren't
something I strongly believed in, right? Regardless of everything, I need to believe in the process, in
the mission. And in the effects too because it’s not just financial; we're at a point on the planet that
has become unsustainable. So, for me, nothing would make sense if it weren't in harmony with the
development of the planet, new ways of acting on the planet, understanding our role as human

beings in the world.” — Entrepreneur 8

Entrepreneurs' perception aligns with Wilson and Post (2013), who emphasize social mission as the
driving principle for social businesses. Thus, the cognitive element of social empathy (Zulfiquar, 2019)
emerges, where social entrepreneurs try to view their business from the perspective of societal
aspirations. The cognitive element of compassion also aligns with what entrepreneurs addressed in this
category, as the entrepreneur emphasizes others over personal gains (Zur, 2015). Another perceived
cognitive element is moral reflection (Shepherd et al., 2015). According to Gupta et al. (2020), social
entrepreneurs have a desire to take actions that assist in social changes and addressing social problems,
as they are motivated by a sense of commitment and ethical responsibility to help society.
Awareness can be defined as the means of generating impact through awareness. In the development
of opportunities, entrepreneurs evaluated this aspect, as through their previous knowledge and their
business, they raise awareness and provide socio-environmental education to society, as perceived in
Entrepreneur 3's interview:

“People also want to receive information, so they need information, whether for their own lives or

even for her other businesses. And so, from what we know, from our knowledge, we can use that to

pass on to other people, right?” - Entrepreneur 3

This sense of responsibility to raise awareness among others, identified in these statements, seems to go
beyond the possession of knowledge itself, as Milan et al. (2010) and Alomani (2022) describe that
knowledge mastery involves technical notions and knowledge about the environment. It is evident that
there is also a knowledge socialization movement, stemming from the knowledge acquired by the
social entrepreneur. In this sense, entrepreneurs emphasize that through their human capital and

knowledge mastery, they bring awareness to society.
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This also seems to reinforce the cognitive element of social empathy, presented by Zulfiquar (2019),
which relates to this category in the sense that the social entrepreneur desires to contribute to the
environment in which they are embedded. This occurs, for example, with the fact that the social
entrepreneur not only has knowledge for themselves but also shares it with others. Entrepreneur 6's
statement reflects this situation: "So generating this awareness in people, wherever I am, is my mission;
I am a evangelist, I am a prophet of nature.”, Another cognitive element present is social consciousness
(Zur, 2015), which directs the entrepreneur's attention to the social arena and the achievement of social
objectives. More recently, Viswanath and Reddy (2024) also indicate that social awareness is crucial for
recognizing opportunities, as involvement with communities and interaction with social issues enhance
the ability to identify and creatively solve challenges.
The positive socio-environmental impact category, considered in the process of opportunity
development, was defined by the participants as "positive socio-environmental impacts resulting from
involvement in social businesses." Entrepreneurs show great care in this regard, considering it crucial
for their business. The statement of Entrepreneur 1 provide an example of a socio-environmental
impact report your company:
"We always talked about this residue, and people would ask: "Why do you do that?" So from that,
we really started to see that we needed to talk much more about, in addition to awareness, the
impact we generate. How much waste we ve removed, how much residue we've taken out of an
industry and returned to that industry as a reinterpreted material. We also always show on social
media everything that remains from our production, where it goes. [...] This environmental impact
has always been very important; we always take great care, really take great care. Because it started
like this; the company already started certain. So, if we do something different from that, it doesn’t

make sense. So we always take great care.” — Entrepreneur 1

From the entrepreneurs' statements emerges a connection with the social profit equation of the social
business model proposed by Petrini et al. (2016). This component refers to the elements of the business
that generate social impact. According to what Arru (2020) pointed out about sustainable self-efficacy,
individuals believe in their ability to generate significant social and environmental impact. This belief is
briefly evidenced by Entrepreneur 4, who says: "So the impact we cause is very significant, very
significant." Thus, there is a concern about impact, its measurement, and the perception that it makes a
social and environmental difference.

Market opportunity is another affinity, defined by entrepreneurs as gaps in the market where financial
returns and positive impact can be obtained. Entrepreneurs perceived opportunities for various

reasons, including previous knowledge of the subject, a pain or need of the target audience, previous
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experience with the situation, and participation in entrepreneurship events that made the entrepreneur
see such opportunities. The statement of Entrepreneur 2 exemplify some of these situations:
"The business starts from the pain of the rural producer, which is the distribution of production,
productive planning. Another pain of the rural producer is the value paid for the products, so it
starts from there. But consequently, on the other end, there is the consumer who is concerned about
consuming products closer, products more... well, concerned about all these other points. [...] But
the reality, my family, well, the people I know, in different regions, this pain was identified. Of

course, then there was all the research, surveys, articles, and so on.” — Entrepreneur 2

The results synthesized in the statement of the entrepreneur, but also present among others, align with
Da Costa et al. (2007), Yitshaki and Kropp (2015), Arentz (2013), Wood et al. (2014), and Nsereko (2021),
assessing that the discovery of opportunities in the social context is based on life experiences, access to
information, previous knowledge, causing some individuals to recognize opportunities while others do
not. Previous experience with the social problem makes the entrepreneur more familiar with the
context and more engaged in creating a social organization (Hockerts et al. 2017, Bezerra-de-Souza et
al., 2022; Ghazali, 2021). According to Viswanath and Reddy (2024), life experiences remind social
entrepreneurs of the needs and challenges of communities, motivating them to seek innovative and

transformative solutions.

In this category, the cognitive element of social capital is also observed, as mentioned by entrepreneur
1, who discussed participation in events, building a network of partners, as well as involvement in an
incubator. The creativity (Lemaire, 2022) can also be identified in the entrepreneurs' statements, as they
used available resources to solve a situation. The sociological imagination (Zur, 2015), and business
idea, risk propensity, and market viability, proposed by Behling (2019), are also present cognitive
elements.
When evaluating a market opportunity, entrepreneurs also consider personal opportunity. Participants
identified in their statements the importance of generating income (short and long term), being able to
work with something that fits their reality and that they like and makes sense for their lives, as well as
being able to help others with their business. An example of this is mentioned by Entrepreneur 4.
"When we started earning, I mainly stopped and said: "Man, a business was born.” Because 1've
been a public servant, I've been a sales representative. I said: 'Man, I want to have my own
business, something I believe in, right.” And since the kids were already supporting themselves,

studying, I said: 'Man, it's the time I have now to lead my life, do what I like, right.”” —

Entrepreneur 4
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The results of this category are related to what Nicolaou et al. (2019) presented, stating that individual
circumstances and life changes can make the entrepreneur more aware of a more attractive
opportunity. Wanyoike and Maseno (2021) also corroborate in analyzing that motivation has a common
trait in which the trigger is intensely personal due to a closer proximity to the problem. Additionally,
the cognitive element of self-perception of capabilities is also present. It suggests that the perception of
one's own abilities, feeling capable of performing the action, helps the individual decide to undertake
(Nicolas et al., 2018). For example, Entrepreneur 3 states: "And so, as I already knew and had gone, I
wanted to bring and multiply this knowledge." The desire to establish a new venture is an important
cognitive factor, as entrepreneurs who want to start a business are likely to be more persistent in
creating new ventures (Alomani et al, 2022). This situation can be observed in Entrepreneur 4's
statement:

"Now [ think I found my path.” [...] I really found an opportunity to do what I like. And of course,

generate income because it's a startup, it’s in a good moment in innovation and everything, so I can

grow, build my business. Because 1 worked my whole life for others, and now I decided to work for

myself.”

Another cognitive element related to this affinity is personal motivation, as indicated by Behling (2019),
since it points out that motivations for entrepreneurial opportunity development include financial
return, recognition, family influences, and freedom of action. Ukil et al. (2023) also analyze that

perceived financial security is also an important aspect for the entrepreneur.

After describing the five affinities, we move on to the second part of the interviews, where
entrepreneurs were questioned again about the perceived relationships between these affinities, which
will be presented next. In the second part of the interview, the researcher accessed a blank Affinity
Relationship Table (ART) questionnaire through Google Forms for the participant to classify the
influences between affinities again, reflecting and explaining the reason for their decision with
examples from their reality. As described in the focus group processing stage, participants had three
possible response options: A > B (A influences B), A <B (B influences A), and A <> B (no relationship). It
is important to clarify that entrepreneurs did not have access to the ART that was filled out previously
in the focus group.

With the analyses conducted, the researcher created a new System Influence Diagram, aiming to
triangulate these new data with the diagram generated in the focus group. The construction of this
second map followed the same SID protocol developed from the focus group. Thus, in this new map,
resulting from the interviews, the purpose affinity is the primary driver of the system, followed by

awareness as the secondary driver. The personal opportunity, market opportunity, and positive socio-
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environmental impact affinities appeared as primary results, being the ones most influenced by others.
In this diagram, there were no pivot and secondary result topological zones. Thus, to bring together the
main results of this study, figure 1 presents the five affinities of social business entrepreneurs' mental
models in the process of developing entrepreneurial opportunities, the most relevant factors identified

in each affinity, as well as their interrelationships that configure the system of influences.

Personal skills can help others
E 2- Income generation
Opportunity 3- Life change
4- Fulfillment
5- Motivation

"’ R 1- Perception that their

fﬁ-s

‘}‘f . 1- Provide information
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4- Socio-environmental

education for the involved

saciety

1- Society's pain or need

2- Knowledge about the
subject

3- Previous experience with
the situation

4- Access to information

5- Participation in events

6 -Social capital

Market

A .
Purpose wareness Opportumly
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4- Show the impact

Positive Socio-
environmental
Impact

Figure 1 - Social business entrepreneur’s mindmap

When analyzing the relationships, the exposed mind map demonstrates an influence arrow starting
from the primary driver purpose to the secondary driver awareness. Regarding this relationship,
entrepreneur 7 mentions: "Because if you have a purpose, you want to raise awareness." Awareness, in
turn, generates positive socio-environmental impact, as mentioned by entrepreneur 8: "I think that
through awareness, people start to behave differently towards the environment." Positive socio-
environmental impact influences the entrepreneur to see a market opportunity, as stated by
entrepreneur 3: "But often the market also proves that it needs to be changed, so I see there is an
opportunity there." Regarding market opportunity, entrepreneurs believe that it influences personal
opportunity, as can be observed in entrepreneur 1's statement: "It was from the opportunity I saw in the
market that I began to create opportunities for myself and others."

Personal opportunity, in turn, influences positive socio-environmental impact, as exposed by
entrepreneur 7: "It's a personal opportunity that gives an opportunity to talk about the impact." Having
established these relationships, it is noted that among the 3 affinities identified as primary outcomes of
the system, positive socio-environmental impact, market opportunity, and personal opportunity, there
was a continuous cycle of relationships, meaning that each affinity is influencing the other, directly or
indirectly. Northcutt and McCoy (2004) refer to this relationship as a Feedback Loop or Cycle of

feedbacks, since the variables influence each other mutually.
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Based on the results, the resulting mind map from the study may resemble that outlined by
Boszczowski and Teixeira (2012), highlighting important requirements in the development of social
opportunities. They emphasize that the identified need must be a socio-environmental problem. The
social mission, defined as purpose by the research participants and considered a primary driver in both
the focus group outcome and individual interviews, is highlighted by Wilson and Post (2013) and Syrja
et al. (2019) as the motivating principle of social businesses, driving the persistent pursuit of the
enterprise's objectives. Through this purpose, entrepreneurs identify needs to create sustainable social
value, aiming to improve social well-being and develop long-term projects (Sastre-Castillo et al., 2015).
This affinity is considered an inductor of the other model's affinities, as indicated by Northcutt and
McCoy (2004). Sales (2022) illustrates this influence by relating that the goal of a social business is to
generate social impact from its main activities, rather than as an unintended effect.

According to Boszczowski and Teixeira (2012), entrepreneurs must recognize how they will address the
problem in the opportunity identification process. In the study's mind map, awareness (secondary
driver) is seen by the entrepreneur as a way to contribute to society through the application of
knowledge. Consequently, the generation of positive socio-environmental impact (primary outcome)
also contributes to this. The entrepreneur, in a cognitive manner, must gather this information into
something coherent that can be called an opportunity. This relates to the categories of market
opportunity and personal opportunity proposed in this study, as they appear as primary outcomes or
effects of the system. The entrepreneur identifies market opportunities that have not yet been explored,
also having personal opportunities with this process (Boszczowski and Teixeira, 2012).

Finally, as evidenced, opportunities are generated from an existing need for social value creation,
meaning the need already existed before social opportunities were implemented which can be
considered as exogenous. However, as Sharma et al. (2021) pointed out, in the identification,
development, and exploration of opportunities, cognition plays an intrinsic role and involves exploring
the individual traits of the entrepreneur. This reflects an endogenous aspect of the social entrepreneur,
present in the interviews, such as cognitive elements like self-perception of capabilities (Nicolas et al.,
2018), social empathy (Zulfiquar et al., 2019), previous experience (Ghazali et al., 2021; Nsereko, 2021),
social capital (Zulfiquar et al., 2019), and self-efficacy (Arru, 2020; Nicolas et al., 2018).

FINAL CONSIDERATIONS

In a scenario filled with social and environmental challenges, social business entrepreneurs, despite still
having limited presence, are gradually playing a crucial role in addressing these issues. By exploring
socio-environmental opportunities, they generate social value and establish new business models,

contributing to solving pressing problems. To understand how these entrepreneurs perceive
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opportunity, this research analyzed the mental models of social business entrepreneurs from the
perspective of their cognitive elements in decision-making regarding opportunity development. The
main theoretical contribution of the study was the construction of the shared mental model of social
business entrepreneurs in the domain of opportunity development, formed by cognitive elements that
interrelate to determine, in the perception of the entrepreneurs, the attractiveness of an opportunity.
We identified the cognitive elements of mental models of social business entrepreneurs that influence
opportunity development: purpose, awareness, positive socio-environmental impact, market
opportunity, and personal opportunity. The model configuration presented purpose as the primary
driver and awareness as the secondary driver, both considered causes in the opportunity development
system. The positive socio-environmental impact, market opportunity, and personal opportunity were
identified as primary results of the model. These represent the resulting effect of the system, present in
a cycle of influence, called a feedback loop, meaning they affect and are mutually affected.

Regarding entrepreneurial opportunities, it is possible to perceive that they are linked to purpose.
Entrepreneurs primarily use their social empathy, compassion, and moral reflection in their actions, as
they aim to contribute to the society they are part of. As for awareness, a strong influence of knowledge
domain can be observed, along with an additional movement of knowledge socialization, since through
it, the entrepreneur generates socio-environmental education. Additionally, the cognitive elements of
social empathy and social consciousness are perceived, relating to the definitions of social
entrepreneurs found in the literature.

As for positive socio-environmental impact, entrepreneurs seek to measure it, both to recognize the
effects of their actions and to promote changes in social perception and behavior, as well as to attract
interest in their business model. This reflects the sustainable self-efficacy cognitive element, feeling
capable of generating a proposed impact. Regarding market opportunity, the elements of previous
experience, knowledge domain, creativity, sociological imagination, business idea, risk propensity,
market viability and social capital influence the opportunities identified by entrepreneurs. The
empirical findings of this affinity also contribute to the previous literature by noting that the
entrepreneur identifies the opportunity based on an existing need in society. Finally, in personal
opportunity, the self-perception of capabilities, optimism, personal motivation and a desire to establish
a new venture, are noticeable cognitive elements.

Thus, it is highlighted that the cognitive elements that resulted from this study, labeled as purpose,
awareness, positive socio-environmental impact, market opportunity, and personal opportunity, and
presented together as a mind map, had not been previously found in the literature, but they relate to
some aspects of the researched theory. Additionally, this result allowed us to visualize in a holistic way

how entrepreneurs think about the opportunity. Furthermore, some of the cognitive elements of social

Global Business Transformation in a Turbulent Era ISSN: 2547-8516
ISBN: 978-9925-628-01-8



17th Annual Conference of the EuroMed Academy of Business 56

entrepreneurship that already exist in the literature were not evidenced in the reports of the
participating entrepreneurs. Among them are self-perception of opportunities, fear of failure, escalation
of commitment, control illusion, perceived sustainable convenience, behavioral control and attitude
towards sustainability.

Considering the reflections presented and returning to the research question that guided this study on
the characterization of the mental models of social business entrepreneurs, focusing on their cognitive
elements in decisions related to opportunity development, it is highlighted that purpose emerges as the
main driver of this entrepreneurial process. This cognitive element, based on the motivation to
contribute to the improvement of the world, transcends the scope of the entrepreneur's actions.
Purpose not only guides them to be a change agent but also guides them in the application of their
knowledge, with an emphasis on awareness, positively influencing other individuals and organizations
in their sphere of relationships. Purpose, combined with the desire to raise awareness about socio-
environmental issues, leads the social entrepreneur to recognize the possibility of generating positive
impact, identifying market opportunities not yet explored by other organizations. This process,
therefore, not only results in personal opportunities, income, and fulfillment but also contributes to the
construction of a broader positive socio-environmental impact, consisting of a constant loop. Thus, the
opportunity in social businesses is configured at the intersection of external and internal factors. In
summary, the entrepreneur operates in a context with real and objective conditions, allied with their
perception, shaping the scenario for the discovery and creation of opportunities.

The empirical results and the confrontation with previous literature significantly contribute to the
scientific knowledge in the field. However, considering this as an exploratory study, it still opens
possibilities for future research, such as a comparative analysis of social entrepreneurs focusing on
businesses exclusively addressing environmental or social demands. Exploring the model for studies in
other regions of the country, comparing possible regional differences, is also a fertile path for research.
Furthermore, future research can use the identified model and affinities for the construction of
evaluation scales, allowing quantitative studies with expanded samples.

From a practical standpoint, the findings of this study have the potential to inform public policies
favorable to social businesses, promoting social innovation and sustainability. Additionally, they offer
valuable insights applicable to interested entrepreneurs, encouraging the creation of new businesses.
By sharing this accessible knowledge, the research contributes to empowering entrepreneurs,
encouraging the formation of ventures that not only thrive in the market but also generate positive and
sustainable impact in their communities and the environment.

In relation to the methodology, this study also contributes by using Interactive Qualitative Analysis

(IQA) in the field of administration, filling a gap in the literature (Behling et al., 2019). Additionally, the
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study may have advanced by conducting the focus group and interviews online, as there is no
knowledge of online focus groups, only interviews. This approach may facilitate the application of IQA

in further research, bringing together groups with similar characteristics but in different regions.

REFERENCES

Alomani, A., Baptista, R., & Athreye, S. S. (2022). “The interplay between human, social and cognitive resources
of nascent entrepreneurs”. Small Business Economics, 1-26.

Al-Qudah, A. A., Al-Okaily, M., & Alqudah, H. (2022). “The relationship between social entrepreneurship and
sustainable development from economic growth perspective: 15 ‘RCEP’countries”. Journal of Sustainable Finance
& Investment, 12(1), 44-61.

Arentz, J., Sautet, F., & Storr, V. (2013). “Prior-knowledge and opportunity identification.” Small Business
Economics, 41, 461-478.

Arikan, A. M., Arikan, I, & Koparan, 1. (2020). “Creation opportunities: Entrepreneurial curiosity, generative
cognition, and Knightian uncertainty.” Academy of Management Review, 45(4), 808-824.

Arru, B. (2020). “An integrative model for understanding the sustainable entrepreneurs’ behavioural intentions:
an empirical study of the Italian context.” Environment, Development and Sustainability, 22(4), 3519-3576.

Barki, E., Rodrigues, J., & Comini, G. M. (2020). “Impact businesses: A concept under construction.” Revista de
Empreendedorismo e Gestao de Pequenas Empresas, 9(4), 477-501.

Bastian, B., & Zucchella, A. (2022). “Entrepreneurial metacognition: a study on nascent entrepreneurs.”
International Entrepreneurship and Management Journal, 18(4), 1775-1805.

Behling, G. (2019). “Mental models and entrepreneurial opportunities: the influence of mental models on
opportunity development” (Doctoral dissertation). Universidade do Vale do Itajai - UNIVALL Itajai, SC, Brazil.
Bezerra-de-Sousa, I. G., Segatto, A. P., Morais-da-Silva, R. L., & Justen, G. S. (2022). “The activities that make up
the phases of the social innovation process: a study in the context of social impact businesses.” Revista Brasileira
de Gestao de Negdcios, 24, 126-143.

Boszczowski, A. K., & Teixeira, R. M. (2012). “Sustainable entrepreneurship and the entrepreneurial process: in
search of new business opportunities as a solution to social and environmental problems.” Revista Economia &
Gestao, 12(29), 141-168.

Camelo-Ordaz, C. Dianez-Gonzalez, ]J. P., Franco-Leal, N., & Ruiz-Navarro, J. (2020). “Recognition of
entrepreneurial opportunity using a socio-cognitive approach.” International Small Business Journal, 38(8), 718-
745.

Chen, P. C, Chan, W. C, Hung, S. W,, & Lin, D. Z. (2020). “How entrepreneurs recognise entrepreneurial
opportunity and its gaps: a cognitive theory perspective.” Technology analysis & strategic management, 32(2),
223-238.

Comini, G., Barki, E., & de Aguiar, L. T. (2012). “A three-pronged approach to social business: A Brazilian multi-
case analysis.” Revista de Administragao, 47(3), 385-397.

Da Costa, C. R. F,, Machado, H. V., & Vieira, F. G. D. (2007). “Entrepreneurial behavior in exploring
opportunities: oral history on the case of a food industry.” Desenvolvimento em Questao, 5(10), 75-95.

De Winnaar, K., & Scholtz, F. (2020). “Entrepreneurial decision-making: new conceptual perspectives.”
Management Decision, 58(7), 1283-1300.

Dheer, R. J.,, & Lenartowicz, T. (2018). “Multiculturalism and entrepreneurial intentions: Understanding the
mediating role of cognitions.” Entrepreneurship theory and practice, 42(3), 426-466.

Doanh, D. C. (2021). “The moderating role of self-efficacy on the cognitive process of entrepreneurship: An
empirical study in Vietnam.” Journal of Entrepreneurship, Management and Innovation, 17(1), 147-174.
Frederiks, A.J., Englis, B. G., Ehrenhard, M. L., & Groen, A. ]. (2019). “Entrepreneurial cognition and the quality
of new venture ideas: An experimental approach to comparing future-oriented cognitive processes.” Journal of
business venturing, 34(2), 327-347.

Gamero, H., & Ostos, J. (2020). “Systematic literature review on key factors in identifying business opportunities.”
Revista de Ciencias de la Administracién y Economia, 10(20), 307-327.

Ghazali, E. M., Mutum, D. S., & Javadi, H. H. (2021). “The impact of the institutional environment and experience
on social entrepreneurship: a multi-group analysis.” International Journal of Entrepreneurial Behavior &
Research, 27(5), 1329-1350.

Global Business Transformation in a Turbulent Era ISSN: 2547-8516
ISBN: 978-9925-628-01-8



17th Annual Conference of the EuroMed Academy of Business 58

Gilbert-Saad, A., Siedlok, F., & McNaughton, R. B. (2023). “Entrepreneurial heuristics: Making strategic decisions
in highly uncertain environments.” Technological Forecasting and Social Change, 189, 122335.

Gupta, P., Chauhan, S, Paul, ], & Jaiswal, M. P. (2020). “Social entrepreneurship research: A review and future
research agenda.” Journal of Business Research, 113, 209-229.

He, J., Nazari, M., Zhang, Y., & Cai, N. (2020). “Opportunity-based entrepreneurship and environmental quality
of sustainable development: A resource and institutional perspective.” Journal of Cleaner Production, 256.
Hietschold, N., & Voegtlin, C. (2022). “Blinded by a social cause? Differences in cognitive biases between social
and commercial entrepreneurs.” Journal of Social Entrepreneurship, 13(3), 431-452.

Hockerts, K. (2015). “A cognitive perspective on the business case for corporate sustainability.” Business Strategy
and the Environment, 24(2), 102-122.

Hockerts, K. (2017). “Determinants of social entrepreneurial intentions.” Entrepreneurship Theory and
Practice, 41(1), 105-130.

Huang, C.,, Sun, L, Liu, Q. Yan, Y, & Li, C. (2022). “The Impact of Team Knowledge Heterogeneity on
Entrepreneurial Opportunity Identification: A Moderated Mediation Model.” Psychology Research and Behavior
Management, 71-82.

Kaushik, V., & Tewari, S. (2023). “Modeling Opportunity Indicators Fostering Social Entrepreneurship: A Hybrid
Delphi and Best-Worst Approach.” Social Indicators Research, 1-32.

Klimas, P., Czakon, W., Kraus, S., Kailer, N., & Maalaoui, A. (2021). “Entrepreneurial failure: a synthesis and
conceptual framework of its effects.” European Management Review, 18(1), 167-182.

Kuratko, D. F., Fisher, G., & Audretsch, D. B. (2021). “Unraveling the entrepreneurial mindset.” Small Business
Economics, 57, 1681-1691.

Lemaire, S. L. L., Razgallah, M., Maalaoui, A., & Kraus, S. (2022). “Becoming a green entrepreneur: An advanced
entrepreneurial cognition model based on a practiced-based approach.” International Entrepreneurship and
Management Journal, 18(2), 801-828.

Littlewood, D., & Holt, D. (2018). “How social enterprises can contribute to the Sustainable Development Goals
(SDGs)-A conceptual framework.” Entrepreneurship and the sustainable development goals, Emerald Publishing
Limited. Vol. 8, pp. 33-46.

Lobo, D., Reich, P. B., & Ardichvili, A. A. (2023). “Conservation entrepreneurship: A new frontier in conservation
science.” Biological Conservation, 282.

Madzikanda, B., Li, C., & Dabuo, F. T. (2022). “Foreign Entrepreneur Success in China: The Role of
Entrepreneurial Cognition in Opportunity Recognition.” International Journal of Management, Accounting &
Economics, 9(6).

Mensah, E. K., Asamoah, L. A, & Jafari-Sadeghi, V. (2021). “Entrepreneurial opportunity decisions under
uncertainty: Recognizing the complementing role of personality traits and cognitive skills.” Journal of
Entrepreneurship, Management, and Innovation, 17(1), 25-55.

Milan, G. S., De Toni, D., Dorion, E., & Schuler, M. (2010). “The influence of entrepreneurs' mental models on the
performance of their organizations.” Gestao. org, 8(3), 355-381.

Mitchell, R. K., Busenitz, L., Lant, T., McDougall, P. P., Morse, E. A., & Smith, J. B. (2002). “Toward a theory of
entrepreneurial cognition: Rethinking the people side of entrepreneurship research.” Entrepreneurship theory
and practice, 27(2), 93-104.

Muroz, P. (2017). “A cognitive map of sustainable decision-making in entrepreneurship: A configurational
approach.” International Journal of Entrepreneurial Behavior & Research, 24(3), 787-813.

Nicolaou, N., Lockett, A., Ucbasaran, D., & Rees, G. (2019). “Exploring the potential and limits of a neuroscientific
approach to entrepreneurship.” International Small Business Journal, 37(6), 557-580.

Nicolas, C., Rubio, A., & Fernandez-Laviada, A. (2018). “Cognitive determinants of social entrepreneurship:
Variations according to the degree of economic development.” Journal of Social Entrepreneurship, 9(2), 154-168.
Northcutt, N.; Mccoy, D. (2004). Interactive qualitative analysis: A systems method forqualitative research.
Nsereko, I, Balunywa, J. W., Kyazze, L. M., Nsereko, H. B., & Nakato, J. (2022). “Entrepreneurial alertness and
social entrepreneurial venture creation: the mediating role of personal initiative.” Journal of Enterprising
Communities: People and Places in the Global Economy, 16(3), 361-383.

Petrini, M., Scherer, P., & Back, L. (2016). “Business model with social impact.” Revista de Administragao de
Empresas, 56, 209-225.

Poblete, C., Sena, V. & Fernandez de Arroyabe, J. C. (2019). “How do motivational factors influence
entrepreneurs’ perception of business opportunities in different stages of entrepreneurship?.” European Journal
of Work and Organizational Psychology, 28(2), 179-190.

Porter, Michael E.; Kramer, Mark R. (2011). “Creating Shared Value: Harvard Business Review.” Jan-Feb, v. 2011,
p- 1-17.

Global Business Transformation in a Turbulent Era ISSN: 2547-8516
ISBN: 978-9925-628-01-8



17th Annual Conference of the EuroMed Academy of Business 59

Pryor, C., Webb, J. W, Ireland, R. D., & Ketchen, Jr, D. J. (2016). “Toward an integration of the behavioral and
cognitive influences on the entrepreneurship process.” Strategic Entrepreneurship Journal, 10(1), 21-42.

Sharma, G. D. Paul, ], Srivastava, M. Yadav, A. Mendy, ], Sarker, T. & Bansal, S. (2021).
“Neuroentrepreneurship: an integrative review and research agenda.” Entrepreneurship & Regional
Development, 33(9-10), 863-893.

Shepherd, D. A., Williams, T. A., & Patzelt, H. (2015). “Thinking about entrepreneurial decision making: Review
and research agenda.” Journal of management, 41(1), 11-46.

Tabares, A., Chandra, Y., Alvarez, C., & Escobar-Sierra, M. (2021). “Opportunity-related behaviors in
international entrepreneurship research: a multilevel analysis of antecedents, processes, and outcomes.”
International Entrepreneurship and Management Journal, 17, 321-368.

Ukil, M. I, Ullah, M. S., & Hsu, D. K. (2023). “Advancing the model of social entrepreneurial intention: the role of
perceived financial security.” New England Journal of Entrepreneurship, 26(1), 40-55.

Viswanath, P., & Sadananda Reddy, A. (2024). “Exploring the motivating factors for opportunity recognition
among social entrepreneurs: a qualitative study.” New England Journal of Entrepreneurship.

Wanyoike, C. N., & Maseno, M. (2021). “Exploring the motivation of social entrepreneurs in creating successful
social enterprises in East Africa.” New England Journal of Entrepreneurship, 24(2), 79-104.

Wilson, F., & Post, J. E. (2013). “Business models for people, planet (& profits): exploring the phenomena of social
business, a market-based approach to social value creation.” Small Business Economics, 40(3), 715-737.

Wood, M. S., McKelvie, A., & Haynie, ]J. M. (2014). “Making it personal: Opportunity individuation and the
shaping of opportunity beliefs.” Journal of Business Venturing, 29(2), 252-272.

Yitshaki, R., & Kropp, F. (2016). “Motivations and opportunity recognition of social entrepreneurs.” Journal of
Small Business Management, 54(2), 546-565.

Yunus, M., Moingeon, B., & Lehmann-Ortega, L. (2010). “Building social business models: Lessons from the
Grameen experience.” Long range planning, 43(2-3), 308-325.

Zaleskiewicz, T., Bernady, A., & Traczyk, J. (2020). “Entrepreneurial risk taking is related to mental imagery: A
fresh look at the old issue of entrepreneurship and risk.” Applied Psychology, 69(4), 1438-1469.

Zulfiqar, S., Nadeem, M. A., Khan, M. K., Anwar, M. A,, Igbal, M. B., & Asmi, F. (2019). “Opportunity recognition
behavior and readiness of youth for social entrepreneurship.” Entrepreneurship Research Journal, 11(4), 1-19.
Zur, A. (2015). “Social problems as sources of opportunity—antecedents of social entrepreneurship opportunities.”
Entrepreneurial Business and Economics Review, 3(4), 73-87.

Global Business Transformation in a Turbulent Era ISSN: 2547-8516
ISBN: 978-9925-628-01-8



17th Annual Conference of the EuroMed Academy of Business 60

EXPLORING THE INTERSECTION BETWEEN LUXURY FASHION AND
SUSTAINABILITY. A BIBLIOMETRIC ANALYSIS

Augurio, Alessandro’; Castaldi, Laura’; Melanthiou, Yioula?

Department of Economics, University of Campania Luigi Vanvitelli, Capua, Italy

2Department of Communication and Marketing, Cyprus University of Technology, Limassol, Cyprus

ABSTRACT

In a context where governments and institutions are pushing to sustainable development,
luxury fashion industry received criticism for its negative social and environmental impact.
Although firms are investing in sustainable business practise they are still susceptible to the
scrutiny of consumers. The need to explore the intersection of luxury fashion and
sustainability is increasingly gain significance as the perception that two issues are opposed is
taking hold.

This work undertakes a systematic literature review to identify relevant literature dealing
with luxury fashion and sustainability. The review was performed through a bibliometric
analysis on 418 primary works, retrieved from Web of Science (WoS) database.

Co-occurrence analysis of keywords identified three main clusters in literature. The first
cluster focuses on consumer behaviour and perceptions. The second cluster takes a
managerial perspective and explores topics such as corporate social responsibility, strategies
and performance of luxury fashion companies. Finally, the third cluster is specific to customer
satisfaction, and examines its determinants and moderators.

Implications for theory and practice are provided

Keywords: luxury, sustainability, systematic literature review, bibliometric analysis

INTRODUCTION

Governments and institutions are increasingly advocating for sustainable development, aiming to
transform the global economy into a more sustainable model for both business and consumption
(OCED, 2011; Campos et al., 2020). This pressure compelling firms to transition towards sustainable
business models, is attracting the interest of scholars establishing a growing trend in the literature
(Demiler et al., 2019).

In this context, the luxury fashion industry presents an interesting case. Despite the uncertainty in the

international arena, the global luxury fashion market was valued at USD 123.05 billion in 2022,
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demonstrating remarkable resilience. Projections further suggest that the industry is expected to reach
a revenue of USD 198.55 billion by 2031 (McKinsey&Company, 2023; Straitsresearch, 2024).

However, it is important to note that the luxury fashion industry has received criticism for its negative
social and environmental impact. Firms within this industry have been called out several times for
depleting natural resources (Olsanova, Gook, & Zlati¢ (2018), generating of pollution (Pohlmann et al.
,2022), exploiting employees, and using animals when testing new materials (Athwal, et al. 2019). As a
result, luxury fashion companies are more susceptible to the scrutiny of consumers. These factors have
contributed to the perception that sustainability and luxury fashion industry are fundamentally
opposed (Campos et al., 2020; Grazzini et al., 2021).

On the other hand, the luxury fashion industry is actively taking steps to embrace sustainability.
Many companies within the industry are compelled to communicate their commitment to
sustainability as consumers are increasingly becoming more conscious of the environment and social
impact of their purchasing choices (Lundbland and Davies, 2015). It is evident that, whether driven by
genuine sustainability goals or engaging in potential greenwashing, luxury fashion companies are
investing in sustainable business practise, contributing to the growth of sustainable fashion markets
(Grazzini et al., 2021).

Within this framework, the intersection of luxury fashion and sustainability gains significance. This
has prompted the current research to undertake a systematic literature review aiming to identify and
systematize the relevant literature dealing with the investigated issue and ascertain its main patterns
and evolutionary dynamics (Fink, 2020; Moher et al., 2009; Petticrew and Roberts, 2006; Snyder, 2019;
Tranfield et al., 2003).

METHODOLOGY

We retrieved publications from the Thomson Reuters” Web of Science (WoS) database and identified
418 primary works published by international journals that address the subjects of luxury and
sustainability. The identification process was initiated by using the keywords “luxury” and
“sustainab*”. Initially, the first search resulting in identifying 640 works. Subsequently, we refined our
search within the following Web of Science categories: business, management, communication,
environmental studies, environmental sciences, materials science multidisciplinary, material science
textiles, and economics. By exclusively considering articles and reviews, our refined search resulted in
the final selection of 418 primary works. We did not exclude papers from the identified dataset to
ensure a comprehensive examination of the current research topic. For conducting the bibliometric

analysis, we utilised the open-source bibliometrix software (Aria and Cuccurullo, 2017).

1 https://straitsresearch.com/report/luxury-fashion-market
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RESULTS

In the following sections, we provide a concise descriptive and interpretative analysis of the relevant
literature. Table 1 presents an overview of the literature, comprising 418 scientific articles published
across 186 international journals. Notably, there has been a steady annual growth in the number of
publications, with an average annual growth rate of 7.25% particularly in recent years. The average
age of these documents is approximately 4.22 years, indicating that the research is relatively current.
The identified primary studies encompass a broad spectrum of topics, as evidenced by 1,129
keywords and 1,603 authors’” keywords. These publications involve the contributions 1,130
researchers, of which only 51 were single-authored producing in total 57 documents. Collaboration

was indeed quite developed, with 3.03 co-authors per paper and an international co-authorship of

38.04%.

Timespan 2001:2024
Sources 186
Documents (articles) 418
Annual Growth Rate % 7.25
Document Average Age 4.22
Average citations per doc 18.13
References 24353
DOCUMENT CONTENTS

Keywords Plus (ID) 1129
Author's Keywords (DE) 1603
AUTHORS

Authors 1130
Authors of single-authored docs 51
AUTHORS COLLABORATION
Single-authored docs 57
Co-Authors per Doc 3.03
International co-authorships % 38.04

Table 1. Dataset main information

Figure 1 provides a visual representation of the growth in scientific production since 2017, indicating
the increasing attention of luxury and sustainably as a topic. There have been 87 works published by

international journals, an upward trend from a mere 19.
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Figure 1. Annual scientific production

Figure 2 highlights the top 5 sources among 186; Sustainability (with 59 papers published in the
considered timespan), Journal of Business Research (19), Journal of Cleaner Production (18), Journal of

Global Fashion Marketing (13), and Asia Pacific Journal of Marketing and Logistics (9).
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JOURNAL OF GLOBAL FASHION MARKETING —@
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1] 20 40 60
N. of Documents

Figure 2. Most Relevant Sources

Focusing on H-index sources, Journal of Cleaner Production leads in rank, followed by Sustainability

and Journal of Business Research (Figure 3).
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Figure 3. Source Local Impact

Figure 4 provides an overview of the main authors’ production over time, in the field of luxury and
sustainability. In this visualization, the size of each circle represents the number of published papers
by the respective author, with larger circles indicating higher productivity. The darkness of each circle
indicates the number of citations received by the author’s papers, with darker circles suggesting

greater impact and recognition.
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Figure 5 illustrates the local impact of authors in the field of luxury and sustainability based on their

H-index.
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Figure 5. Author Local Impact

Figures 6 and 7 illustrate the most cited authors and the most cited documents in the context of the

identified literature.
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Figure 7. Most Local Cited Documents

Figure 8 provides insights into the geographical distribution of corresponding authors in the
identified literate on luxury and sustainability. The data indicates that the majority of corresponding
authors were based in the USA, followed by UK, Italy, China and India. Intra-country collaboration

(SCP) was more prevalent than inter-country collaboration (MCP).
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Figure 8. Corresponding Author’s Country

Moving to Figure 9, the results of co-occurrence analysis of keywords in the identified literature. This
analysis reveals three main clusters of the literature. The first cluster, represented in red, focuses on
consumption, consumer behaviour and perceptions. The second cluster (blue) takes a managerial
perspective and explores topics such as corporate social responsibility, strategies and performance of
luxury fashion companies in the context of sustainability. Finally, the third cluster (green) is specific to

customer satisfaction, and examines its determinants and moderators.
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Figure 9. Co-occurrence Network

IMPLICATIONS FOR THEORY AND PRACTICE

This systematic literature review aimed to identify and systematize the relevant literature on luxury
fashion and sustainability. The findings from this study highlight the following key points: existing
literature focuses on managerial aspects (first perspective) and overall firm performance in the context
of sustainability, and on consumer-centric research (2" perspective) exploring consumer behaviours

and perceptions concerning sustainable luxury fashion products.
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ABSTRACT

Purpose. The purpose of this paper is to investigate the mediator role that three dimensions of
the university environment (educational support, concept development support and business
development support) plays between the family environment and the entrepreneurial
intention of university students in Spain.

Design/methodology/approach. An empirical study was conducted with a sample of 118
participants in the "Emprende UGR" project at the University of Granada, Spain. Data were
obtained by a survey questionnaire. The impact of the family environment on entrepreneurial
intention via three dimensions of university environment was assessed. Structural equation
modelling and maximum likelihood estimation are applied to find the direction and strength
of the relationships.

Findings. The results confirmed the positive effect of family environment on the
entrepreneurial intention of students. Furthermore, this effect was strengthened by the high
perception of support from the university environment, mainly support for teaching and
conceptual development. The study confirmed that the university is an environment that
allows the student to take advantage of the opportunities provided by the family
environment, resulting in a greater willingness to engage in entrepreneurial activity.
Originality. The originality of the study was based on considering family and university
environments as multidimensional variables. In particular, the family environment was
included in the model as a second-order latent variable and the study analyzed the mediator

role of three dimensions of the university environment.

INTRODUCTION

In recent decades, European higher education institutions (HEIs) have made significant
investments in entrepreneurship education programs, encompassing various activities aimed at
fostering entrepreneurial skills, competencies, and attitudes among undergraduate and graduate
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students (Arruti et al.,, 2020; Ferreira et al., 2021). Despite this upward trend, entrepreneurial
intentions in Spain and other European countries remain relatively low. In particular, the Global
Entrepreneurship Monitor (2022) reported that Spain ranked 42nd out of 47 countries in the Americas,
Europe, Africa, and Asia in terms of entrepreneurial intention. In addition to Spain, other European
countries such as Germany (43), the United Kingdom (40), and Italy (39) need to continue
implementing structural changes and more effective policies to increase entrepreneurial activity,
especially among young people (Crecente-Romero et al., 2019). In this sense, further research on the
topic represents an opportunity to identify insightful information for practitioners to develop
comprehensive strategies aimed at increasing entrepreneurial intention among younger generations.

In this context, empirical evidence on the factors that trigger entrepreneurship among young
people can help determine how to strengthen entrepreneurial behavior (Lihua, 2022; Neneh, 2019;
Shahab et al., 2019). In recent years, the drivers of entrepreneurial intentions of young people have
been the subject of academic debate and attention. In fact, various approaches have covered the
entrepreneurial intentions of individuals. Among these approaches, some authors emphasized the
influence of personality traits (Sahin et al., 2019; Xu et al., 2016; Espiritu-Olmos & Sastre-Castillo,
2015), gender roles (Rahaman et al., 2020; Yukongdi and Lopa, 2017; Diaz-Garcia and Jiménez-
Moreno, 2009), education (Mukhtar et al., 2021; Mei et al., 2020; Ni and Ye, 2018) and social groups
(Lingappa et al., 2020; Patuelli et al., 2020; Altinay et al., 2012). In the case of the latter approach, there
is extensive empirical evidence on the influence of various social groups, highlighting the importance
of family, peers, and close friends.

The family is the most important group in the process of socialization of the individual. From the
earliest stages of life, the family environment plays a crucial role in the acquisition of knowledge and
skills that are then used to adapt to different social environments (Zhang et al., 2021). Later in life, the
family environment influences decisions about education and career choices (Rodriguez et al., 2020;
Fouad et al., 2016). For example, if a person is exposed to a restrictive family environment where all
members do similar work, his or her first-hand knowledge of career choices is likely to be quite
limited (Eriksson et al., 2018). In terms of entrepreneurship, the family environment plays the primary
role in the development of entrepreneurial intention of children by influencing personality, behavior
and training to face the external environment (Moussa and Kerkeni, 2021). However, Cardella et al.
(2020) noted that there is a need to deepen knowledge of this relationship and to identify the channels
through which family influences entrepreneurial intention.

Within the family environment, some authors noted the important role of financial capital (Welsh
et al., 2018; Aragon-Sanchez et al., 2017) and social capital (Campopiano et al., 2016; Shi et al., 2015).

Dyer et al. (2014) found that financial capital provided by family members has several advantages,
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especially in the early stages of the entrepreneurial process when access to traditional forms of
financing is limited. Among the advantages, the authors highlighted that this type of financing has
low transaction costs, can be mobilized quickly, can be transferred across generations, and is difficult
to imitate. Unlike financial capital, Chang et al. (2009) indicated that family social capital contributes
at different stages of the entrepreneurial process, both directly (e.g., assisting in startup tasks) and
indirectly (e.g., assuming a greater share of household duties). On the other hand, a different group of
authors highlight the emotional support (Cogan et al., 2022; Shen et al., 2017) and entrepreneurial role
models (Chlosta et al., 2010; Van Auken et al., 2006). According to Klyver et al. (2020), emotional
support helps entrepreneurs increase optimism and creativity to navigate complex scenarios and
persevere through periods of uncertainty in the entrepreneurial process. Karimi et al. (2014) explored
the effects of entrepreneurial role models on entrepreneurial intention using the Theory of Planned
Behavior (TPB). The authors found that role models have a positive effect on the three variables that
describe the TPB, and these variables positively influence the entrepreneurial intention of university
students. Although previous studies attempted to treat the family environment as a first-order latent
variable, to the best of the authors' knowledge, there is no previous study that treats the family
environment as a second-order latent variable. In turn, it integrates financial capital, social capital,
emotional support, and entrepreneurial role models as respective first-order variables.

On the other hand, the university environment provides individuals with access to technical
training, networking opportunities, and infrastructure. In terms of the relationship between students
and entrepreneurial intention, the empirical evidence is mixed. Although most of the literature
suggests a positive relationship (Gieure et al., 2019; Gonzalez et al., 2018; Garcia-Rodriguez et al., 2017;
Zollo et al., 2017), a group of authors argues that the relationship between both variables is not
significant (Martinez et al., 2018; Joensuu-Salo et al., 2015; Varamaki et al., 2013). In fact, Nabi et al.
(2016) found that entrepreneurship education taught in wuniversities tends to discourage
entrepreneurial intentions. When faced with the complexities and challenges of entrepreneurship,
students tend to refocus on organizational careers that seem less risky and challenging. In this sense,
Galvao et al. (2018) proposed to deepen the analysis of the role of universities in the entrepreneurial
intention of society, based on a systematic literature review on entrepreneurship education and
training. Pedagogical solutions should focus on fostering the ability of students to innovate, be more
creative, and experience real-world situations (Canever et al., 2017). In this sense, it is important to
identify the most relevant channels in the university environment and those that can strengthen a
family background that promotes entrepreneurial intention among students. The study seeks to
understand whether the relationship between resources channeled through the family environment

and entrepreneurial intention could be strengthened if students had access to an appropriate
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university environment. In other words, if the university provided the necessary resources for
entrepreneurship, students would identify more opportunities from the resources available in the
family environment, and the relationship between family environment and entrepreneurial intention
would also increase. A study conducted by Kraaijenbrink et al. (2010) identified three dimensions in
which universities foster entrepreneurial intention: educational support, concept development
support, and business development support. These three dimensions were used in this research to
describe the university environment. Most of the literature treats the university environment as a one-
dimensional variable (Pinheiro et al.,, 2022; Gubik, 2021). Even though another group of studies
addressed university and family environments independently (Smirat & Shariff, 2021; Shirokova et al.,
2015), it is important to know how both environments can complement each other and have a greater
impact on entrepreneurial intention.

In this context, the purpose of this study was to increase knowledge about the relationship
between the family environment and the three dimensions of the university environment proposed by
Kraaijenbrink et al. (2010). But also, to find out how they, as a whole, can strengthen the
entrepreneurial intention of university students. The study aimed to answer the following research
questions:

RQ1. What is the relationship between family environment and entrepreneurial intention?

RQ2a. Is the relationship between family environment and entrepreneurial intention moderated by

educational support?

RQ2b. Is the relationship between family environment and entrepreneurial intention moderated by

concept development support?

RQ2c. Is the relationship between family environment and entrepreneurial intention moderated by

business development support?

In order to answer the research questions, the statistical technique of structural equation modeling
(SEM) was used to estimate the relationship between the previously described variables. To describe a
family environment, a higher-order construct, also referred to as a hierarchical construct, was utilized.
Hierarchical constructs are particularly useful when the researcher is aware that a group of factors
should be considered under the same construct. Unlike one-dimensional constructs, a hierarchical
construct contains multiple layered construct structures, allowing to handle multidimensional
variables (Schuberth et al., 2020). The family environment was tested using a reflective-reflective
second-order construct, which is the most popular model among researchers in the social sciences
(Crocetta et al., 2021). Second-order family environment factors included financial capital, social
capital, emotional support, and entrepreneurial role models. The estimate was based on the results of

a survey of 118 participants in the "Emprende UGR" project at the University of Granada, Spain. In
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terms of the scientific novelty of this research, two elements particularly focused on the methodology
were identified. First, the study included family and university environments as multidimensional
variables. The family environment was included in the model as a second-order latent variable.
Second, one of the techniques applied in this study involved analyzing the moderation of the
university environment in the relationship between family environment and entrepreneurial
intention.

The remainder of this article is divided into the following sections. Section 2 presents the
theoretical framework relevant to the development of the research hypotheses that will be tested.
Section 3 describes the research methodology. This includes data collection and measures. Section 4
presents the data analysis. The first part of this section describes the measurement model, while the
second part details the structural model along with the results of the initially proposed hypotheses.
Section 5 presents the discussion and theoretical and practical implications. Finally, Section 6 presents

the limitations of the study and alternatives for future research.

THEORETICAL FRAMEWORK AND HYPOTHESES DEVELOPMENT

The following theoretical model (see Figure 1) was developed based on the literature supporting
the relationship between family environment, university environment, and entrepreneurial intention.

The literature review is detailed below.

Figure 1. Research model

University environment (Kraaijenbrink et al., 2010)
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Family Environment and Financial Capital

Access to financial capital is a relevant factor at all stages of the entrepreneurial process
(Cetindamar et al., 2012; de Bettignies and Brander, 2007; Marlow and Patton 2005). According to Pefia
(2002), greater access to financial capital gives entrepreneurs greater flexibility in making business
decisions. However, many young entrepreneurs do not have the financial capital to turn an
entrepreneurial idea into a product or service (Butkouskaya et al., 2020; Ferreira et al., 2021). In this
context, Knatko et al. (2016) highlighted that family financial support is particularly important for
young entrepreneurs without sufficient financial capital, which has a positive effect on
entrepreneurial intentions (Cetindamar et al., 2012). Unlike other sources of financing such as banks,
family financial support implies fewer rigid conditions based on kinship, which increases the
entrepreneurial intention as well as the freedom of decision of the entrepreneurs (Colombatto &
Melnick, 2008).
Family Environment and Social Capital

Social capital refers to the nature of social relationships and how they can be used for self-benefit
(Hu, 2019). Family capital is a special type of social capital, defined as the relationships between
parents, children, and other close relatives (Coleman, 1988). Hoffman et al. (2006) indicated that family
social capital consists of structural and relational components. The first component refers to network
ties, and the relational component refers to obligations and expectations, reputation, identity, and
moral infrastructure. Some authors presented empirical evidence of a positive relationship between
social capital and the intention to start a new business (Wang et al., 2021; Ali and Yousuf, 2019). For
example, Sharma (2014) found that students with larger social capital networks had higher intentions
to pursue entrepreneurship as a career option. In the same line, Poon et al. (2012) argued that strong
family networks are important social capital for entrepreneurs as they are an important source of
information and resources.
Family Environment and Entrepreneurial Role Models

Role models influence the career decision-making process by providing information, guidance, and
support to individuals (Buunk et al., 2007). In the first stage of life, children are exposed to parental
behavior and learn ways to act based on observation and internalization (Entrialgo & Iglesias, 2018).
Later, these members of the entrepreneurial family can become a close example of the entrepreneurial
experience, not only by providing an example of the entrepreneurial lifestyle, but also by providing
potential opportunities that contribute to the formation of positive attitudes toward entrepreneurship
(Lee et al.,, 2021; Wyrwich et al., 2015; Nowinski and Haddoud, 2019). For example, Entrialgo and

Iglesias (2018) used the theory of planned behavior to analyze entrepreneurial intentions among
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university students. The authors found that the effect of role models on entrepreneurial intention was
positive and significant.

Family Environment and Emotional Support

People who receive emotional support are more likely to experience emotional well-being and to help
and supp