@)5ncroie SIMA

Management Conference

Rediscovering local roots
and Interactions In management

Conference Proceedings

Long Papers

Bari (Italy)
29-30 June 2023



Sinergie-SIMA Management Conference Proceedings
Rediscovering local roots and interactions in management
29-30 June 2023

Mercure Villa Romanazzi Carducci (Bari)

ISBN 978-88-947136-1-9

The Conference Proceedings are published online on https://www.sijmsima.it

© 2023 FONDAZIONE CUEIM
Via Interrato dell’Acqua Morta, 26
37129 Verona - Italy



(/ inergie SIMA

Management Conference

Rediscovering local roots
and interactions in management

29-30 June 2023

Conference Proceedings

Long Papers

edited by

Arabella Mocciaro Li Destri, Marta Ugolini,
Angeloantonio Russo and Savino Santovito



Conference chairs
ANGELOANTONIO RUSSO
SAVINO SANTOVITO

ARABELLA MOCCIARO LI DESTRI
MARTA UGOLINI

Scientific committee
BEATRICE LUCERI (Coordinator)
CLAUDIO BACCARANI
DANIELA BAGLIERI
ANGELO BONFANTI
FRANCESCA CABIDDU
SANDRO CASTALDO
ELENA CEDROLA

MARIA CHIARVESIO
FRANCEScO CIAMPI
DANIELE DALLI

GAETANO M. GOLINELLI
MONICA GROSSO
CHARLES HOFACKER
GENNARO IASEVOLI
JACQUES MARTIN
UMBERTO MARTINI
CLELIA MAZZONI
ANTIGONI PAPADIMITRIOU
ALBERTO PASTORE
TONINO PENCARELLI
RICCARDO RESCINITI
ELITA SCHILLACI
ALFONSO VARGAS-SANCHEZ
DONATA VIANELLI
ROBERTO VONA

Organizing committee
FABRIZIO BALDASSARRE
RAFFAELE CAMPO
DOMENICO MORRONE
FABIO MUSSO

LARA PENCO
PIERFELICE ROSATO
ROSAMARTINA SCHENA

Editorial staff
FABIO CASSIA
NicoLA COBELLI
LAURA CIARMELA
ADA ROSSI

ADELE FERRAGAMO

Registration and invoicing
ANNALISA ANDRIOLO

LUM University
University of Bari “Aldo Moro™
University of Palermo - SIMA

University of Verona - Sinergie Italian Journal of Management

University of Parma

University of Verona

University of Messina
University of Verona

University of Cagliari

Bocconi University

University of Macerata
University of Udine

University of Florence
University of Pisa

Sapienza University of Roma
Emlyon Business School, France
Florida State University, USA
University of Roma LUMSA
University of Toulon, France
University of Trento

University of Campania Luigi Vanvitelli
Lehigh University, USA
Sapienza University of Roma
University of Urbino Carlo Bo
University of Sannio

University of Catania
University of Huelva, Spain
University of Trieste

University of Naples Federico Il

University of Bari “Aldo Moro™”
University of Bari “Aldo Moro™
LUM University

University of Urbino

University of Genova

University of Bari “Aldo Moro”
LUM University

University of Verona

University of Verona

Sinergie Italian Journal of Management
Sinergie Italian Journal of Management
SIMA

Sinergie Italian Journal of Management



The Conference Chairs and the Scientific Committee
are grateful to the following reviewers who have actively
contributed to the peer review process

GIANPAOLO ABATECOLA University of Roma Tor Vergata
TINDARA ABBATE University of Messina

GRAZIANO ABRATE University of Piemonte Orientale
GAETANO AIELLO University of Firenze

SIMONE AIOLFI University of Parma

ANTONELLA ANGELINI University of Pisa

NORA ANNESI Sant ’Anna School of Advanced Studies, Pisa
ELEONORA ANNUNZIATA Sant’Anna School of Advanced Studies, Pisa
GINEVRA ASSIA ANTONELLI Luiss Guido Carli - Roma

ALESSIA ANZIVINO University Cattolica del Sacro Cuore
BARBARA Aquilani University of Tuscia

ELISA ARRIGO University of Milano Bicocca
ANDREA BAFUNDI University of Padova

GIOVANNA BAGNATO University of Torino

GABRIELE BAIMA University of Torino

FABRIZIO BALDASSARRE University of Bari

BENEDETTA BALDI University of Verona

MARCO BALZANO Ca’ Foscari University of Venice
MARIASOLE BANNO’ University of Brescia

AUGUSTO BARGONI University of Torino

DOMENICA BARILE University LUM Giuseppe Degennaro
ALESSANDRO BARONCELLI University Cattolica del Sacro Cuore
CLARA BASSANO University of Salerno

NICOLA BELLINI Sant’Anna School of Advanced Studies, Pisa
SILVIA BELLINI University of Parma

VALERIA BELVEDERE University Cattolica del Sacro Cuore
LARA BENEVOLO University of Genova

MARCO BERARDI University of Chieti e Pescara
MARA BERGAMASCHI University of Bergamo

CRISTINA BETTINELLI University of Bergamo

FRANCESCO BIFULCO University of Napoli Federico Il
ANIELE BINCI University of Roma Tor Vergata
SILVIA BIRAGHI University Cattolica del Sacro Cuore
SILVIA BLASI University of Padova

ROBERTA BOCCONCELLI University of Urbino Carlo Bo
MICHELLE BONERA University of Brescia

ANGELO BONFANTI University of Verona

GUIDO BORTOLUZZI University of Trieste

ANTONIO BOTTI University of Salerno

ANTONIA BRANDONISIO University LUM Giuseppe Degennaro
FEDERICO BRUNETTI University of Verona

CLEMENTINA BRUNO University of Piemonte Orientale
FEDERICA BUFFA University of Trento

NICOLETTA BURATTI University of Genova

ANNA CABIGIOSU Ca’ Foscari University of Venice
FEDERICA CABONI University of Cagliari

ANTONELLA CAMMAROTA University of Sannio

RAFFAELE CAMPO University of Bari

ELENA CANDELO University of Torino

ROSSELLA CANESTRINO University of Napoli Parthenope
CHIARA CANNAVALE University of Napoli Parthenope
ARTURO CAPASSO University of Sannio

\



FRANCESCO CAPPA
GIUSEPPE CAPPIELLO
ANDREA CAPUTO

MARIA GRAZIA CARDINALI
SILVIO CARDINALI
ANGELA CARIDA
FRANCESCO CARIGNANI DI NovoLl
CECILIA CASALEGNO
FRANCESCO CASARIN
ELENA CASPRINI

FAaBIO CASSIA

LAURA CASTALDI
SANDRO CASTALDO
PAOLA CASTELLANI
ELENA CEDROLA

RickY CELENTA

MARA CERQUETTI
FABRIZIO CESARONI
MARIA CHIARVESIO
FRANCEScO CIAMPI
MARIA VINCENZA CIASULLO
MARIA CRISTINA CINICI
NicoLA COBELLI

CHIARA COLAMARTINO
FRANCESCA COLLEVECCHIO
MARIA COLURCIO

ILENIA CONFENTE
FRANCESCA CONTE
EMANUELA CONTI

ELISA CoNz

DANIELA CORSARO
FiLiPPO CORSINI

MARIA COSCIA

SILVIA COSIMATO
ALESSANDRA COZZOLINO
KAROLINA CRESPI GOMES
FRANCESCO CRISCI
MATTEO CRISTOFARO
CHIARA CRUDELE
ANTONIO CRUPI

NiCOLA CUCARI
VALENTINA CUCINO
MARIAPIA CUTUGNO
DAVID D’ACUNTO
GIOVANNI BATTISTA DAGNINO
DANIELE DALLI

GIORGIA D’ALLURA
EDOARDO D’ ANDRASSI
ALFREDO D’ ANGELO
EUGENIO D’ ANGELO
VIVIANA D’ ANGELO
MARIO D’ARCO

ERNESTO D’AVANZO
CHIARA DE BERNARDI
FRANCESCA DE CAnio
ALESSANDRA DE CHIARA
DoMENICO DE FANO

Luiss Guido Carli - Roma

University of Bologna

University of Trento

University of Parma

University Politecnica delle Marche
University Magna Graecia di Catanzaro
University of Napoli Federico 11
University of Torino

Ca’ Foscari University of Venice
University of Siena

University of Verona

University of Campania Luigi Vanvitelli
Bocconi University

University of Verona

University of Macerata

University of Salerno

University of Macerata

University of Messina

University of Udine

University of Firenze

University of Salerno

University of Messina

University of Verona

University LUM Giuseppe Degennaro
University Politecnica delle Marche
University Magna Graecia di Catanzaro
University of Verona

University of Salerno

University of Urbino Carlo Bo
University of Pavia

IULM University

Sant ’Anna School of Advanced Studies, Pisa
University of Napoli Parthenope
University of Napoli Federico 11
Sapienza University of Roma

University of Padova

University of Udine

University of Roma Tor Vergata
University of Salerno

Sant’Anna School of Advanced Studies, Pisa
Sapienza University of Roma

Sant ’Anna School of Advanced Studies, Pisa
University of Messina

University of Verona

University of Rome Lumsa - Palermo Campus
University of Pisa

University of Catania

University of Pegaso

University Cattolica del Sacro Cuore
University of Pegaso

University Cattolica del Sacro Cuore
University of Sannio

University of Trento

IUSS - Scuola Universitaria Superiore Pavia
University of Modena e Reggio Emilia
University of Napoli L 'Orientale
University LUM Giuseppe Degennaro

Vi



PIETRO DE GIOVANNI
VALENTINA DE MARCHI
SARA DE MAsI
ALFREDO DE MASSIS
SABINA DE Rosls
IVANO DE TURI
GIACOMO DEL CHIAPPA
GIOVANNA DEL GAUDIO
PASQUALE DEL VECCHIO
EMANUELA DELBUFALO
BICE DELLA PIANA
STEFANO DE NICOLAI
CINzIA DESsI

ANGELA DETTORI
ELEONORA DI MARIA
NADIA DI PAOLA
FRANCESCA DI PIETRO
DOMENICO D1 PRISCO
FREDERIC DIMANCHE
MAURO DINI

GIULIA DORE

SAIDA EL ASSAL

ENG TECK-YONG
MONICA FAIT

MARIA FEDELE
ROSANGELA FEOLA
ROSARIA FERLITO
MICHELA FLORIS
BARBARA FRANCIONI
STEFANO FRANCO
DOMENICO FRASCATI
MARTHA MARY FRIEL
AMBRA GALEAZZO
SILVANA GALLINARO
MARCO GALVAGNO
ROSSELLA GAMBETTI
MARIA EMILIA GARBELLI
VITTORIO MARIA GARIBBO
ANTONELLA GAROFANO
BARBARA GAUDENZI
FRANCESCO GHEZZI
SONIA CATERINA GIACCONE
CHIARA GIACHINO
ELENA GIARETTA
BENEDETTA GRANDI
ALBERTO GRANDO
SIMONE GUERCINI
NATALIA MARZIA GUSMEROTTI
RADA GUTULEAC
BIRGIT HAGEN

LEA lAIA

GABRIELE IANIRO
FABIO IANNONE

MARCO IEVA

ANNA RITA IRIMIAS
FILOMENA lzzo

DIALA KABBARA

Luiss Guido Carli - Roma
University of Padova

University of Firenze

Dalmine - Ex Enel

Sant ’Anna School of Advanced Studies, Pisa
University LUM Giuseppe Degennaro
University of Sassari

University of Napoli Federico Il
University of Salento

University Europea Di Roma
University of Salerno

University of Pavia

University of Cagliari

University of Cagliari

University of Padova

University of Napoli Federico Il
University of Milano Bicocca
Luiss Guido Carli - Roma

Toronto Metropolitan University
University of Urbino Carlo Bo
University of Trento

University of Bari

Henley Business School University
University of Salento

University of Cassino and Southern Lazio, Italy

University of Salerno

University of Catania

University of Cagliari

University of Urbino Carlo Bo

Luiss Guido Carli - Roma

University LUM Giuseppe Degennaro
IULM University

University of Padova

University of Torino

University of Catania

University Cattolica del Sacro Cuore
University of Milano Bicocca

Sant’Anna School of Advanced Studies, Pisa
University of Campania Luigi Vanvitelli
University of Verona

Sant’Anna School of Advanced Studies, Pisa
University of Catania

University of Torino

University of Verona

University of Parma

Bocconi University

University of Firenze

Sant ’Anna School of Advanced Studies, Pisa
University of Torino

University of Pavia

University of Chieti e Pescara

University of Molise

Sant’Anna School of Advanced Studies, Pisa
University of Parma

Corvinus University of Budapest, Ungheria
University of Campania Luigi Vanvitelli
University of Pavia

Vil



NORIFUMI KAWAI

ELVIRA T1ZIANA LA RoccA
MAURIZIO LA RoccA

Hu LALA

SABRINA LATUSI
FRANCESCO LAVIOLA
CRISTINA LEONE

LUNA LEONI

GABRIELLA LEVANTI
DAVIDE LIBERATO LO CONTE
LETIZIA LO PRESTI
PIERPAOLO MAGLIOCCA
GIOVANNA MAGNANI
MATS MAGNUSSON
RICCARDO MAIOLINI
ANTONIO MAJOCCHI
FILIPPO MARCHESANI
GIANLUCA MARCHI

NANCY ELONA MARKU
MICHELA MARI

MARCELLO MARIANI

ALBA MARINO

VITTORIA MARINO
VERONICA MAROZZ0O
ELISA MARTINELLI
UMBERTO MARTINI

ALICE MARTINY

MICHELA CESARINA MASON
MARTINA MATTIOLI
CHIARA MAURI

LEONARDO MAZZONI
MARCO FRANCESCO MAZzU
DOMENICO MECCA
OLIMPIA MEGLIO

MONIA MELIA

ANNA MENOZZI

ANTONIO MESSENI PETRUZZELLI
LAURA MICHELINI
MARGHERITA MIETTO
MATILDE MILANESI
MARGHERITA MILOTTA
ANNA MINA

MICHELE MODINA
LubovICA Mol

MARIA GABRIELA MONTANARI
DOMENICO MORRONE
ALESSIA MUNNIA

GRAZIA MURTARELLI
FABIO MUSSO

GIULIA NEVI

MELITA NICOTRA

SANDRA NOTARO

MIRKO OLIVIERI

BEATRICE ORLANDO
MARIO OSSORIO

LINDA OSTI

ALESSANDRO PAGANO

University of Bergamo

University of Messina

University of Calabria

University Cattolica del Sacro Cuore
University of Parma

Sapienza University of Roma
University of Palermo

University of Roma Tor Vergata
University of Palermo

Sapienza University of Roma
University Telematica Unitelma Sapienza
University of Foggia

University of Pavia

KTH Royal Institute of Technology in Stockholm
John Cabot University

University of Pavia

University of Chieti e Pescara

University of Modena e Reggio Emilia
University of Cagliari

University of Roma Tor Vergata
University of Bologna

University of Messina

University of Sannio

University of Messina

University of Modena e Reggio Emilia
University of Trento

Sant’Anna School of Advanced Studies, Pisa
University of Udine

University of Chieti e Pescara

University LIUC

University of Padova

Luiss Guido Carli - Roma

Sant ’Anna School of Advanced Studies, Pisa
University of Sannio

University Magna Graecia di Catanzaro
University of Piemonte Orientale
Politecnico di Bari

University LUMSA of Roma

University LIUC

University of Firenze

University of Pavia

University of Rome Lumsa - Palermo Campus
University of Molise

University of Cagliari

University of Vienna

University LUM Jean Monnet

University of Catania

IULM University

University of Urbino Carlo Bo

Sapienza University of Roma

University of Catania

University of Trento

IULM University

University of Ferrara

University of Campania Luigi Vanvitelli
University of Bolzano

University of Urbino Carlo Bo

VIl



MARCO UGO PAIOLA
CHIARA PALAGONIA
MARIA PALAZZO
ADELE PARMENTOLA
CECILIA PASQUINELLI
MARIACARMELA PASSARELLI
PIERLUIGI PASSARO
GIUSEPPE PEDELIENTO
TONINO PENCARELLI
LARA PENCO

REBECCA PERA

MIRKO PERANO
FRANCESCO ANTONIO PEROTTI
ANDREA PICCALUGA
PASQUALE MASSIMO PICONE
MARCO PIRONTI
GIUSEPPE PIRRONE
ROBERTA PISANI
VINCENZO PISANO
ALESSIA PISONI
GABRIELE PizzI

SARA POGGESI

SIMONE POLEDRINI
LORENZO PRATAVIERA
ANGELO PRESENZA
LUDOVICA PRINCIPATO
GIORGIA PROFUMO
TOMMASO Puccl
FRANCESCA PUCCIARELLI
SEBASTIAN PUSCEDDU
ANDREA QUINTILIANI
SILVIA RANFAGNI
ANGELA RELLA
SABRINA RESTANTE
SABINA RIBOLDAZZI
MARIO RISSO

ANGELO RIVIEZZO
FRANCESCO R1zzI
CRISTIAN RIZZO
RUBINA ROMANELLO
MARCO ROMANO
STEFANIA ROMENTI
STEFANO RoMITO
EmMANUela RONDI
PIERFELICE ROSATO
CHIARA ROSSATO
MARCO VALERIO ROSSI
ANDREA RUNFOLA
FRANCESCO RuUssO
IVAN RUSSO

Ti1ZIANA RUSSO SPENA
FEDERICA SACCO

EL ASSAL SAIDA
KAROLINA SALLAKU
GIADA SALVIETTI
ANDREA SANGERMANO
FRANCESCA SANGUINETI

University of Padova

LUMSA University

University of Salerno

University of Napoli Parthenope
University of Napoli Parthenope
University of Calabria
University of Bari

University of Bergano
University of Urbino Carlo Bo
University of Genova

University of Torino

Reald University College
University of Torino

Sant’Anna School of Advanced Studies, Pisa

University of Palermo
University of Torino
University of Pavia
Bocconi University
University of Catania
University of Insubria

University of Bologna Sede Di Rimini

University of Roma Tor Vergata
University of Perugia
LUMSA University
University of Molise
University of Roma Tre
University of Genova
University of Siena
University of Turin

Sapienza University of Roma
University Telematica Pegaso
University of Firenze

University LUM Giuseppe Degennaro

Sapienza University of Roma
University of Milano Bicocca
Unicusano

University of Sannio
University of Perugia
University of Torino
University of Udine
University of Catania

lulm University

University of Milano
University of Bolzano
University of Salento
University of Verona
Sapienza University of Roma
University of Perugia
University of Catania
University of Verona
University of Napoli Federico Il
University of Pavia

LUM University

LUM University

University of Parma
University of Bergamo
University of Pavia

IX



ERICA SANTINI

SAVINO SANTOVITO
MARIALUISA SAVIANO
ROSA MARTINA SCHENA
FRANCESCO SCHIAVONE
ROBERTO SCHIESARI
CARMELA ELITA SCHILLACI
MAURO SCIARELLI
PAOLA SCORRANO

PETER SEDIK

SILVIA RITA SEDITA
FRANCESCA SERRAVALLE
FABIOLA SFODERA
PAOLA SIGNORI
RAFFAELE SILVESTRI
FRANCESCA SIMEONI
MARIO SORRENTINO

SONIA MARIACARMELA STRANO

LENKA SVAIDOVA
ANNUNZIATA TARULLI
FRANCESCO TESTA
MARCO TREGUA
ORONZzO TRIO

REBECCA TRIVELLI
ANNA MARIA TUAN
ANNALISA TUNISINI
GIANLUCA VAGNANI
NICOLA VARRONE
SARKA VELCOVSKA
DONATA TANIA VERGURA
MASSIMILIANO VESCI
MILENA VIASSONE
VANIA VIGOLO
FRANCESCO VITELLARO
FiLIPPO VITOLLA
AGOSTINO VOLLERO
ROBERTO VONA

SIMONE VONA

CLODIA VURRO
ALESSANDRA ZAMPARINI
LORENZO ZANNI
CRISTINA ZERBINI
CRISTINA ZILIANI
ANTONELLA ZUCCHELLA
ANTONELLA ZUCCHELLA

University of Trento

University of Bari

University of Salerno

University of LUM

University of Napoli Parthenope
University of Torino

University of Catania

University of Napoli Federico Il
University of Salento

Slovak University of Agriculture in Nitra
University of Padova

University of Torino

Sapienza University of Roma
University of Verona

University of Bari

University of Verona

University of Campania Luigi Vanvitelli
University of Messina
VSB-Technical University of Ostrava
University of LUM

Sant’Anna School of Advanced Studies, Pisa
University of Napoli Federico Il
University of Salento

University of Chieti e Pescara
University of Bologna

University Cattolica del Sacro Cuore
Sapienza University of Roma
University Magna Graecia di Catanzaro
VSB-Technical University of Ostrava
University of Parma

University of Salerno

University of Torino

University of Verona

University of Genova

University of LUM

University of Salerno

University of Napoli Federico Il
University of Chieti e Pescara
University of Milano

University della Svizzera Italiana
University of Siena

University of Parma

University of Parma

University of Pavia

University of Pavia



To the reader,

this volume contains the long papers of the Sinergie-SIMA 2023 Management Conference, hosted
by the LUM University and University of Bari at Mercure Villa Romanazzi Carducci (Bari) on June
29" and 30" 2023.

Theory and practice in the field of management have been challenged by the emergence of deep
transitions such as those driven by globalization, the rise of social and environmental issues, and the
diffusion of digital technologies. Events such as the ensuing geopolitical crises and the pandemic
further contribute to spur management scholars to feel the call to produce impactful research with
theoretical and managerial implications on the relationship between location and strategy (Bathelt
and Li, 2022).

As a consequence, scholars and practitioners have been asked to design new business models and
rethink value chains in a twofold direction (Mazutis et al., 2021). First, the relevance of local roots
sheds light on the way people create and shape places, as much as places shape people and their
organizations, suggesting a need to rethink how all lives ‘take place’ in places, as well as how all
business happens in paces (Sternad et al., 2017). Second, a need for new interactions emerges,
suggesting that businesses are deeply connected to their roots, that are their homes, from which they
draw inspiration, identity, and sources of competitive advantage (Soderstrom and Weber, 2020).
Rediscovering local roots and specific assets, as well as developing new ways of interaction among
the economic actors and their stakeholders, can help firms to design effective and innovative
strategies to create and share values (Mair et al., 2016), with positive economic, social, and
environmental impacts (Attig and Brockman, 2017).

Several research questions stimulate an interdisciplinary debate in the field of management. These
questions relate to the ability of firms and managers to move, among the others, between global and
local relations, near/physical and far/digital interactions, reshoring and offshoring activities,
omnichannel competition and retail interactions, market transactions and system operating
structures, traditional and innovative approaches, social/local benefits and financial/global
performances, business ethics and ethics in business.

In the same way, different theories, methodological approaches, and units of analysis are required to
generate scientific research that has an impact not only in terms of theoretical contribution but also
on the real business world.

The Sinergie-SIMA 2023 Management Conference was a great occasion to discuss about the
research efforts of our research community on thematic tracks related to the Conference theme (the
function of territorial or cultural roots and of operational interactions in management) and the SIMA
thematic groups (Entrepreneurship, Innovation & technology management, International business,
Marketing, Retailing & Service management, Small & family business, Strategic communication,
Strategy & Governance, Supply chain management, logistics & operations, Sustainability, and
Tourism and culture management).

The Conference call for papers gave the opportunity to submit either short or long papers. Overall,
the editorial staff received 215 short papers and 63 long papers.

For the short and long papers, the evaluation followed the peer review process, with a double-blind
review performed by two referees - university lecturers, expert about the topic - selected among
SIMA and the community of Sinergie members.

In detail, the referees applied the following criteria to evaluate the submissions:
- clarity of the research aims,

- accuracy of the methodological approach,

- contribution in terms of originality/innovativeness,
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- theoretical and practical contribution,
- clarity of communication,
- significance of the bibliographical basis.

The peer review process resulted in full acceptance or rejection of the submissions. In the case of
disagreement among reviewers’ evaluations, the decision was taken by the Chairs of the SIMA
thematic groups or conference track. Each work was then sent back to the Authors together with the
referees’ reports. The suggestions received by the referees were used by the Authors during the
presentation of their research works at the Conference.

The evaluation process ended with the acceptance of 215 short papers and 62 long papers, which
were published in two distinct volumes.

All the long papers published in this volume were presented and discussed during the Conference
and published online on the web portal of Sinergie-SIMA Management Conference
(https://www.sijmsima.it/).

While thanking all the Authors, Chairs and participants, we hope that this volume will contribute to
advance knowledge about the rediscovering local roots and interactions in management.

The Conference Chairs

Angelantonio Russo, Savino Santovito, Arabella Mocciaro Li Destri and Marta Ugolini
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Unpacking the factors behind the socio-environmental sustainability
orientation of digital-oriented startups
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Abstract

Framing of the research. Digital-born companies represent a concentration of cutting-edge knowledge and on-the-
frontier competencies. A narrow part of the entrepreneurship literature has analyzed the transformative capacity of ICT
startups as a potential key driver to tackle grand-societal challenges, for their capacity of altering business models
and/or optimizing existing resources.

Purpose of the paper. Previous research has spotted a lack of research considering the sustainability drivers of
ICTs startups with a main focus on the environmental sphere. This work aims to fill this gap, investigating the market
and innovation-related factors driving the two social and environmental orientations and if distinctive mechanisms for
the two aspects can be identified.

Methodology. Econometric estimation (ordinal logit model) on a sample of 173 innovative ICT startups based in
Italy.

Results. Results provide novel insights into the sustainability drivers of digital startups, highlighting different
driving factors of the social and environmental orientation of new digital-related firms.

Research limitations. The research setting is limited to Italy and future research agendas might include an
examination of other national settings to see if results still hold. Moreover, observing the startup over a longer period
could help to see if the determinants vary according to the startup ’s stage of development.

Managerial implications. Startups’ founders and managers aimed to pursue strategy oriented to sustainability
should consider the different factors that influence the adoption of social and green practices (e.g collaboration in an
open innovation paradigm or visibility towards external stakeholders).

Originality of the paper. We contribute to the development of the novel literature that links technological
entrepreneurship and sustainability, providing a distinctive measure of green and social orientation.
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1. Introduction

In the last decade, the shifting nature of products and processes towards the digital paradigm has
drastically modified the functions and organization of economic systems and innovative activities
(Yoo et al., 2012; Porter and Heppelmann, 2015). In this regard business opportunities enabled by
the reproducibility, “distributedness” and generativity of digital objects (Kallikos et al. 2013), have
favored the massive emergence of new ICT startups across the globe (Nambisan et al., 2019).

Moreover, the fourth industrial revolution and consequent policy interventions have stimulated
the transformation of traditional industries modifying production and consumption paradigms,
which are increasingly dependent on the adoption of ICT means. The need of changing the business
models of organizations became of paramount importance, soliciting a complementarity between
new ventures creating enabling technologies and incumbents adopting their solutions (Baskerville et
al., 2020; Nambisan et al., 2020). Thanks to the pervasive adoption of digital technologies across
different industries, “digital-born companies” play a significant role in the current techno-economic
scenario, representing a concentration of cutting-edge knowledge, new tools and on-the-frontier
competencies (George et al., 2021; Mazzoni et al., 2021).

The rise of this new digital paradigm is not without drawbacks. Emergent literature pointed out
the dark side of innovation and digital technologies (Coad et al., 2021), i.e. energy consumption, e-
waste, and the exhaustion of rare metals (Nadjahi et al., 2018; Yunxiong et al., 2022).

This is connected with the notion of a “tipping point” (Lenton et al., 2008) that the earth system
and humanity have entered, defined as a phase of “critical transition” (Scheffer et al., 2012), which
lead the global agenda to increasingly address a set of macro-challenges, such as environmental
crisis; transition to new energy models; shortage of basic inputs for life (Food, Energy, Water).

Despite this double edge sword, a narrow part of the entrepreneurship literature has analyzed the
relationship between the emerging digital phenomenon and the transformative capacity of ICT
startups as a potential key driver to tackle grand-societal challenges, altering business models and/or
optimizing existing resources (Elia and Passiante, 2020; Gregori and Holzmann, 2020).

Following this line of reasoning, we underline the importance to analyze the sustainability
drivers of ICT startups for their central position in the economic system. To date, few studies have
empirically examined the determinants of the sustainability orientation of new ventures, mainly
focusing on the environmental sphere. However, innovation activities show unintended
consequences prevalently related to the social sphere (Biggi and Giuliani, 2021; Coad et al., 2021),
such as extremely temporary work modalities, social relationships, the impact on society of firms’
activities, the commitment to the local development of communities (Lange and Schmidt, 2021).

There is a lack of research considering both the social and environmental sustainability of new
ventures and disentangling the factors driving the two orientations. This work aims to fill this gap,
in the realm of digital companies, adopting a wider notion of sustainability, which includes (a) the
social and (b) the green orientation of startups. In particular, we assess the impact of: (i) Market
Strategy and (ii) Innovation Attitude of new ventures in shaping their sustainability orientation. We
conceptualize the former, Market Strategy, as the long-term plan for increasing the customer base,
by means of “visibility actions” (branding and relationship building) and networking, i.e. the
typology of different collaborations within the business ecosystem to support the early phase of
development (Fraj-Andrés et al., 2009; Dickel et al., 2018; Sheoran and Kumar, 2020). We
conceptualize the latter, Innovation Attitude, as a radical mindset in terms of market exploration and
openness towards external collaboration (Jesus et al., 2021; Allal-Chérif et al., forthcoming 2023).

The research questions are the following: 1) What is the impact of market strategy as a driver of
sustainability in digital start-ups? 2) What is the impact of innovation attitude as a driver of
sustainability in digital start-ups? 3) Are the drivers for green sustainability different from the ones
for social sustainability?

Our empirical setting is digital start-ups in Italy, and data come from an original survey
administered to 173 new ventures in 2018 (right before the pandemic). Results from ordered logit
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models provide insights into the sustainability drivers of digital start-ups, highlighting differences in
social and environmental sustainability drivers.

The remainder of the paper is organized as follows. Section two illustrates the theoretical
background, section three presents the methodology, section four shows the results, and, finally,
section five puts forward discussion and conclusions.

2. The socio-environmental sustainability of new ventures

2.1 Entrepreneurship and sustainability

Entrepreneurship has been identified as a tool to solve societal problems (Shane and
Venkataraman, 2000; York and Venkataraman, 2010; Bianchi and Verganti, 2021). This is related
to the fact that, as argued by York and Venkataraman (2010), one of the main motivations behind
the survival/success of entrepreneurial ventures is to address problems that are untreated or badly
framed by incumbents. In doing so, entrepreneurs strive to better deal with uncertainty, innovation,
and resource allocation challenges. These three critical issues are strictly related to ways of
pursuing sustainable strategies and practices and will be better explained in the following.

Uncertainty is related not only to the trouble in the identification of environmental and social
problems and the best methods to solve them, but also to the ambiguity and difficulty to coordinate
and align incentives of multiple actors, such as clients and suppliers, as well as corporate backers
and business partners.

Innovation does not comprehend only technological means but also organizational and market
solutions for sustainability. The difficulty is to translate sustainability goals into
products/services/business models able to have an impact on existent consumption and production
model in a systemic manner. The role of entrepreneurs is not only to support the process of creative
destruction in the field of advanced technologies but also to wrangle over the institutional status quo
(York and Venkataraman, 2010). In particular, the achievement of new sustainable business models
can be framed as a dynamic capability, for the conception of alternative business models and the
“sensing” of opportunities and threats (Liboni et al., 2022).

Resource allocation depends on the capacity of entrepreneurs to place their strategic resources in
the best possible ways, i.e. able to maximize the creation of profits and jobs, as well as the
achievement of sustainability goals. Such complex (still unmet) problems represent important
opportunity spaces for entrepreneurship for achieving profit with betterment for society (Dean and
McMullen, 2007). The ability to tackle the three above-described challenges can indicate the degree
of convergence between entrepreneurship and sustainability (Passaro et al., 2022).

2.2 Sustainable business models in new ventures

Which is the role of new ventures in accelerating this path toward sustainability? The adoption of
a sustainable business model since the early beginning of the start-up life is crucial in determining
its impact on the environment and society at large, but not an easy task. Orientation to the
environment can be lower during the first phases of startup growth as lack of resources to dedicate
to this specific goal (Dickel et al., 2018). Accordingly, the strategic actions of newborn firms are, in
general, initially directed at short-term business goals aimed to increase their survival likelihood
(Horisch et al., 2019), constraining their effort devoted to social and environmental business aspects
(Dickel et al., 2018). Hart (1995) supports the idea that this radical integration of sustainability in
the strategic approach of the firms in terms of resources and objectives would require a long tempo
to align the interest of internal and external stakeholders (see for instance the case of Patagonia®).
Nevertheless, Banerjee (2002) has adopted the notion of “corporate environmentalism”, as the

! Ross A. (2021). The Raging 2020s: Companies, Countries, People-and the Fight for Our Future. Random House, chapter 1

“Shareholder and Stakeholder Capitalism”.
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awareness of firms’ that environmental issues are no more a by side options of doing business. The
author underlines that corporate environmentalism is a primary an obliged passage as firms are not
external entities to the construction of societal value, especially new firms that also represent the
values and identities of new generations.

In particular, we believe that two relevant aspects of the sustainability orientation of new
ventures are linked to their market strategy and innovation attitude choices.

2.2.1 Market strategy and sustainability

Establishing a market strategy to address sustainability refers to the actions undertaken by firms
to orient customers’ needs, sometimes reducing information asymmetry between technical
knowledge and clients, in other cases trying to communicate better the green and social value of
products (Dean and McMullen, 2007; Keskin et al., 2013; Wang et al., 2019). Startups and firms in
general are nowadays exposed to internal and external stakeholder pressure for the environment and
social values (Dickel et al., 2018). The effect of business ecosystem demand for high standard
levels to remain competitive has been identified as a major driver to disseminate responsively (to
align with legislation) or proactively (to anticipate trends) (Gonzalez-Benito and Gonzélez-Benito,
2008; Testa et al., 2016; Liboni et al., 2022). Multiple network partners can drive the startups’
strategy and operations, by exerting different typologies of pressures, especially if the firm/startup
is embedded in a multiple (and dense) set of trustful relationships (Sheoran, and Kumar, 2020;
Riandita et al., 2019; Obi-Anike et al., 2022).

As a consequence, new firms more exposed to the influence of external stakeholders have more
chance to transform into environmental-friendly actors for marketing reasons, as they know more
deeply the expectations of their partners (Keskin et al. 2013). In this case, actions oriented to
promote the visibility of the firm can be a signal of the capability of the startups to perceive
environmental actions mostly as a strategic competitive advantage.

2.2.2 Innovation attitude and sustainability

The innovation mindset of entrepreneurs is a leading factor in driving the creation of sustainable
products/services. This is because the capacity to imagine different scenarios by recombining
existing resources by means of the introduction of new approaches is a prerogative of brilliant
entrepreneurs (Bianchi and Verganti, 2021). In particular, the willingness of creating new markets
or completely new goods/services is a sign of the capacity for alternative problem framing and
passion for complex challenges, fundamental ingredients to promote the adoption of sustainable
initiatives within the firms (Keskin et al. 2013; Bhupendra and Sangle, 2015).

Notwithstanding the potential gains of breakthrough innovations related to a new market shaping
or the launch of a novel product/service are accompanied by high risks and uncertainty (Kuzma et
al., 2020) that could be mediated by the capacity of accessing high-level market and technical
knowledge. For instance, the possibility to prototype or conduct experiments with intense
collaboration could favor the adoption of sustainability practices, as risks are shared among
participants and a common set of capabilities are assembled to respond to complex challenges
(Michelino et al., 2019). The Open Innovation paradigm implies the co-creation of values along
with wide partnerships. This can favor the transition towards a more sustainable paradigm thanks to
the interaction and cooperation with a variety of stakeholders. Actions taken by focal actors of
supply chains of large business ecosystems can facilitate knowledge flows, supporting the adoption
of best practices (Jesus and Jugend, 2021).

Developing new products/services able to meet sustainable characteristics implies owning
strategic resources that are rare, valuable, non-substitutable. In an open innovation system, these
resources are distributed along different actors beyond the focal firms of a production system
(Riandita et al., 2019). Therefore, exposure to different stakeholders’ influence can stimulate the
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birth of new ideas and/or the applications of existing ideas to different settings by entrepreneurs,
with a potential impact for sustainable solutions development.

3. Methodology
3.1 Data

To conduct the study, we rely on the data on Italian Innovative Startups2, born between 2012
and 2017. The register in the year 2018 counted 2914 companies, born between 2012 and 2017.
With stratified sampling, we bifurcated the entire population into mutually exhaustive subgroups,
by geographical area and industry codes. After, we evaluated the proportion in which the subgroups
exist in the population, and we maintained this proportion in the sample. We selected the startups
operating in NACE rev.2 sectors 62 and 63, obtaining a final sample of 173 startups, representative
of the population of innovative ICT start-ups operating in Italy. The survey data come from the
administration of a questionnaire through telephone interviews conducted by a Computer-Assisted
Telephone Interview (CATI) service supply company between January 8, 2018, and March 14,
20183. The questionnaire is composed of 24 items divided into three parts and was addressed to one
of the founders, reporting data and information on behalf of the other founders (when multiple
founders existed). The first section collects data about the company’s principal characteristics
(company name; activity; whether the start-up is an independent company, a university spin-off, or
a spin-off from an existing company; year of foundation; the number of founders; start-up phase
(seed stage, start-up stage, growth stage, later stage e); the number of employees; turnover; whether
the company has reached the BEP and the main reference market). The second section refers to the
principal collaborations, funding sources, and 4.0 technologies adoption. The third section explores
the firm’s strategic orientation, reflecting its operational, marketing, and entrepreneurial choice to
enhance (economic, social and environmental) and gain a competitive advantage.

3.2 Variables

Dependent Variables
Entrepreneurial orientation (codified as “ENV orient.”) is the startup commitment to the
environment, measured through the responses to the question: “What is the company's commitment
to the environment?”. The variable ranges from 0 to 6 and it is measured as the sum of the
responses to following items (dummy variables):
e uses production processes with reduced environmental impact
e suppliers are also assessed from an environmental point of view
e carries out training initiatives for personnel on environmental issues
e adopts policies to reduce energy consumption
e encourages the use of recycled materials
e it monitors the quantity of wastes in relation to production levels

Social orientation (codified as “SOC orientat.”) is the startup commitment towards the
society/community of reference, and it is measured to responses to the question: “What is the
company's commitment to the community of reference?”. The variable ranges from 0 to 6 and it is
measured as the sum of the responses to the following items (dummy variables):

2 According to article 25 of Decree-Law no. 179/2012, the definition of Innovative Startup has to meet the following criteria

(MISE, 2019): new company or incorporated for less than five years; headquarter in Italy; annual turnover lower than €5 billion;
no profits’ distribution; mission innovative oriented; no result of split-up or a company merger; able to satisfy at least one of the
following innovation indicators: 1) expenses in R&D and innovation are at least 15% of the yearly costs; 2) 1/3 of employees
with a Ph.D. or 2/3 with a master’s degree are the holder, depositary, or licensee of a registered patent or software.

This study acknowledges the University of Padova Research Project 2014 (PRAT 2014) called “Moving knowledge into action:
exploring the micro-foundation of an innovation ecosystem.”
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e supports social and environmental projects in the area

e carries out communication and community involvement activities (corporate citizenship)

e grants liberality in favor of not for profit associations, bodies or initiatives

e has activated partnerships with non-profit organizations for the realization of special projects
e has implemented initiatives to support the enhancement of the territory and cultural heritage
e has created a corporate not for profit or promoted voluntary initiatives at corporate level

Independent Variables

We measure market strategy along two criteria: visibility and networking. We selected these two,
considering the respective importance of reputation and expansion of the collaboration base in the
early years of the startup development (Fraj-Andrés et al., 2009; Dickel et al., 2018; Sheoran and
Kumar, 2020). We measure Visibility as the sum of three dummies, namely increasing brand
awareness, action devoted to promote internationalization and participation to business ecosystem.

We measure networking as the number of different typologies of collaborations with different
actors. In this regard, we identify eight different typologies of collaborations (suppliers, clients,
startup in the same sectors, startups in other sectors, companies in the same sector, companies in
other sectors, private consultants, universities and research institutions), adopting the notion of
“Breadth” operationalized by Laursen and Salter (2014) (for a similar approach see Sedita and Apa,
2016).

We measure Innovation attitude along two criteria: radical mindset and openness. Considering
the general lack of established routines (unless of spinout/spinoff), we focus on these two, as
relevant signals able to reveal the outlook of the startups in this regard.

We measure radical mindset as the capacity of the startup to shape a new market or create new
radical products. This can be interpreted as a potential willingness to adopt new paradigms able to
influence the adoption of new social and green initiatives with a degree of divergence in
comparison to the past Jesus et al., 2021; Allal-Chérif et al., forthcoming 2023). We measure
Openness as the intensity of the open innovation paradigm application, accounting only for the
denser relationships considered for Networking. In particular we adopt the notion of “Depth”,
operationalized by Laursen and Salter (2014) (for a similar approach see Sedita and Apa, 2016).

Control Variables

Some control variables have been added to the model. First, we consider a geographical area
dummy (codified as “geo_area CENTRE” and “geo_area NORTH”) to check for possible spatial
patterns. Second, we adopt a dummy variable to measure the Break-Even Point (codified “bep”) to
control for the possible influence of a healthy accounting balance in supporting more sustainable
attitudes of the company. Third, we control for the impact of human capital awareness about the
importance of sustainability as a strategic direction for the company, including the percentage of
graduates (Codified as “per graduated 1”°). Fourth, we control for the possible impact of gender
diversity, as a determinant of ecological and social consciousness (Park et al., 2012). In this respect,
we measure the percentage of women in the total number of employees (codified as “women”).

Tables 1 and 2 report the descriptive statistics and the correlation matrix. Concerning the latter,
we register the highest level of correlation (> 0,5) between market and technological Depth (0,751)
and between market and technological Breadth (0,766). However, these couple of variables are
tested in separate models, without risk of multicollinearity, as displayed in the results part (section
4).
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Tab. 1: Descriptive Statistics

Variable Obs Mean Std. Dev. Min Max
SOC orientation 173 1.538 1.686 0 6
ENV orientation 173 1.503 1.543 0 6
DEPTH mkt 173 1.566 1.522 0 8
DEPTH tech 173 1.561 1.633 0 8
BREADTH mkt 173 5.37 2.026 0 8
BREADTH tech 173 5.15 2.353 0 8
visibility 173 1.699 .983 0 3
innovative mindset 173 .867 .57 0 2
women 173 139 251 0 1
bep 173 457 5 0 1
per graduated 1 173 712 .388 0 1

Tab. 2: Matrix of Correlation

Variables ® @ ©)] O (6) (6) ™ ® © (10 (1)

(1) SOC_orientation 1.000

(2) ENV_orientation 0.202 1.000

(3) DEPTH_mkt 0.236 0.098 1.000

(4) DEPTH_tech 0.276 0.146 0.751 1.000

(5) BREADTH_mkt 0.280 0.081 0.441 0.376 1.000

(6) BREADTH_tech 0.276 0.082 0.343 0.465 0.766 1.000

(7) visibility 0.182 0.219 0.266 0.261 0.173 0.216 1.000

(8) innovative_mi~t 0.026 0.103 0.141 0.130 0.113 0.115 0.260 1.000

(9) women 0.186 0.048 0.078 0.022 0.068 0.021 0.041 -0.072 1.000

(10) bep 0.080 0.085 0.071 -0.031 0.154 0.218 0.021 -0.051 -0.073 1.000
(11) per_graduated_1 -0.075 -0.095 -0.022 -0.024 0.117 0.054 -0.064 0.027 0.195 0.022 1.000

3.3 Model Estimation

Considering that our dependent variables are far from being normally distributed, but included
within predefined thresholds (from “0” to “6”), we adopt an estimation strategy based on an ordered
logit model (for a similar approach see Sedita et al., 2019).

Accordingly, ordered logit models have been developed with the goal of modelling the relative
frequency distribution of cases when the possible outcome of Y is not dichotomous as in a standard
logit, but distributed in three or more ranked categories (Greene, 2003). In our case, considering the
building procedure of our dependent variables (sum of six dummies related to social and
environmental practices/actions pursued by the startup), we cannot hypothesize a strict rank (as in
the case of a scale), but a major orientation of the startup towards sustainability if all the six
typologies of actions are carried out.

4. Results

The estimation of the ordered logit models, represented in tables 3 and 4, followed a stepwise
approach®. In column 1 of table 3, we first estimated the model only with control variables, finding
that gender diversity among employees (% of women) is significantly correlated (at 1%) with the
startup’s capacity to adopt a social attitude. Columns 2 to 5 report results with the independent
variables, market strategy and innovation attitude singularly tested with the control variables. In
relation to the subcomponents of market strategy (Breadth) and Innovation attitude (Depth), we
included two different variants, one related to market information and another to technical

4 As arobustness check we compute the estimations using Poisson models. The results report the same significance levels for the

two independent variables.
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information. We considered them different learning channels and we decided to test them separately
to avoid multicollinearity issues. Concerning Market Strategy, we found a significant and positive
effect (at 10%) of the Networking considering both the Breadth variable (the market type) and
visibility. This can be interpreted as the importance, for the new venture, of being embedded in a
wide relational ecosystem together with the acquisition/maintenance of a high-profile image can
help to trigger the startup’ capacity to be societally committed. In relation to Innovation attitude, we
found out that the adoption of an open innovation paradigm (measured by technological Depth) is
significantly correlated (at 1%) with the startup’s capacity to adopt a social attitude. This can be
interpreted as the possible exploitation of “problem centered innovation networks” (Eppinger,
2021:8) to orient the future goals of the startups towards a sustainable path creation. With the
exception of visibility variables, the significance of variable reported in columns 2 to 5 are
confirmed also in the complete specification of the model (columns 6 and 7), considering both
market and technical versions of Breadth and Depth.

Tab. 3: Determinants of Social orientation (ordered logit models)

@ ) ©)) 4 ®) (6) )
SOC_orient.  SOC_orient.  SOC_orient. SOC_orient. SOC_orient.  SOC_orient. ~ SOC_orient.
%women 1.525™ 1.542" 1.711" 1.471" 1.561" 1.486" 1.662"
(0.564) (0.610) (0.647) (0.585) (0.562) (0.634) (0.673)
bep 0.266 0.155 0.250 0.272 0.281 0.154 0.240
(0.285) (0.285) (0.285) (0.287) (0.287) (0.287) (0.289)
per_graduated 1 -0.625 -0.630 -0.576 -0.573 -0.627 -0.603 -0.552
(0.395) (0.383) (0.392) (0.387) (0.390) (0.380) (0.387)
geo_area_CENTRE -0.0605 0.127 0.109 -0.137 -0.0258 0.0517 0.0555
(0.420) (0.403) (0.414) (0.424) (0.418) (0.420) (0.429)
geo_area_NORTH -0.326 -0.0468 -0.0959 -0.333 -0.300 -0.0728 -0.112
(0.371) (0.363) (0.361) (0.365) (0.369) (0.371) (0.368)
DEPTH_mkt 0.216" 0.186
(0.118) (0.128)
BREADTH_mkt 0.220% 0.225"
(0.123) (0.125)
DEPTH_tech 0.262" 0.241"
(0.0974) (0.108)
BREADTH_tech 0.137 0.139
(0.100) (0.101)
visibility 0.253% 0.163 0.124
(0.134) (0.162) (0.167)
innovative_mindset 0.171 -0.0652 -0.0477
(0.251) (0.271) (0.274)
Observations 173 173 173 173 173 173 173
Pseudo R? 0.017 0.037 0.042 0.022 0.018 0.039 0.043
Chi2 8.633 16.58 19.46 11.66 9.262 18.53 21.24
Log-likelihood -278.6 -272.9 -271.4 -277.0 -278.4 -272.3 -271.1

Robust Standard errors in parentheses. * p< 0.1, p<0.05, "~ p<0.01," p <0.001

In table 4 we report the same sequence of stepwise models, using as a dependent variable the
environmental orientation of new ventures. In column 1, we do not report any significance among
control variables. Considering the independent variables, we register a positive and significant
influence of technological Depth for Innovation attitude and a strong effect of visibility within
market strategy on the environmental orientation of the startups. However, only the latter (visibility)
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maintains a solid significant effect also in the complete specification of the model (columns 6 and
7).

Tab. 4: Determinants of Environmental orientation (ordered logit models)

1) 2) ©) (4) (5) (6) (7
ENV _orient. ENV_orient. ENV_orient. ENV_orient. ENV_orient. ENV_orient. ENV_orient.
Y%women 0.775 0.679 0.701 0.708 0.793 0.673 0.669
(0.566) (0.581) (0.565) (0.568) (0.560) (0.582) (0.569)
bep 0.342 0.293 0.358 0.366 0.370 0.325 0.361
(0.277) (0.283) (0.305) (0.287) (0.285) (0.295) (0.315)
per_graduated_1 -0.459 -0.445 -0.422 -0.394 -0.467 -0.410 -0.376
(0.370) (0.374) (0.371) (0.386) (0.368) (0.394) (0.385)
geo_area_CENTRE -0.620 -0.553 -0.519 -0.829% -0.583 -0.795% -0.727
(0.457) (0.456) (0.442) (0.449) (0.456) (0.466) (0.458)
geo_area_NORTH -0.149 -0.0145 -0.00558 -0.138 -0.127 -0.0603 -0.0268
(0.403) (0.411) (0.390) (0.376) (0.404) (0.393) (0.380)
DEPTH_mkt 0.0731 0.00229
(0.106) (0.112)
BREADTH_mkt 0.104 0.102
(0.127) (0.125)
DEPTH_tech 0.158" 0.104
(0.0907) (0.0950)
BREADTH_tech 0.0566 0.0557
(0.117) (0.113)
Visibility 0.463™ 0.447" 0.413"
(0.146) (0.154) (0.154)
innovative_mindset 0.230 0.0104 0.0143
(0.234) (0.231) (0.238)
Observations 173 173 173 173 173 173 173
Pseudo R’ 0.011 0.015 0.019 0.029 0.013 0.031 0.033
Chi2 5.710 8.074 10.02 13.58 6.872 14.15 15.57
Log-likelihood -274.8 -273.7 2725 -269.7 -274.3 -269.3 -268.6

g0

Robust Standard errors in parentheses. * p<0.1, 'p<0.05, " p<0.01, " p<0.001

5. Conclusions

With this paper, we contribute to the development of the literature that links technological
entrepreneurship and sustainability. The two notions are more and more deeply intertwined in the
design of a win-win scenario where the most promising resources and competencies of the digital
economy are utilized to address global complex challenges (George et al., 2021).

Preliminary findings confirm that mechanisms that support the sustainability behavior of digital-
oriented startups are different for social and environmental spheres. Innovation Attitude seems to
play a major role in the case of social orientation of ICT startups, in particular with the role of open
innovation network aimed to share technical information. While Market Strategy seems to cover a
key role in the case of the environmental attitude of ICT startups, in particular with the role of
visibility, meant as the willingness of the new firm to self-promote itself.
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On one side, the first finding, related to Innovation Attitude, can be received as a positive signal
for societal development, considering: a) the growing importance of ICTs startups in the global
panorama in terms of job creation and capabilities and b) the general extensive use of open
innovation paradigms by these kinds of entities. Social-related externalities of open innovation can
be furtherly investigated to disentangle what network configurations can support this, timing and
territorial mediation effects.

On the other side, the second finding, related to, the specific influence of visibility on
environmental orientation can cause some concerns, considering the high energy intensity of ICTs
firms and the progressive presence of digitalized products. In this regard, environmental
motivations not deeply rooted in the corporate culture, but driven only by temporal marketing
purposes can be an aleatory road towards big green challenges. It follows that marketing efforts
directed at delineating a green identity should be the tip of a wider iceberg made of concrete
initiatives embedded in a long-term strategy. Recently, Chen et al (2015) introduced “eco-
effectiveness” as a concept that brings the sustainability paradigm outside the borders of the focal
firms, inducing a change in the systems of relations in which the firm is embedded. This notion is
relevant for these results as the open innovation paradigm could be explored by future research as a
trigger mechanism to drive strategies and actions with a green impact.

In addition to the results of the main independent variables, we unexpectedly found out the role
of gender diversity among the determinants of the social orientation of startups. This result paves
the way to further investigation for its possible consequences on the hiring policies of startups or the
call for innovation aimed at social good.

Practical implications of the study can be found in the identification of specific underlying
factors that may support the startup to invest in green/social policies, accelerating the mental shift
towards sustainability. Of course, social and environmental spheres cover different aspects within a
firm but are integrated into the paradigm of sustainability. Therefore, startups managers should
integrate and balance social environmental strategies in their business model, considering also the
initial lack of resources that generally affect newborn firms.

The research has some limitations. First, the study is geographically limited to Italy, future
research agendas might include an examination of other national settings to see if the drivers of
sustainability identified remain valid. Second, we focused on startups in the ICT industry. It will be
fascinating to see if similar results hold looking at other sectors, comparing also the drivers of
startups with those of incumbents.
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1. Introduction

This paper contributes to the literature on strategic management and entrepreneurship by
conceptualizing the use of professional social matching (PSM) systems to recommend and foster
partnerships within innovation ecosystems. These literature streams investigate how organizations
and individuals can create and capture value through innovative processes and practices. Since these
processes have progressively expanded beyond the organizations’ own boundaries (Moore, 1993;
Chesbrough et al., 2014), academics and practitioners have displayed a growing interest in the role
of ecosystems in the creation and diffusion of innovation (Carida’ Angela et al., 2018; Abbate et al.,
2019; Modina et al., 2022). Indeed, innovation is increasingly dependent on the interactions
between heterogeneous actors (Suominen et al., 2019) spread across regional, national, and global
networks (Binz et al., 2014). Hence, organizations are increasingly focused on accessing tangible
and intangible resources dispersed across organizations and locations (Colurcio and Russo-Spe,
2013; Malerba and McKelvey, 2020). These dynamics have become particularly evident and
problematic in the last few years, as the Covid-19 pandemic and the growing international
uncertainty have exposed the intricacy of these global networks (Mazutis et al., 2021; Bathelt and
Li, 2022). Moreover, accounting for them would be crucial to efficiently leverage all locally and
globally available resources to address the most pressing sustainability challenges, and to foster the
competitiveness of organizations and territories (Carayannis et al., 2018; Ferraris Alberto and
Grieco Cecilia, 2018; Soderstrom and Weber, 2020).

In face of a similar managerial complexity, fostering valuable interactions between innovation
actors becomes crucial, though challenging for several reasons. First, innovation ecosystems often
comprise a large and diverse range of actors, such as universities, firms, public organizations, and
civil society groups (Martin, 2014; Kivimaa and Mattila, 2015). Second, they are often split into
disciplinary or organizational communities who speak different epistemic languages (Markowski,
2022). Third, actors are located in different regions or countries, further increasing their distance in
geographical, linguistic, culture, or normative terms (Prainsack 2012; Binz et al., 2014; Mazutis et
al., 2021). While this diversity often nurtures creativity and innovation, it is also an obstacle to the
construction of new partnerships as distant actors have lower opportunities to interact and
transactions costs are higher (Orsatti et al., 2020; Paula and de Macedo-Soares, 2022). Since actors
in innovation ecosystems possess different resources and capabilities that each organization is
interested in capturing, two key aspects must be considered when choosing the right innovation
partner: first, it should be sufficiently different and distant to provide complementary assets and,
second, it should be sufficiently similar and socially close to enable easy collaboration (Powell
1990; Amin and Roberts 2008; Gallié et al., 2013). In doing so, organizations also strive to
maximise their absorption of external knowledge without losing excessive knowledge to competing
organizations and territories (Quitzow, 2015).

Despite the increasing importance of effective collaborations in innovation ecosystems, there is a
gap in understanding how to best identify, cultivate and leverage them (Prainsack 2012; Malerba et
al., 2015). On the one hand, approaches to matchmaking and network formation are often ad-hoc
and rely on personal relationships, homophily, and reputation, rather than systematic and data-
driven methods (Kogut and Zander, 1992; Gulati, 1995; Olsson et al., 2020). On the other, not only
individual organizations are interested in building fruitful collaborations with peers, but multiple
public and private actors are increasingly interested in fostering local interactions and ecosystem’s
performance (Sternad et al., 2017; Parida et al., 2019; Thomas et al., 2021). Moreover, given the
international uncertainty, these actors are increasingly concerned with avoiding that local
knowledge spills over from their ecosystem to foreign businesses and countries (Binz and Truffer,
2017; The Economist, 2023).

To address these gaps, the purpose of the present conceptual paper is to review the most recent
literature on the use of PSM in innovation ecosystems and to draft an initial framework and a
research agenda on the topic. As a conceptual paper, rather than providing a comprehensive review
of all available publications, it synthetizes just enough material on PSM and innovation ecosystems
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to highlight the commonalities among the two constructs (Van de Ven, 1989). Then, following a
creative and iterative approach (Weick, 1989), it bridges the two literature streams in an original
framework (Gilson and Goldberg, 2015). By conceptualizing an Innovation Ecosystem Professional
Social Matching System (IEPSMS), this work opens new research opportunities for management
and entrepreneurship scholars and offers insights to practitioners interested in advancing the use of
PSM in this context.

Indeed, these systems use information and communication technologies to match individuals and
organizations with complementary skills, resources, and needs. The use of these systems has been
shown to increase the efficiency and effectiveness of partnerships and collaborations, as well as to
enhance opportunities for networking, knowledge sharing, and resource sharing. While multiple
technical, ethical, and practical challenges remain to be addressed, PSM may significantly
contribute to the innovation of organizations and entire ecosystems (Zytko and DeVreugd, 2019;
Olsson et al., 2020) and to addressing wicked problems (Mair et al., 2016; Spinazzola and Cavalli,
2022).

This paper makes several contributions to the literature on strategic management and
entrepreneurship by providing a concise and targeted review of the most recent literature on PSM
and innovation ecosystems and developing an original and innovative framework for this goal. The
IEPSMS framework enhances existing PSM approaches in a few ways. Firstly, by focusing on
specific ecosystems, it enables the combination of various quantitative and qualitative data and
methods (Qi et al., 2022), thus improving accuracy. Secondly, it builds upon the concept of actors’
complementarity (Rodan and Galunic, 2004), addressing the need for PSM systems that overcome,
rather than inherit, human biases from existing social matching systems and social flows (Olsson et
al., 2020). Thirdly, the framework prioritizes the prosperity of the entire ecosystem, viewing
recommendations as a cumulative and iterative process rather than one-time activities (Barabasi and
Albert, 2011; Olsson et al., 2020). This feature is crucial for translating on-paper concepts into real-
world applications, as well as for enabling orchestrators to strategize local interactions within global
innovation networks (Addo, 2022). Lastly, by continuously collecting data on the ecosystem’s
interactions and comparing them to its recommendations, the IEPSMS is itself capable of evolution
and learning, thus providing better recommendations over time (lansiti and Lakhani, 2020; Pironti
and Spinazzola, 2022).

Accordingly, a research agenda for IEPSMS can be outlined. Key specific issues include the
definition and measurement of complementarity and efficiency in collaborations (Qi et al., 2022),
the conceptualization and study of ecosystems’ complexity and evolution (Nelson and Winter,
2002; Mack and Mayer, 2016), and most importantly the definition of ecosystem-level
optimizations (Tran et al., 2016; lonescu and Vernic, 2021). Additionally, it is important to
investigate the issues of trust and motivations of ecosystem actors (Terveen and McDonald, 2005),
data availability and lawfulness (Huhtamé&ki and Olsson, 2018; Mancosu and Vegetti, 2020), which
are fundamental for the adoption of PSM systems. By addressing these challenges and issues,
researchers can further develop and improve the IEPSMS framework, which has the potential to be
a valuable tool for fostering innovation and prosperity in various ecosystems.

Ultimately, this paper may motivate ecosystem orchestrators to invest in an IEPSMS. This would
facilitate valuable innovation interactions at the local level, as well as a prosperous evolution of the
ecosystem within the global network of innovation relations. This would foster the competitiveness
of organization and territories and their capacity to address complex sustainability challenges also
in times of international uncertainty (Attig and Brockman, 2017; Bathelt and Li, 2022).

The paper is organized into several sections. First, a brief overview on innovation ecosystems
and innovation partnerships from the literature of strategic management and entrepreneurship is
provided. Second, from the information systems literature, a review of the most recent
advancements in the use of PSM is presented. Third, an initial framework for the use of PSM in
innovation ecosystems is drafted. Fourth, an agenda for the study of IEPSMS and their use in
innovation ecosystems is drawn, before providing a conclusion of the paper with the key take-home
messages and implications.
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2. Innovation ecosystems

Innovation ecosystems are complex networks of actors, typically firms, universities, research
institutions, government agencies, and other organizations, that interact to develop, disseminate, and
commercialize new products, services, and technologies (Suominen et al., 2019). Thought actors
adopt a combination of collaborative and competitive behaviors (lansiti and Levien, 2004;
Theodoraki et al., 2022), innovation ecosystems are characterized by a high degree of
interdependence and co-evolution among actors, from which their emergence, sustainability, and
prosperity ultimately depends (lansiti and Levien, 2004; Carayannis et al., 2018).

This concept has been approached from a variety of academic perspectives. Evolutionary
economics, for example, focuses on the role of innovation in driving economic growth and change,
and the evolving nature of innovation ecosystems. Studies in this field have primarily investigated
the composition and structure of innovation ecosystems, particularly focusing on the identification
of topologies, on longitudinal evolutions, and on the role of orchestrating actors, primarily
governments and corporate players, in steering the evolution of innovation ecosystems towards
desired directions (Nelson and Winter, 2002; Mack and Mayer, 2016; Dedehayir et al., 2018). A
similar approach has also been taken by the research on innovation systems, from which the concept
of innovation ecosystems largely descends. This literature stream studies the complex interactions
and relationships between different actors within a specific setting, such as a region, a country, or
an industry, and how these interactions cumulatively support innovation (Binz et al., 2014;
Suominen et al., 2019).

Conversely, the literature on strategic management and entrepreneurship has approached
innovation ecosystems from the perspective of individual firms. One key antecedent is considered
the concept of business ecosystem, in which companies interact to develop complementary products
or services, and compete to capture value (Moore, 1993). This is particularly true in the case of
business platforms, where generally one player orchestrates others to develop products and services
complementary to its own (Foros et al., 2013), but applies also to government or university-
sponsored innovation ecosystems (Thomas et al., 2021; Addo, 2022), and particularly for the
development of sustainability-oriented innovations (Quitzow, 2015). Indeed, this literature has been
increasingly recognizing also the contribution of non-business actors, interpreting entrepreneurship
as a distributed and collective activity, highly dependent on the availability of resources in the
environment (Theodoraki et al., 2018; Marchesani et al., 2022). In this perspective, material and
immaterial assets, and particularly knowledge, are similar to abiotic resources available in natural
ecosystems (Stam and Spigel, 2016). As natural species metabolize these resources to develop and
replicate, so do organizations in innovation ecosystems as they combine them to generate new
knowledge, products, and services, which ultimately nurture back the local humus (Carayannis et
al., 2018; Stam and van de Ven, 2021).

These resources are accessed thanks to existing relations with other organizations in the network,
which businesses actively explore to identify complimentary assets to their own (Carayannis et al.,
2018; Malerba and McKelvey, 2020). This is particularly salient for knowledge, as it constitutes the
primal resource for any innovation, is extremely challenging to copy from competitors, but can be
shared at almost no marginal cost (Rohrbeck et al., 2009; Chesbrough et al., 2014). Drawing from
the innovation networks literature, this web of relations is often multilocal and multiscalar, as
organizations share resources across geographical boundaries and industrial or disciplinary
communities, and aggregate in clusters of more closely connected organizations (Etzkowitz and
Zhou, 2006; Carayannis et al., 2018; Xu et al., 2018). Since access to new resources depends on the
connections that a specific organization has with others as well as on the connections that they have,
not all organizations display equal opportunities for accessing and exploiting knowledge and other
assets. This fact has determined an increasing interest in the study of ecosystem networks, as key
predictors of the opportunities available to each actor to access new resources and, to some extent,
steer the ecosystem itself (Mele et al., 2010; Hurmelinna-Laukkanen and Natti, 2018; Ritala et al.,
2022).
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For instance, actors strongly embedded in the network of collaborations have the highest chances
of orchestrating activities of others, as well of accessing knowledge produced within the network
via spill overs (Kadushin, 2002; Gudmundsson and Lechner, 2006). Conversely, actors connecting
otherwise separate clusters may work as bridges. This would give them access to more diverse
resources and control over knowledge flow between the clusters (Burt, 1995; Hoegl and Schulze,
2005). Both roles may be interpreted for more short-term or long-term strategies and goals:
businesses are more likely to seek brokering positions that give them opportunities for accessing
and exploiting knowledge while other, often public, actors may be interested in solely facilitating
knowledge flow to achieve larger societal benefits (Benneworth et al., 2009; Rohrbeck et al., 2009;
Chesbrough et al., 2014; Pugh et al., 2016; Ma et al., 2019). In the first scenario, bridging positions
would be particularly beneficial in the early stages of the development of an innovation and for
knowledge exploration, while more central positions would be advantageous during its more mature
development for knowledge exploitation (Burt 2001; Grenfell 2008; Wang et al., 2020). On the
contrary, in the case of long-term strategies, bringing positions would be ideal for connecting
otherwise distant actors and favour knowledge and technology transfer, while orchestrating
positions would be best for steering the innovation process also by distributing resources and labour
across organizations (Oinas and Malecki, 2002; Wright et al., 2008; Chen et al., 2015; Thomas et
al., 2021).

Accordingly, the structure of the collaboration network becomes crucial to determine the
opportunities of individual organizations to access valuable resources in the ecosystem, as well as to
determine the evolution of the ecosystem itself (Xu et al., 2018). While originating from a focus on
regional and national systems of innovation, the concept is being employed to describe global
phenomena (Del Giudice et al., 2017). Indeed, local innovation ecosystems are increasingly
connected to each other as actors embedded in a strong network in the Region A are also, though
more weakly, connected to actors participating in the innovation ecosystem of Region B. This is
often the result of the transnational collaborations interwoven by multinational companies and
universities, thus making them key players in the emergence of a multiscalar and multilocal
innovation ecosystems (Binz et al., 2014; Del Giudice et al., 2017), and ultimately motivating
researchers to adopt a geography and scale agnostic perspective (Binz et al., 2014; Carayannis et
al., 2018). These bridging positions allow organizations to access more diverse knowledge and acts
as brokers between different locations (Malerba and McKelvey, 2020). While it may ultimately
benefit all bridged ecosystems (Chen et al., 2015; Ritala et al., 2022), as already mentioned, it may
also result in undesired appropriations of local resources and knowledge by foreign actors
(Quitzow, 2015; Binz and Truffer, 2017).

In fact, the concept of innovation ecosystem has been increasingly employed also by
governments as a general paradigm to drive and support innovation and growth. On the one hand,
governments are increasingly focusing their attention on sustainability-oriented technologies,
products, and services. As they try to address complex and wicked challenges for which uncertainty
abounds and no clear understanding is available, engaging actors with the widest range possible of
expertise and assets becomes crucial (Carayannis et al., 2012). Moreover, these actors would be
responsible not only for developing a new technology, but also for adopting and scaling it up
quickly so as to avoid potential mismatches between available technologies and industry or societal
needs (Adner, 2006). Last, as the ecosystem concept highlights, these actors would not only provide
complementary resources and provide opportunities for iterative development and use of
technologies, but also co-evolve over time organizing themselves in fruitful and complementary
relations (Carayannis et al., 2018; Gifford et al., 2021). However, favouring the collaborations that
would best achieve these objectives while preserving the competitive advantage of local ecosystems
remains challenging.
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3. Finding innovation partners

As already mentioned, innovation is increasingly recognized as a collaborative effort. While
multiple explanations have been proposed, key factor can be found in the increasing dispersion of
knowledge across, disciplines, organizations and workers (Jones 2009; Agrawal et al., 2016), in the
increasing complexity of the problems to be addressed (Arora and Gambardella 1994; Harvey et al.,
2014), and in the benefits arising when creatives from different personal and professional
backgrounds work together (Kauffman, 1992; Caminati, 2006). This appears particularly true in the
case of sustainable technologies, as they try to address complex challenges but often result from
combining already available knowledge rather than from producing new radical one (Colombelli
and Quatraro, 2019; Orsatti et al., 2020). Accordingly, innovation would benefit not only from
having access to sufficiently diverse knowledge and complementary assets, but also from the social
interaction of innovation partners and workers, as a booster of the organization’s capacity to absorb
new knowledge and effectively recombine it (Dahlin et al., 2005; Carnabuci and Operti 2013).

Accordingly, the literature on strategic and innovation management has been placing much
emphasis on collaborations, for instance across industries (Harvey et al., 2014), across borders
(Zhong et al., 2022), across disciplines (Markowski, 2022), and between different types of actors,
such as academia and businesses (Miller et al., 2018) or between corporates and startups (Ching and
Caetano, 2021). Ultimately, collaborations are expected to lower risks, foster competitiveness
(Chesbrough et al., 2014; Ghezzi et al., 2022), and enable the development and commercialization
of complementary products and services (Konietzko et al., 2020; Gifford et al., 2021).

While collaborative innovation seems generally desirable, it is far from easy. Innovation
ecosystems comprise a large and diverse range of actors (Martin, 2014; Kivimaa and Mattila, 2015),
who speak different epistemic languages (Markowski, 2022), and differ by geographical, linguistic,
culture, and normative terms (Prainsack 2012; Binz et al., 2014; Mazutis et al., 2021). As already
mentioned, this diversity nurtures creativity and innovation, but may also hamper them (Orsatti et
al., 2020; Paula and de Macedo-Soares, 2022). On the one hand, it increases organizational
complexity, slows activities and processes, and may open to undesired spill overs to competitors
(Bernal et al., 2022). Most importantly, it may result in failures. This is particularly true when
internal diversity is too wide and the costs of establishing an effective communication are higher
than the leveraged benefits (Mukhtar and Gebrekidan, 2017; Konietzko et al., 2020). Another issue
relates to the possibility of free-riding behaviours, particularly when partnerships aren’t sustained
by effective governance arrangements or when the actors involved do not participate in a same
social network and believe their relation to be sporadic, hence enacting short-term maximisation
policies (Archibugi and Filippetti, 2015; Li and Jian, 2022). Accordingly, a number of
collaborations actually fail or provide suboptimal outputs (Zineldin et al., 2015; Mukhtar and
Gebrekidan, 2017).

Aware of these issues, innovation managers actively search for innovation partners that
maximise diversity and provide complementary resources, while at the same time being sufficiently
similar to one-self to minimize costs and failures (Olsson et al., 2020). However, approaches to
matchmaking and network formation are still rudimental. They often rely on personal relationships,
reputation and opportunity, rather than systematic and data-driven methods (Kogut and Zander,
1992; Gulati, 1995; Olsson et al., 2020). When more systematic, they employ questionnaires to map
availability of resources and goals across organizations and brokering from specialized ecosystem
or industry experts (Carayannis et al., 2000; Rajalo and Vadi, 2021). While these approaches may
provide accurate suggestions for collaborations, however, they remain severely limited by the
limited capacity of humans to analyse large amounts of data and to keep track of existing
collaborations, as well as by a-priori assumptions on the extension of the ecosystem itself. Hence,
individual organizations may miss valuable innovation partners in their ecosystem, and
orchestrators may miss the opportunity to develop targeted policies and instruments for partnership
building, thus focusing on traditional instruments such as funding, science parks, and public-private
partnerships (Del Vecchio et al., 2017; De Bernardi and Azucar, 2020). Given the limitations of
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data and computational power available to organizations, particularly smaller ones such as small-
medium enterprises and startups, recognizing when and with whom external to the local ecosystem
build a partnership results particularly challenging, hence increasing exposure to the global network
of collaborations or forcing protectionist behaviors (Leijten, 2019; Wennberg and Sandstroem,
2022). PSM may support addressing some of these issues.

4. Professional social matching

The concept of PSM has recently emerged in the information systems literature as an instrument
to recommend professionally relevant matches, whether to foster collaborations between academics
(Archer and Zytko, 2019), to recruit new employers for a specific team or company (Faliagka,
2012), or identify ideal partnering organizations (Cai et al., 2019). Specifically, it uses algorithms to
match individuals or organizations based on their professional characteristics, such as skills,
experience, interests, sector, or location, but also accounts for the network structure to provide
recommendations (Qi et al., 2022).

The concept of PSM has been around for several years, but it has become increasingly relevant
with the rise of professional networking platforms such as LinkedIn. Nonetheless, from an
academic perspective, it still remains largely under-theorized (Olsson et al., 2020). While only a
few papers explicitly referencing the topic have been published, it is possible to find roots of this
concept in existing literature streams. On the one hand, the concept relates to the problem of finding
the right collaboration partner, typically for innovation or business purposes, and has hence been
extensively presented in the previous section. On the other, and most importantly, the concept
draws from the literature on social matching systems and, at large, on recommendation systems.

Recommendation systems have emerged in the last decades to address a key problem of this
time, meaning the over abondance of information and the impossibility to systematically review it
all prior to taking decision (Terveen and McDonald, 2005). Recommendation systems have been
used to recommend consumers with products such as books, movies, and items from shops on-line
and streaming platforms for many years now, but widespread tools such as Google Search also fall
into this category (Olakanmi and Odeyemi, 2021; Khan et al., 2022). First, they assume that people
may be interested in products similar to those they already possess or have searched for and, two,
they assume that people may be interested in products similar to those that other people are
interested in as long as socially connected (Bobadilla et al., 2013).

Most recently, the focus has shifted from products to people, as social matching systems have
emerged as a specific sub-category of recommending systems largely used in social networks and
dating apps (Nayak et al., 2010). What these two applications have in common is that they host
personal pages for each user and employ information on them and on the structure of the network
they are embedded in to recommend new connections (LinkedIn, 2022; Tinder n.d.). As for
previous recommending systems, social matching systems are based on the idea that individuals are
more likely to be compatible if they share similar interests or have shared connections, thus
enhancing the social experience of users and improving the quality of online interactions. PSM
constitutes a specific application of social matching systems to the vocational domain, and rely on a
similar number of methodological approaches (Terveen and McDonald, 2005).

There are several quantitative methods for PSM in the information systems literature, mostly
relying on the use of bibliometric and patent information as primal material (Qi et al., 2022). One
approach is to rely on synthetic indicators representative of organizations’ propensity to innovation
and collaboration, and then match potential partners according to priority rankings (Geum et al.,
2013). Alternatively, citations and collaboration information have been widely used to map
networks of collaborating organizations or individuals, drawing on link prediction algorithms and
triadic closure principles to identify partnerships most likely to emerge in the future due to
historical interaction (Yan and Guns, 2014; Chen et al., 2021). Additionally, patents and scholarly
articles have been mined with Natural Language Processing (NLP) techniques to extract insights
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from the content of these documents, and then use various algorithms to recommend collaborations
according to content similarity (Jeon et al., 2011; Wang et al., 2017). Most recently, these
methodologies have been combined to account for both the structure of the network, the thematic
affinity of actors, and the different innovation roles that actors may play (Park et al., 2015; Ding
and Guo, 2021).

Each of these methods has its own strengths and weaknesses and the choice of method depends
on the goals and constraints of the PSM system. Algorithmic matching, for example, may provide
quick and efficient matches but may not consider personal preferences or cultural differences.
Expert-based matching, on the other hand, may provide more accurate matches but may be more
time-consuming and resource-intensive. While the choice of method should be based on a thorough
analysis of the goals and constraints of the PSM system and the resources available to support it, it
is increasingly acknowledged that effective systems should leverage a combination of these
approaches (Qi et al., 2022).

Ultimately, these systems provide increased networking opportunities, facilitate hiring and
recruitment, expanded opportunities to accessing knowledge and skills, and favour collaboration
and innovation (Qi et al., 2022). However, multiple challenges still remain. First, recommendations
may be severely biased, as the algorithms used to make recommendations may be influenced by
factors such as gender, race, or socioeconomic status embedded in the data (Li et al., 2016).
Additionally, PSM can also lead to homogenous network formation, as individuals would be more
likely to connect with those who are similar to them. Indeed, these systems have been designed to
rely on homophily to suggest new recommendations and, hence, they may strengthen existing
patterns rather than opening new opportunities by finding complementary actors (Olsson et al.,
2020). Moreover, privacy and data security are major concerns for PSM platforms, as they require
users to share sensitive personal and professional information. This information can be vulnerable
to cyberattacks, data breaches, and misuse. This is particularly true when information is not
deliberately shared with the system but rather obtained with scraping methods from the web, a
practice whose lawfulness is still problematic both for what concerns the respect of websites’ terms
of services and of privacy rules (Mancosu and Vegetti, 2020). Another aspect is the potential lack of
trust in such systems, as users may be concerned about the accuracy of recommendations (Terveen
and McDonald, 2005). Last, as already mentioned, existing systems are primarily intended to
maximize, though with limitations and biases, individual-level matchings rather than of the entire
community. This aspect motivates the present article to investigate the use of PSM in innovation
ecosystem (Olsson et al., 2020).

5. Innovation Ecosystem Professional Social Matching Systems

Considering the key features of innovation ecosystems and existing approaches to PSM, a
conceptual framework for an IEPSM can be drafted (Figure 1). To a large extent, it leverages
features of already existing systems for PSM (Cai et al., 2019; Qi et al., 2022), but some key
aspects specific to its use in innovation ecosystems have been designed and added. The framework
is organized around two dimensions. First, on the horizontal axis, three functional sections can be
distinguished, and namely Data input, Technological core, and Validation and learning. Conversely,
on the vertical axis, two scalar dimensions can be recognized: while the Ecosystem-level interface
gathers all back office and technical activities, and is managed by the ecosystem orchestrator, the
Actor-level interface is available to all ecosystem actors to explore their positioning in the
ecosystem and actively search for new collaborations. Third, nine ordered activities are organized
along the two dimensions and connected by arrows to more easily understand how the system
works, indicating feedback mechanisms via dashed ones.
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Fig. 1: Professional social matching framework for innovation ecosystems
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Following a strictly logical order, the framework is now presented:

. Continuous input of ecosystem’s data: first, data from multiple publicly available sources is
collected via automatic and semi-automatic processes, such as web scraping. Typical data
sources include scholarly publications, patents, social networks, and public registries. Data is
periodically collected to keep the system updated (Xu et al., 2018; Kinne and Axenbeck, 2020).

. Data integration and analysis: then, this data is normalized, processed to overcome
disambiguation, and integrated to link each actor to relevant material. This data is also analysed
with NLP and network analysis techniques to provide a first representation of the innovation
ecosystem, accessible to the ecosystem orchestrator (Jeon et al., 2011; Xuefeng et al., 2015;
Kang et al., 2019).

. Input of actor’s data: once an actor (hereafter Company X) is interested in exploring its
positioning in the ecosystem or searching for a suitable innovation partner, it interacts with the
front end of the IEPSMS (e.g. a public website) by providing key information about itself, such
as the topics of interests and existing collaborations. This enables to validate the preliminary
representation of the ecosystem and to enrich it with additional data (Cai et al., 2019).

. Actor-level options generation: subsequently, existing approaches to PSM, including NLP and
network analysis, are combined to provide recommendation options to Company X. These
options aim to maximise complementarity and afficiency (Qi et al., 2022). These options,
however, are not yet shared.

. Ecosystem-level optimization: at this point, the top options generated at the previous step are
evaluated according to their impact on the structure of the ecosystem. For simplicity, ecosystem-
level optimization may follow the same principles of actor-level recommendation, or rely on
dedicated algorithms (lonescu and Vernic, 2021; Kaufmann et al., 2021). It is worth noticing that
the ecosystem orchestrator would be demanded to choose the boundaries of the ecosystem in
order to identify the relations to optimize (Konietzko et al., 2020).

. Actor-level options recommendation: at this point, a subset of options resulting from step 4 and
step 5 would be provided to Company X, accompanied by estimations of the impact of a new
collaboration on the structure of the ecosystem. This would enable Company X to consider all
available information for a solid choice, avoiding black-box situations (Qi et al., 2022).

. Expert recommendation: drawing on knowledge of the IEPSMS, of the innovation ecosystem,
and the specific sector, experts from the orchestrating organization would complement the
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automatically generated recommendations with a qualitative assessment and suggestions to

Company X (Crupi et al., 2020).

8. Collaboration choice: at this point, Company X choses one or multiple potential collaboration
partners. The IEPSMS provides reach-out contacts for each organization so as to monitor any in-
platform communication. Nonetheless, it is most likely that communications would happen out
of sight.

9. Follow-ups: at fixed times, data on the new collaboration launched by Company X as well as on
the evolution of the ecosystem are collected, comparing them to the recommended
collaborations. This allows to have updated data on Company X, to improve expert’s
recommendations, and to improve the ecosystem-level optimization, possibly with the
implementation of machine learning instruments.

This framework fosters existing frameworks for PSM in several ways. First, it combines multiple
methods for PSM, including quantitative and qualitative expert-based ones. This is possible thanks
to the focus on a specific ecosystem (e.g. a region or a country) which enables the specialization of
a supporting staff. Second, it further develops the concept of actors’ complementarity, thus
answering for the call for PSM systems that overcome human biases rather than inheriting them
from existing social matching systems and social flows (Qi et al., 2022). Third, this framework
accounts for the prosperity of the entire ecosystem rather than of the individual organization. Hence,
it does not see recommendations as one-time activities, but rather as cumulative and iterative
processes. This feature is fundamental to go beyond on-paper concepts and develop real-world
applications, as well as to enable orchestrators to accurately strategize the evolution of the
ecosystem and its connection with the global innovation networks (Qi et al., 2022; Ritala et al.,
2022). Last, as the ecosystem evolves so does the IEPSMS: by continuously collecting data on the
ecosystem evolution and comparing it to the provided recommendations, it learns to predict how
actors would behave and how to provide more effective recommendation (lansiti and Lakhani,
2020; Pironti and Spinazzola, 2022).

6. Research agenda

Drawing on the presented framework, a research agenda of the use IEPSMS can be outlined.
First, Complementarity and efficiency, complexity and evolution, and ecosystem-level
optimizations are discussed as key specific challenges for IEPSMS, then followed by a number of
issues already acknowledged in the literature on PSM but still of great relevance.

Complementarity and efficiency: as the concept of innovation ecosystem strongly highlights the
importance of complementary assets, products, and services, even more than for other uses of PSM
assessing the complementarity of two actors becomes crucial. However, as of today there is paucity
quantitative approaches to measure complementarity in the PSM literature (Olsson et al., 2020).
While one approach could be to focus on the complexity of knowledge provided (Hausmann et al.,
2014), or the complementarity of ecosystem functions (Xu et al., 2018), additional research is
required to understand what additional variables could be considered. Most importantly, focus on
complementarity would require identifying adequate algorithms to combine multiple variables, as
well as to balance complementarity with efficiency, as excessively distant actors may be highly
complementary but new collaborations would also be excessively costly.

Complexity and evolution: more than in other interpretations of innovation networks, the concept
of innovation ecosystem is grounded in the complex systems and complex adaptive systems
literature (Carayannis et al., 2018). Accordingly, the dynamic nature of collaborations must be
acknowledged and measured, particularly considering the evolution of the network over time.
Hence, a continuous collection of network data and follow ups would enable to study such
evolution in real time, and to improve the algorithms for the recommendation system, and
particularly those concerned with ecosystem-level optimization (Qi et al., 2022).
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Ecosystem-level optimisation: this is possibly the most challenging aspect which remains largely
unexplored in this field. At least two aspects must be investigated: one, the meaning of ecosystem-
level optimization must be further explored, defined, and theoretically grounded. This requires
deep-delving into the literature of complexity theory, and particularly on nested complex systems
(Walloth, 2016; Carayannis et al., 2018). On the other, this concept must be further operationalized
and adequate methodologies to assess it must be tested. Examples include the adoption multi-
objective optimization or free-energy minimizations algorithms (lonescu and Vernic, 2021,
Kaufmann et al., 2021).

Moreover, scholars should keep investigating topics such as trust and motivations of ecosystem
actors (Terveen and McDonald, 2005), data availability and legality (Huhtamaki and Olsson, 2018;
Mancosu and Vegetti, 2020), as fundamental for any PSM systems.

7. Conclusions

This paper contributes to the literature on strategic management and entrepreneurship by
exploring the use of PSM systems to recommend and foster partnerships within innovation
ecosystems. Innovation has expanded beyond organizations’ boundaries and become increasingly
dependent on the collaboration of heterogeneous actors spread across regional, national, and global
networks. Hence, understanding who to collaborate with and where becomes fundamental to
leverage all resources available locally and globally, and pursue sustainability-oriented innovations
(Binz et al., 2014; Del Giudice et al., 2017; Carayannis et al., 2018).

By synthetizing the most recent publications on PSM and innovation ecosystems, this work
highlighted the commonalities among the two constructs (Van de Ven, 1989) and bridged the two
literature streams in an original framework (Gilson and Goldberg, 2015). Indeed, the proposed
IEPSMS framework identifies the key features that a PSM system should have to be relevant in an
innovation ecosystem, and namely: balance actor-level and ecosystem-level needs, combine
multiple data sources and recommendation methods, and account for ecosystems’ evolutions.
Accordingly, a research agenda for further investigation into the use of PSM in multilocal and
multiscalar innovation ecosystems was elaborated, placing particular emphasis on complementarity
and efficiency, complexity and evolution, and ecosystem-level optimization.

This only constitutes a conceptual work, and further empirical investigations are necessary to
develop and test its conclusions. Nonetheless, this paper provides the first conceptualization of PSM
in innovation ecosystems, opening new theoretical and empirical opportunities for management and
entrepreneurship scholars, but also for researches interested in information systems, evolutionary
economics, and complexity theory. Additionally, as actors seek valuable collaboration partners to
access tangible and intangible resources dispersed across organizations and locations, this
framework may support their effort to identify the best matches from a multiplicity of perspectives,
also accounting for the complexity of these global networks (Binz et al., 2014; Malerba and
McKelvey, 2020). Moreover, it may motivate ecosystem orchestrators to invest in an IEPSMS,
facilitating valuable innovation interactions at the local level and fostering the competitiveness of
organization and territories (Parida et al., 2019; Addo, 2022). Ultimately, this would strengthen
their capacity to collaborate, develop sustainability-oriented innovations, and manage international
uncertainty (Bathelt and Li, 2022).
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Abstract

Framing of the research. This study analyzes the relationship between the concept of wellbeing and sustainability
as it emerges from marketing studies. Wellbeing is a multidimensional concept and its relevance increases its possible
applications thus making it one of the most interesting topics for scholars and practitioners.

Purpose of the paper. Understand the evolution of marketing studies on the theme of wellbeing and sustainability.
The analysis of the scientific literature conducted allows us to identify possible future research trends in the field.

Methodology. This work makes use of a bibliometric analysis conducted on the international scientific literature
published in the last 25 years.

Results. Three main clusters emerge from the analysis of the articles focused on wellbeing and sustainability: the
managerial dimension, which relates to the customer, and, finally, the ethical one.

Research limitations. The analysis adopts a very specific but also very limited research scope: a future extension
of the sample size of the studies analyzed and of the multidisciplinary perspectives could lead to broader and more
comprehensive results.

Managerial implications. The implications of this study concern 3 targets: (a) marketing scholars who can obtain
useful indications on publishing strategies for the future not adequately explored in the past; (b) managers who enrich
their interpretative levers of value generation for their customers; (c) policymakers who acquire useful insights to
design policies capable of increasing the well-being of their societies.

Originality of the paper. The scientific literature on wellbeing and sustainability is as florid as it is fragmented.
This systematic analysis provides an overview of this concept in the discipline of marketing. This study also provides
important indications of the interdisciplinary development that the topics under analysis are experiencing.
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Introduction

Exploring consumption motivations has always been a central mission in marketing studies.
Consequently, it is not surprising that the most comprehensive and profound motivation of human
action - namely wellbeing - has also entered marketing studies after an investigation in various
fields such as psychology, sociology, medicine, and philosophy. Customers are demanding, with
infinite hunger (Galgano, 2002).

Wellbeing is a multidimensional construct embracing multiple disciplines, encompassing both an
objective - i.e. functional facet of value - as well as a subjective dimension (Diener, 1984).
Nowadays, it is commonly regarded as the main KPI for economic and social development, lying at
the center of every general framework designed to drive the next generations (OECD, 2013), and
asking for a complete revision of the traditional ways to examine performance (Stiglitz et al., 2009).

Over the last few years, wellbeing has seen almost exponential growth in terms of relevance and
attention. Since 2010, the most discussed research topics have converged towards cognitive,
decision-making, and managerial issues (Cucino et al., 2021). The literature on the subject is florid
and extensive, and various studies can be found published in journals in the most varied fields and
disciplines, applying different methodologies and points of view.

Wellbeing has attracted even more attention in the recent past, thanks to climate change and the
Covid-19 pandemic. There is a need to question how companies can meet the ever-changing needs
of consumers. In a globalized and highly competitive market, where supply far exceeds demand, it
is essential to be able to survive, anticipate customer needs, and fully satisfy them in all their
nuances. In this sense, customer engagement is no longer just a fundamental goal to be achieved,
but a necessary condition for the survival of a business (Hollebeek and Belk, 2021). Customer
engagement is not simply measured as a minimum level to be achieved, but it is a real experience to
be enjoyed by the possible consumer to the fullest and to be implemented and improved more and
more. The shopping experience to be provided must continuously evolve and must be expanded
based on individual preferences and customer wants and needs. According to Lemon and Verhoef
(2016), the customer decision journey is characterized by three main phases, which are represented
by the moment before the purchase, the moment itself, and the following one. Therefore, the efforts
that businesses make to make customers happy with their experience must be extended to all three
phases of the process, through as many points of contact as possible. This indicates how, nowadays,
how customers’ needs and desires are met and satisfied is almost as important as the product
offered. The customer decision journey, as a journey of the consumer who meets the business, will
ensure that at the end of the three phases highlighted, a positive or negative opinion is generated.
This subjective evaluation depends on one’s adventure with the brand and will affect the customer
experience. In this sense, customer experiences will strongly depend on the client’s experience
during the customer decision journey. Consumer wellbeing, likewise, will be strongly influenced by
the evaluation of the brand, the shopping journey, and the experience. For this reason, businesses
will have to aim, through their products and services, to achieve a higher level of wellbeing from
customers. Such a priority emerges among young generations. The recent survey conducted on
Millennials (Deloitte, 2021) shows that future wellbeing frightens new generations. According to
the survey run on Millennials (those born between 1981 and 1995), three main concerns scare them:
health, unemployment, and climate change (in all cases more than 25% of the sample). Further,
younger consumers - that is Generation Z (those born between 1996 and 2005) - perceive results
with higher urgency for the environmental issue. Sustainability is a top priority that fundamentally
affects individual lifestyles, consumption choices, and wellbeing.

Indeed, the history of wellbeing literature has always been articulated and rich, but it has become
even more complex recently when sustainability entered the field: the emerging environmental
issues strongly influence individual well-being (Simmonds and Gazley, 2021). The concept of
sustainability, in its social, environmental, and economic dimensions, represents a central topic for
many, including policymakers, organizations, and individuals, and it has generated significant
attention from the academic world in numerous disciplines, especially naturalistic and social ones
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(Bhaskar et al., 2010). The desire to influence behaviors already widely adopted and harmful to the
environment and the intention to prevent them in the future lie at the basis of sustainability
(Hofkirchner, 2017). Specifically, Ostrom et al. (2015) proposes that sustainability and wellbeing
are connected by way of transformative services. The latter aims at creating better conditions for
individuals, ecosystems in general, and their wellbeing. In this context, wellbeing is understood in a
broad sense and considers both objective aspects and subjective aspects, bearing in mind hedonistic
aspects (Anderson et al., 2013; Black and Gallan, 2015). Such a complex and articulated construct
have numerous applications in the most diverse fields, from psychology to marketing and from
medicine to management. The multidisciplinary nature of wellbeing represents at the same time a
strength and a weakness when one wants to study it in depth. Despite a high level of relevance and
attention, the evolution of this stream of research is still largely unknown. This paper aims at filling
this gap, by analyzing the past, current, and future relationship of wellbeing with sustainability in
marketing studies. Specifically, we address two research questions, as follows:

RQ1: What main dimensions of wellbeing have been explored by the scientific literature with a
focus on economics and management disciplines?

RQ2: What are/should be the directions for future wellbeing marketing research?

To answer these questions, a Bibliometric Analysis is carried out on the marketing scientific
international literature, searching for correlations between wellbeing and sustainability. Our
analysis is based on a systematic review of 500 articles that have been analyzed in detail.

This paper is articulated into five sections. Section 1 presents the analysis of the existing
marketing literature related to wellbeing. Section 2 describes the details of the bibliometric analysis
that has been performed, the strategies used, and the key findings. Section 3 is devoted to discussing
the results and Section 4 presents the main implications and the emerging future trends expected in
this field.

1. Wellbeing in marketing studies

Wellbeing is one of the most discussed topics in ancient and modern studies; by the middle of
the seventeenth century, wellbeing has become a cornerstone across several fields. Despite such a
long history, the study of wellbeing in economics and management is quite innovative. In the ‘70s
its study has been especially devoted to three themes, closely interconnected: (a) its relationships
with happiness; (b) the development of innovative measurement scales for its assessment; and (c)
the relationships between its subjective and objective dimensions. Clarifying the construct and
defining it precisely is not easy (Myers and Diener, 1995).

At that time, wellbeing and happiness has been treated as unique constructs. One of the most
important studies is that by Bradburn (1969), who defines happiness as a set of individual positive
affect and sets wellbeing as the difference between positive and negative emotional states at a given
time. Wellbeing is a broader concept than happiness, being the latter only part of it (Ryff, 1989;
Ryff and Keyes, 1995; Waterman, 1993). Indeed, wellbeing can be defined as the “good mental
states, including all of the various evaluations, positive and negative, that people make of their lives
and the affective reactions of people to their experiences” (OECD, 2013: 10). Happiness instead is
currently regarded as an experience of fulfillment, i.e., a state of contentment, related to the positive
area of affect (Lyubomirsky, 2001).

Apart from the definition, the seminal work by Bradburn (1969) proposes another contribution
that generated much debate: the link between the two dimensions (i.e. positive and negative
effects). Understanding whether the two dimensions are independent or somewhat correlated has
been a hot topic in that period (Brenner, 1975; Kozma and Stones, 1980). Towards that end, more
empirical studies based on innovative scales of measurement flourished (Bryant and Veroff, 1982;
Hardings, 1982; Zevon and Tellegen, 1982). Still today many scholars focus their studies on the
analysis of the existing relationship between the positive and negative effects of Diener & Emmons
(in press, 1984).

31



FRANCESCA CELIO - FRANCESCO RICOTTA - MICHELA ADDIS

Over time, the scientific communities, mainly in the fields of sociology and psychology, have
started to highlight that happiness is only a part of a broader construct, i.e., wellbeing. The latter
refers to the subjective assessment of one’s own life and situations and is, therefore, more
comprehensive than happiness, which refers instead to the positive emotions that individuals might
experience at a certain point in time. Wellbeing is not only emotional; it is cognitive as well
(OECD, 2013). Such a feature is nowadays considered the basis of the nature of wellbeing, as a
composite of objective and subjective factors. Starting from Campbell (1976), two dimensions of
wellbeing emerged, one related to the more subjective assessment of one’s life and the second one
more related to quantitative and objective variables. In sum, everyone evaluates their life conditions
differently (Andrews and Withey, 1976; Tatarkiewicz, 1976). Wellbeing derives from subjective
and objective determinants, which contribute toward creating individual quality of life, life
evaluations, hedonic experiences, and priorities (Stiglitz et al., 2009). Objective factors include
income, good health, supportive marriage, good social relationships, freedom, democracy, lack of
tragedy, and so forth (Argyle, 1999; Diener and Lucas, 1999; Frey and Stutzer, 2002; Gerdtham and
Johannesson, 2001). Although wellbeing concerns “a large collection of happy moments” (Chekola,
1975) most psychologists note that objective factors account only for 15% of the variance of
happiness and life satisfaction, thus indicating the need to look for other possible subjective factors
(Andrews and Withey, 1976; Argyle, 1999; Diener, 1984; Diener et al., 1999) expected to remain
relevant in promoting subjective wellbeing (Diener & Seligman, 2004). The evaluation of the
objective factors is typically related to a benchmark such as other members of the community
(Buss, 2000; Carp and Carp, 1982; Emmons et al., 1983; Van Praag et al., 2003), and it gradually
adapts to the changing situations (Brickman and Campbell, 1971). Further, the relationships
between objective factors such as income and happiness might not be linear (Deaton, 2008). Indeed,
“psychological variables that help in dealing with these life events may be able to explain such a
psychological phenomenon better than the objective determinants” (Mohanty, 2014: 82). Several
economists have also started to explore subjective wellbeing (Frank, 1997, 2005; Layard, 2005),
investigating it as a broader feeling of self-satisfaction than what is implied by the narrow textbook
definition of “utility.” Over time subjective wellbeing has evolved and is strongly correlated with
some quantifiable variables. Diener (1984) identifies six variables that influence individual
subjective wellbeing:

1) Personal satisfaction. It is also understood as self-esteem. It represents the dimension with the
highest observed correlation factor (0.55) with aspects that belong to daily life;

2) Income. It is a subjective perception that strongly depends on the conditions of the specific
country;

3) Demographic variables. Variables such as age, gender, religion, etc. could influence the way
individuals are looking at life and the opportunity they might have based on these aspects;

4) Behaviors and habits. They represent the public sphere and the aspect related to the sociality of
individuals, it includes friends and the social community in which they live;

5) Personality. Everyone responds differently to external stimuli and this difference in internalizing
events, either if they are positive or negative, depends on the individual personality.

6) Biological influences. They refer to non-optimal health conditions, even mental health,
negatively affecting the wellbeing of individuals.

Such an evolution has gone hand in hand with a revision and advancement of the measurement
scales (Brenner, 1975). The multidimensional nature of wellbeing does not allow its assessment by
way of a single indicator, but it asks for a combination of different and interacting variables.
Towards that end, the starting point is the wellbeing definition. It encompasses three main aspects
(Dolan and White, 2007; Sen et al., 2009; OECD, 2013):

e Satisfaction with Life. This component reflects the cognitive assessment of a person’s life or
specific more focused aspects of it, e.g., job, finance, house, health, leisure, and environment.
Thus, life evaluation results from the cognitive evaluation of personal life, which is typically
captured in memories (Kahneman et al., 1999).
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e Affect. This component captures a person’s feelings or emotional states at a given point in time
(Diener, 1984; Kahneman et al., 1999). Thus, different from life evaluation, affect refers to the
experienced emotions at specific points of time not to memories later on. Further, being that
emotions are a complex construct, affect is articulated in two main dimensions: positive
emotions and negative emotions. The former compromises happiness, joy, and contentment; the
latter include sadness, anger, fear, and anxiety.

e Eudaimonia. The last component reflects the individual sense of purpose and meaning in life,
gathering the extent to which individuals realize their potential (Huppert and So, 2009;
Michaelson et al., 2009; Clark and Senik, 2011; Deci and Ryan, 2006). Thus, this component is
related to individual abilities and the way they function in generating the desired outcomes. In
that regard, this component comprehends autonomy, competence, interest in learning, goal
orientation, sense of purpose, resilience, social engagement, caring, and altruism.

Those components relate to several ways of measuring wellbeing. They vary in many respects,
but they all share the fact that these measures use self-reported scales, and they all represent, to a
large extent, the characteristics they are designed to measure (Diener, 1984). More recently, a key
contribution is the one known as the PERMA model: Seligman (2011) proposes a model made by
five wellbeing dimensions, namely Positive emotions, Engagement, Relationships, Meaning, and
Accomplishments (Butler and Kern, 2016). This model is expected to be largely employed in
marketing (Hollebeek and Belk, 2021).

Wellbeing involves numerous factors, and it is impossible to fully analyze it without taking into
consideration the environmental issue and the implications it has and can have on individuals. More
than twenty-five years ago, Dodds (1997) proposed sustainability as a collective need, with strong
and long-term direct and indirect impacts on individuals’ life. The more immediate direct effects
concern the health conditions of human beings, while the indirect refers to mood, guilt, and concern
for the future. Dodds’ theory is based on the criticism of the traditional economy for neglecting its
context defined as “wider social and biophysical systems.” Therefore, wellbeing can be generated
only by analyzing it in a broader, more complex, and three-dimensional framework. According to
the author, the most encouraging approaches to the study of wellbeing are precisely those that
identify and respond to universal human needs. Towards that end, he proposes four categories of
theoretical approaches to wellbeing depending on their point of view, proposing wellbeing as:

1. “a state of mind.” It arises from Bentham’s theory and proposes that wellbeing consists of a
favorable state of mind, a sort of intrinsic serenity. Michalos (1980, 1985) defines psychological
wellbeing as a function of gaps related to the perception of seven dimensions (namely,
aspirations, social comparison, personal history, disappointment, hope, fairness, and needs).
These variables change from person to person, some are more profound and subjective, while
others arise from comparison with others or with self-imposed standards, very similar to what
was seen previously with the comparison theory;

2. “a state of the world.” It is based on the measurement of objective variables, such as health,
quality of life, and it uses more stringent numerical indicators (for example weight, and blood-
work analysis as a measurement of health).

3. “a human capacity.” This theory is linked to the social justice discourse. Individuals are satisfied
because they live in an environment that adopts correct, transparent, and fair institutions and
processes. Wellbeing strongly depends on external and not alterable conditions.

4. “a necessary condition.” The last category of wellbeing is based on satisfying people’s needs,
which can be explicit or hidden. In this framework, the author inserts sustainability as a
necessary condition for the satisfaction of human needs.

The theme of wellbeing is receiving increasing attention and its relevance is twofold. Firstly,
considering the ever-increasing importance of the topic and the numerous research fields it
involves, it is highly relevant from an academic point of view. Secondly, it can be said that it also
holds importance in the contextual dimension, considering the growing interest in satisfying
consumer needs. From the point of view that the purpose of every human action is guided by the
achievement of a higher level of wellbeing, there is also the need to consider consumption decisions
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as oriented in the same direction. In this framework, a more than satisfactory customer experience is
transformed, for the customer, into real subjective wellbeing, giving a perception of serenity to the
consumer who uses that specific good or service.

Since the increase in customer wellbeing is mandatory for marketing, we aim to better
understand its construct by way of a bibliometric approach.

2. Bibliometric Analysis

Studies on sustainability, climate change, and the impact they have on individuals are relatively
recent thus boosting the attention of the scientific community. The same path can be found with the
construct of wellbeing, as a widely studied subject, but not analyzed entirely in its
multidisciplinarity. Indeed, wellbeing and the specific focus on the concept of sustainability
represent an evergreen and constantly evolving topic. Recently there has been an increase in the
interest of scholars in trying to better understand these topics and the interplay between those
variables. The scientific literature in the last decade presents an almost exponential increase of
articles concerning these concepts; especially after the COVID-19 pandemic wellbeing has been
more investigated.

To investigate the trend, a preliminary analysis has been conducted on a total sample of 535
articles identified by way of the following criteria: (a) wellbeing and sustainability as keywords, (b)
1993-2022 as the investigated period, (c) “Business” and “Management” as the kind of investigated
scientific journals, and (d) the Web of Science as the publisher-independent global citation
database. Figure 1 shows an emerging increase in attention starting in 2019.

Fig. 1: Number of articles published from 1993 to 2022 on Wellbeing and Sustainability topics in the “Business” and
“Management ” categories
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These results show how wellbeing and sustainability have experienced a moment of growing
importance in the most varied fields and disciplines. The relationship between the two topics is
largely reflected in numerous aspects of the daily life of individuals. Thus, it is not surprising that in
the last decade, scholars have tried to analyze wellbeing, sustainability, and their reciprocal link in
depth. Over the years, different approaches have been used, an evolution of these themes has
emerged, and several topics, categories, points of view, and methods of analysis have been
investigated. They all define a large scope of the domain, asking for a bibliometric analysis (Donthu
etal., 2021).

34



WELLBEING AND SUSTAINABILITY IN THE MARKETING LITERATURE: A BIBLIOMETRIC APPROACH

2.1. Methodology

A bibliometric analysis (BA) has been run to address the research questions presented above.
This methodology uses a systematic and objective analysis of the literature, highlighting the main
authors, the themes, and the underlying relationships (Ferreira, 2018).

The bibliometric approach involves a statistical analysis of scientific articles related to certain
topics. The output of such analysis also helps to identify future research trends in a specific research
field.

2.2. Data Collection

To collect data we used “Web of Science” an online indexing platform that allows access to
databases of multidisciplinary scientific publications. WoS is a database that includes publications
from all the known sciences. This service uses six online databases that offer access to 18,200
scientific journals in various subjects, 60.000 books, and 160.000 conference titles. Furthermore,
the Web of Science collects literature starting from the year 1900, thus guaranteeing the analysis of
the evolution of scientific production over time. In addition, it provides data from scholarly
publications complete with citations.

Any query runs on Web of Science (WoS) allows the selection of serval options. In this research
the following search terms have been selected to set the scope of our study (Donthu et al., 2021):

o Keywords: “Wellbeing” and “Sustainability” have been used as keywords,

e Years of publication: no specific criteria have been used,;

e Categories of documents: only articles published in English have been selected to limit the
analysis to the internationally relevant unit of analysis;

e Research areas: “Management” and “Business” have been selected as research areas.

The final sample of the investigated publications includes a total of 500 scientific articles.
2.3. Data Analysis

Our dataset has been analyzed by way of Bibliometrix, a package widely and openly available on
R. It allows the study of the selected publications by employing graphic maps and tables and
carrying out analyses of various authors, citations, sources, keywords, and kinds of documents (Aria
and Cuccurullo, 2017; Cucino et al., 2021).
3. Findings
3.1 Descriptive analysis

A total sample of 500 documents has been analyzed, articulated as follows: 441 scientific
articles, 17 book chapters, 35 Early Access, and 7 Proceedings papers. Table 1 presents the main

characteristics of the analyzed documents by way of the user-friendly R interface, which are the
description of the sample, the document contents, the authors’ collaboration, and the document

types.
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Tab. 1. Key features of the investigated documents

Description Results
Documents 500
Sources (Journals, Books, etc) 235
Period 1993-2022
References 29017
Average years from publication 5.45
Average citations per documents 20.24
Average citations per year per doc 3.067
Document contents

Keywords Plus (ID) 1131
Author’s Keywords (DE) 1881
AUTHORS

Authors 1405
Author Appearances 1467
Authors of single-authored documents 74
Authors of multi-authored documents 1331

Authors’ collaboration
Single-authored documents 77
Documents per Author 0.356
Authors per Document 2.81
Co-Authors per Documents 2.93
Collaboration Index 3.15
Document types

Article 441
Book Chapter 17
Early Access 35
Proceedings Paper 7

3.1. Thematic Analysis

We employed the keywords of each of the 500 documents included in our sample as a way to
analyze the emerging topics and to understand their evolution over time. To carry out this procedure
we used two main units of measurement for each topic that has been analyzed: (a) its network
centrality as a measure of relevance, and (b) its density (i.e. the number of publications) as an
assessment of the level of its development. The two dimensions describe a spatial science map, on
which the topics are positioned. Figure 2 presents our science map.
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The horizontal axis measures the relevance degree - centrality - while the y-axis measures the
level of development or density of the topic. The topics are then located in four quadrants according
to the combined degree of centrality and density. This positioning map provides important insights
to understand popularity, emergency, and in general the evolution of the constructs.

At the top right of the figure, the more niche themes are highlighted, therefore more focused on a
very specific and narrow dimension. On the top left instead the driving themes, therefore those that
push and carry forward research, among these we can find management, consumption, and
corporate social responsibility, thus showing how such topics are relevant in the analyzed articles
focused on wellbeing and sustainability. At the bottom right, on the other hand, there are the basic
themes. It is interesting to note how the dial is rather bare and empty, precisely because with the
passage of time and publications, topics of this type consolidate and are considered as “motor
themes”. The basic themes are such in an initial phase, and over time are showing an increasing
interest gathered from the scientific community. Therefore, topics in this area can be seen as the
most promising ones. Finally, at the bottom left the emerging themes are located. They represent
extremely recent aspects. In this category, there are topics such as sustainability (in the corporate
sense), health, and responsibility (both as corporate social responsibility and as individual
concepts).

Thus, the thematic analysis provides us with a first grasp of the evolution of the studies. Topics
related to sustainability and wellbeing in management studies are driven by different components,
and the evolution of wellbeing from consumption to CSR highlights how measurement has
gradually emerged as a central topic deserving of scholars’ attention. Such analysis allows for a
closer analysis of the evolution of this stream of research. Indeed, it shows not only that a turning
point in its popularity is set approximately in 2019-2020, years closely related to the Covid
pandemic, but it also shows an increasing level of specialization. Indeed, over the years, the
emerging components of wellbeing have evolved towards higher levels of specialization. Figure 3
presents the thematic evolution of the various emerging concepts by using 2020 as the cutting edge.
The figure adopts the most relevant data visualization theory recommendation and proposes “the
thematic arrangement of knowledge in the field/domain” (Pereira and Bamel, 2022, p. 7). Thus, it
provides important inputs for a better understanding of the possible future evolution of the research
stream.

Fig. 3: Thematic evolution from 1993 to 2022 (the cutting year 2020)
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More in detail, Figure 3 shows the evolution and the contexts through which studies on
sustainability and wellbeing have been developed. The idea behind this representation is to see how
certain thematic areas evolve and change over time. Thus, a representation of the situation before
and after the moment of cutting and division into two phases is obtained. It shows on the left the
main thematic areas that have had an important impact on the scientific literature from 1993 to
2020, and on the right, there are those belonging to the years 2021 and 2022. The analysis is carried
out on the main keywords proposed in the published documents. Altogether, the findings represent
the evolution of these concepts over time. A closer look at each of them is needed.

Let’s take “sustainability”. The term has been studied from 1993 to 2020, but in the last two
years, it has been used in more than one context, thus broadening both its meaning and domain.
Indeed, since 2020 this topic has remained partly true to itself, but has also crossed its thematic
boundaries and has entered and evolved into topics related to “innovation” and “performance”.

The analysis of the case of “behavior” is even more evident. Over time, it has been divided into
six other topics, including “corporate social responsibility” and “sustainability”. Therefore, a higher
level of specialization in more micro-topics and more application contexts emerges, thus making the
study of this concept more precise and schematic. On the other hand, the analysis of organizations is
divided into three main blocks. They all focus on the study of the same effects, but they emphasize
different points of view, such as culture, innovation, and corporate performance.

The thematic evolution of the topics therefore clearly shows increasing evolution and
specialization of the literature on wellbeing and sustainability

3.2. Bibliographic coupling analysis

Wellbeing, undoubtedly, has received in the recent past growing attention both from academics
and practitioners fuelling a new cultural change. The growing interest in wellbeing is paired with
topics like climate change. To better analyze such a correlation we carried out an analysis aimed at
exploring how literature has treated this duo. Specifically, we have run a Factorial Analysis on the
main keywords of the documents, using the Multiple Correspondence Analysis method. Findings
show three main clusters corresponding to three macro-areas of study. As shown in Figure 4, three
main clusters emerge from the analysis of the 500 documents of our sample: namely,
organizational, consumer, and ethical approaches.

Fig. 4. Main Clusters
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The cluster “organizational approach” (Cluster 1, in red in Figure 4) includes documents that
focus on the analysis of issues related to wellbeing and sustainability, maintaining a corporate and
managerial approach. This group of keywords highlights a line of academic research that deeply
studies how to apply more sustainable strategies to the corporate world. Innovation and technology
play a fundamental role in this cluster, precisely because in some cases the implementation of
sustainable strategies and performance measurement is still a novelty for companies. Moreover, the
analysis of performances and KPIs connected to sustainable development is considered relevant by
the academic community. Green policies are new and yet not fully explored concepts and that is
why it is interesting to better learn how to measure these policies’ impact, specifically regarding the
sustainability concept in terms of its social, environmental, and economic dimensions. Within the
group, 29 main keywords are identified. This first cluster brings together concepts and problems
related to the environmental issue, also in macroeconomic terms, and seen through a strategic and
managerial point of view. The document that has contributed most to the composition of the cluster
is a paper by Murray, Skene, and Haynes (2017) which extensively explores the concept of circular
economy and its most diverse applications. It begins with the analysis of this topic starting from its
antecedents in ecology and economics, to then identify main contributions and limitations,
including the underestimation of the importance of the social dimension in sustainable processes.
Taking into consideration the ethical aspects related to production and supply chain management,
the authors have thus formulated a new definition for the concept of the circular economy that
affects processes and outputs and that maximizes the health of the ecosystem and individual
wellbeing. Sustainable production processes tend to influence consumer wellbeing.

The second macro-area emerging from our analysis is called the “consumer approach” (cluster 2,
in blue in Figure 4). This cluster is more focused on issues related to consumers, such as their
lifestyles, perceptions, emotions, and purchasing behaviors. The total number of identified main
keywords is 15. The most relevant publication in the identification of the cluster focuses on the
study of the impact that the spiritual quotient, a construct that connects the emotional quotient with
the intellectual one, has on organizational sustainability (Akhtar et al., 2017). This aspect, therefore,
links the purely managerial dimension with the personal and emotional dimension of individuals,
touching on topics such as happiness, responsibility, and consumer values. The blue cluster
represents a stream of research focusing on aspects of purchasing behavior and consumer emotions.
It is really important to consider consumers’ points of view while they are experiencing their
customer decision journey’s phases and the way in which their wellbeing level is influenced by the
business’ sustainable strategies.

The last cluster, called the “ethical approach”, is characterized by the green color in Figure 4. It
presents a total of 9 keywords that share a managerial and organizational perspective with a focus
on the environmental issue, specifically on the ethical aspect. They all propose corporate social
responsibility as an opportunity to do business effectively and efficiently. Generally speaking, in the
third cluster, the concept of sustainability falls in the macro aspect of corporate social responsibility.
Responsibility toward others and the communities to which one belongs acts as a driving force for
the implementation of more ethical and socially attentive strategies from businesses and politics.
The most weighted article in this cluster was written by Castka and Corbett (2016) and explores the
reactions that individuals present in correspondence with exposure to eco-labels. This study
suggests that individuals are looking for certainty and reassurance from experts or third parties
when they intend to proceed with the purchase of products labeled as sustainable. This resistance to
trusting brands that claim to sell sustainable products also depends on the widespread phenomenon
of greenwashing, which therefore affects consumers and makes them more likely to suspect the
veracity of the information they read; the authors clarify the need to reassure their customers by
providing greater guarantees on the correctness and truthfulness of the pieces of information they
provide.
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3.3. Co-occurrence Network

Finally, the co-occurrence analysis has been employed to locate similar documents based on a
frequency count (Small, 1973; Hsiao and Yang, 2011; Culnan, 1986). This study helps us to better
understand the most widespread lines of research, how they relate to each other, and possible future
developments. Figure 5 highlights 42 main nodes, each of them corresponding to a keyword used
several times in the 500 analyzed documents.

Fig. 5: Co-occurrence Network
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This analysis is based on the co-occurrence of keywords within the papers, meaning that papers
with similar keywords will also have similar disciplinary fields. Five main research streams are
formed. This finding shows that there are five research streams focused on wellbeing and
sustainability but they adopt different approaches. Three of them are connected by numerous nodes,
therefore central for the analytical phase.

The green one is made up of the largest number of terms; its main focus concerns the aspect of
sustainability linked to corporate growth, also intended in macroeconomic terms. Indeed, it
concerns the policies that should be applied by managers and policymakers to increase the level of
individual wellbeing. This group of keywords is similar to the first cluster highlighted in Figure 4,
but it enriches it by focusing on the relationship between sustainable strategies and financial
performance. The group of keywords that have been highlighted in orange concerns the strategies to
achieve excellent performance, with a focus on corporate social responsibility themes. The purple
group refers to studies concerning technology and industrial innovation from a managerial point of
view. The fourth set (the red one) focuses on the impact that green policies have on consumers and
the business image. Therefore, this group relates to consumer wellbeing. The fifth and last group
(the blue one) is the least densely populated. Indeed, it puts together only 3 identified keywords. It
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analyzes wellbeing and sustainability from the point of view of corporate values. These studies
address the managerial commitment toward the new environmental challenges. The generation of
value for consumers and the entire society is therefore a key element here.

4. Discussions e conclusions

Our research shows how wellbeing and sustainability studies have evolved over time starting
from simple constructs and evolving into multidimensional ones. The bibliometric analysis
highlights three key possible perspectives when studying wellbeing and sustainability.

The first perspective refers to the circular economy and its interaction with productive processes
(Murray et al., 2017). In this area of inquiry, there is a focus on the analysis of feasible strategies to
be able to increase consumer wellbeing with appropriate and sustainable production techniques. It is
a line of studies that focuses its attention on the corporate dimension and on sustainable production
and management techniques, which can therefore improve the performance of the business itself
and increase the level of consumer wellbeing.

The second macro area focuses more on the emotional dimension of consumers, thus analyzing
thoughts and feelings (Akhtar et al., 2017). This emotional element together with the personal
values and expectations of the individual will influence their behavior and choices, both in life and
in consumption. The emotional sphere of consumers is fundamental for businesses that will have to
try to convince possible customers that their products are suitable for their needs and wants, and
that, at the same time, with sustainable strategies, they can increase their individual wellbeing level,
by respecting the planet and reflecting their values and beliefs. From this point of view, the
sustainable dimension must become part of the corporate culture, and not be considered just an
extra that companies may, or may not, meet.

The third perspective focuses on sustainability, but it adopts a broader sense than merely the pure
environmental dimension. In particular, it deals with corporate social responsibility as a range of
many sustainable aspects with special attention to the ethical dimension. The articles included in
this last stream of research consider sustainability as a broad spectrum of concepts. They are not
limited to the study of sustainable strategies, but they have a focus on the selection of what is
ethical and what is not. Sustainability is fully part of responsible decision-making choices,
according to corporate social responsibility. This field of research is also interested in analyzing and
applying to the business world strategies that reflect the social and economic dimensions, not only
the environmental ones.

The managerial studies on wellbeing and sustainability especially concern the implementation of
effective and efficient business strategies. On the contrary, those more related to psychological
disciplines and marketing put the consumers at the center of their attention, including their
consumption experiences as a driver of consumer wellbeing.

The second research question addresses the future evolution of this stream of research, trying to
analyze the directions for these research trends. To answer this question, the keywords analysis of
the documents belonging to our sample and their thematic evolution is mandatory. Towards that
end, the co-occurrence network allows for the identification of the main keywords and their
clustering. This analysis, combined with the study of the evolution of the topics, provides a clear
vision of the research trends in recent years regarding wellbeing and sustainability.

It is interesting to analyze the evolution that the research fields have undergone; in particular,
recently, there has been a growing interest in specific dimensions. Compared to older documents in
the Web of Science sample, modern ones present more wellbeing measurement options. The need to
quantify, assess, and measure wellbeing has recently emerged as crucial for individuals, companies,
and policymakers. In fact, recently there has been a shift in research boundaries: what was once a
part of the analysis of the model of the business has turned into a more precise study of company
performance. This direction, undertaken by various disciplines in their scientific research, was soon
transformed into the desire of companies to use more precise and punctual measurement tools to
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better understand the relationship between consumer wellbeing and sustainability. That’s the
direction that the scientific community is undertaking. In the next future, these research areas on
measurement scales will be studied with growing focus and will be put into practice by companies,
in order to improve their competitive performance. Similarly, our study also shows that the term
innovation appears as a keyword in several recent documents. The analysis of consumer behavior
has spread particularly from the disciplines concerning the business organization and sustainability.
Innovation is, therefore, the driving force that leads toward this turning point; wellbeing and
sustainability appear as fundamental values for firms. Such a high level of attention by managers
stimulates scholars to pay greater attention. Further, the high rate of technological innovation is
likely to stimulate this area of inquiry even more. It is also interesting to examine the increasingly
important role that culture has for organizations. Indeed, compared to the initial step of these
studies, there has been a considerable increase in the use of this term as a keyword in documents.
The reason lies above all in the change in the market conditions in which businesses operate. If
some time ago the demand exceeded or equaled the supply, in recent years this has not been the
case anymore, but there has been a dramatic change of course. This meant that organizations, in
order to survive, had to be chosen by consumers among all those competitors offering similar
products and services. They struggle in the competitive battle, more than in the past. Towards that
end, a high level of brand differentiation cannot be postponed, along with a customer-centric
approach. The organizational aspects of cultural centricity are crucial with culture being a top
priority for competitive companies. Scholars have to study such demanding and challenging areas,
whose investments are typically risky and long-term. The scientific community, especially in
restless periods like the ones we are experiencing, has started to take these elements into
consideration and analyze them on a continuous base to fully understand the conditions in which
one has to operate. A final research direction that has emerged for the near future lies in brand
communication strategies. Indeed, this is one of the major concerns highlighted by consumers is the
greenwashing phenomenon. Individuals, given the tendency to falsely sponsor sustainable products,
as some businesses do, have developed a reluctance to buy and trust the pieces of information they
get from points of contract controlled by the specific brand. In this sense, the literature will have to
evolve to try to understand how to reassure consumers and how to be able to regain their lost trust.

As with any other study, also our findings are affected by limitations. Specifically, although
intended, our scope is limited to managerial and business studies. Since wellbeing and sustainability
are multidisciplinary, any limit in the scope might lead to partial results. Second, our findings
emerge from a sample of 500 documents, while it might be possible that an extension of the
analysis over time might lead to new results. Thus, future studies should extend the scope of our
analysis.

The path toward wellbeing and sustainability might be numerous, but the goal is set for the
future of our society and our scientific community.
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Framing of the research. The SDGs implementation, one of the more urgent and current challenges, requires the
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1. Introduction

Biodiversity loss, climate change and widening inequalities are considered ‘wicked problems’
(Waddock and Mcintosh, 2011) which need to be urgently addressed to shift the world on to a
sustainable and resilient path. In 2015, the United Nations (UN) made a global call for protecting
the planetary and human future by publishing the 17 Sustainable Development Goals (SDGs) to
achieve by 2030. Their accomplishment has become a global priority because more than one-third
of the 2015-2030 period has passed, and the already slow advancements towards the goals have
been further held back by the Covid-19 outbreak (UN, 2021). As a result, the need for accelerating
on the path to goal achievement is evident in civil society, policymakers, and scholars (Pastore and
Ugolini, 2020).

In this context, the emphasis in the implementation of the SDGs varies by geographic area and
this requires further analysis of local contexts to develop a comparative analysis that delineates the
progress towards sustainable development over space (Salvia et al., 2019; Liu, 2021). The SDGs
must take into account regional- and country-level starting points: goals and targets, conceived for
all nations, must be adapted to sub-national realities because there is a great deal of variation
between and within countries (Nicolai et al., 2015) and diversities among different sub-national
areas are a prerequisite of sustainability at the national level (Clarke and Lawn, 2008; Pulselli et al.,
2012).

Comparative studies looking at differences among countries in SDGs achievement starts to
appear in academia (i.e., Garcia et al., 2017; Reverte, 2022; Kuc-Czarnecka et al., 2023); however,
comparisons at regional level are still limited (D’Adamo et al., 2021). This represents an important
gap because regions, intended as the spatial scale below a state, is the most appropriate scale for
studying sustainability: in fact, environmental functioning and human activities interact most
intensely at this scale and their balance is crucial to study and address sustainability issues (Coelho
et al., 2006; Salimzadeh et al., 2013). Furthermore, the necessity of considering the sub-national
specificities, giving attention to the territory, is even more important for Italy, a country historically
characterized by strong regional specificities and differences, which find their radicalization in the
so-called North-South gap (Alaimo and Maggino, 2020).

On these bases, this paper aims to examine the Italian situation as to the achievement of the
SDGs to highlight potential territorial differences or homogeneity through the lens of the adoption
of the 2030 Agenda by the firms from different Italian regions. This firms’ perspective is chosen
due to the acknowledgment that the sustainable development agenda cannot be achieved without
business (UN, 2015). Thus, all firms - regardless of their country, size, and industry - are called to
give an important contribution in the SDGs era. Thus, the following research question (RQ) arises:
Does geographic localization of firms at regional scale differentiate the contribution of Italian
firms to the SDGs?

With this in mind, we conducted an empirical research based on secondary data, by answering to
the call of some scholars (van der Waal et al., 2021; Mio et al., 2020) who have invited the
academia to empirically study the firms’ contribution to the SDGs. Most studies are conceptual and
interpretative; thus, they underline fundamental aspects of the topic, but without delineating the
trends at scale (Calabrese et al., 2022). The research involved a sample of 30 Italian listed
companies from different regions, selected by the Italian National Commission for Stock-Exchange
Market (CONSOB)’s list of firms providing a non-financial declaration (NFD).

The findings reveal that the geographic localization does not differentiate the overall SDGs
contribution of Italian firms, that show a low effort regardless of regional macro-area of belonging.
Conversely, the geographic localization affects which SDGs are prioritized by sample firms.

This paper provides some theoretical and practical contributions. First, we try to fill the need of
considering the sub-national specificities in literature on sustainable development (Salvia et al.,
2019; Liu, 2021) by capturing the connections between firms, belonging territory, and SDGs. To
maintain the comparability of the results, the analysis is based on global data available in the public
domain. Second, the multiple dimensionalities of the SDGs are taken into account without
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computing indices or averages that impose autonomous weights. Third, the results of the analysis
are interesting for policy makers and government authorities to regulate the pursuit of sustainability
goals and should put in place appropriate regional-level targets, along with flexible implementation
plans.

The remainder of this study is organized as follows. After a literature review on 2030 Agenda
and factors influencing the firms’ contributions to SDGs (Section 2), the method is explained
(Section 3), followed by the description and discussion of the findings (Sections 4 and 5). Finally,
this study proposes theoretical and managerial implications, and concludes with limitations and
possible directions for future research (Section 6).

2. Theoretical background
2.1 2030 Agenda for Sustainable Development

In the UN resolution “Transforming our world: the 2030 Agenda for Sustainable Development”
(UN, 2015), the adherent states established 17 goals (Fig. 1), 169 related targets, and more than 230
indicators as a guideline, covering nearly all fields of life, to globally undertake a balance between
achievement of economic progress, protection of the environment, and safeguard of social interests
(Price Waterhouse Coopers et al., 2018; Mio et al., 2020; Martinoli, 2021). Since then, the
contemporary sustainability literature has centred on the UN’s various SDGs embedding the three
pillars of sustainability (i.e., economic, social, and environmental) (Capobianco et al., 2022).

In the light of a more ambitious vision of transformative change towards reaching a more
sustainable future by the year 2030, the SDGs represent an evolution of their predecessors such as
the Millennium Development Goals (MDGs), whose deadline was reached in 2015. In particular,
MDGs aimed at eradicating misery and creating better health conditions within developing
countries that are extremely dependent on funding from richer countries (Van Zanten and Van
Tulder, 2018). Instead, SDGs guide in a balanced way the economic growth, social development,
and environmental sustainability globally within both developed and developing countries (Pizzi et
al., 2021). Moreover, the SDGs’ focus is not only on international cooperation, but also on
sustainable development within the countries through a joint effort by governments, civil society,
and public and private organizations (Kumar et al., 2016). Finally, the SDGs pay more attention to
issues of environmental sustainability than was expressed by the MDGs (Griggs et al., 2013).

In sum, the distinguishing features of 2030 Agenda are the principles of universality and
indivisibility: universality implies that the SGDs apply to all nations and actors around the globe,
regardless of current level of income or sustainability challenges; instead, indivisibility means that
the implementation of the SDGs should be based on integrated approaches rather than on siloed
knowledge and policy-making (Bennich et al., 2020).

Fig. 1: United Nations Sustainable Development Goals
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In terms of SDGs formulation, the goals are herein described in brief (UN, 2016) by
highlighting the multidimensionality of sustainability challenges. To begin, SDG 1 - No poverty
emphasizes on reducing poverty by half the world people through nationally appropriate social
protection systems to create the basis for an integrated and inclusive economic development. SDG 2
- Zero hunger aims at ensuring safe, nutritious, and abundant food to people, also promoting a
sustainable agriculture, while SDG 3 - Good health and wellbeing refers to reduction of the global
maternal and children mortality caused by infectious and chronic diseases. SDG 4 - Quality
education is focused on filling the education gap between males and females by providing them
with completely free, equitable and quality opportunities to gain pre-school, primary and secondary
education. However, education at all levels remains a key focus of this goal because it acts as a
catalyst in strengthening the capacity building (Leal Filho et al., 2019). SDG 5 - Gender Equality is
related to the elimination of all forms of violence against women and girls in the public and private
spheres, and pink endorsement in decision-making and leadership roles. SDG 6 - Clean water and
sanitation touches on the access to clean drinking water and hygiene facilities, while SDG 7 -
Affordable and clean energy emphasizes on access to affordable, reliable, sustainable energy for all
by implicating an energy infrastructure expansion which leads to an increased economic activities
and employment opportunities. SDG 8 - Decent work and economic growth aims at providing labor
standards in line with human dignity, equal employment opportunities for all, also eradicating
unemployment and child labor. SGD 9 - Industry, innovation, and infrastructure emphasizes an
inclusive and sustainable industrialization by leveraging on technology, innovation and sustainable
infrastructure, while SGD 10 - Reduced inequalities is related to the development of the conditions
of countries being at the bottom of the pyramid, also helping them to fight the internal economic,
social and political challenges. SGD 11 - Sustainable cities and communities is focused on the
improvement of living standard of the general population by ensuring good quality and safe housing
access, sustainable transportation, and availability of support services, while SDG 12 - Responsible
consumption and production touches on the encouragement of both manufacturers and consumers
to show responsibility towards the consumption of resources. SDG 13 - Climate action stresses on
combating climate change and its impact, while SDG 14 - Life under water aims to conserve and
ensure the sustainable use of the ocean, seas, and marine resources. Preservation of biodiversity
along with ecosystems is the priority of SDG 15 - Life on land. Finally, SDG 16 - Peace, justice,
and strong institutions refers to the promotion of peaceful and inclusive societies with equal access
to knowledge and justice services while SDG 17 - Partnership for goals pushes for more collective
efforts towards the adoption of all the other SDGs.

2.2. Factors influencing the firms’ contributions to SDGs: The geographic area

The governments of the UN member states are not the only actors involved in realizing the
SDGs: in fact, the sustainable development agenda cannot be achieved without businesses that are
considered as sustainable development agents (Mio et al., 2020). Thus, all firms of any country,
size, and industry are called to give an important contribution in the SDGs era by appealing for their
creativity and innovation to generate value for the common good (UN, 2015). Previous literature
has already recognized the key role of businesses in achieving the sustainable development (Wicki
and Hansen, 2019; Garcia-Sanchez et al., 2020; Cerquetti and Montella, 2021) but there is still just
scant evidence on the factors influencing the firms’ contributions to SDGs since corporate
engagement in the 2030 Agenda is a novel phenomenon (Van der Waal and Thijssens, 2020;
Calabrese et al., 2022).

However, pioneering studies have identified firm’s size as a key antecedent of corporate
contribution to sustainable goals. In this regard, companies of greater size are characterized by a
higher likelihood of SDG involvement because they are more visible and subject to greater
stakeholder attention than smaller companies (Khaled et al., 2021). Moreover, Mattera and Ruiz-
Morales (2021) state that small-medium enterprises contribute to the SDGs less than multinationals

48



REACHING THE SDGs BY 2030: AT WHAT POINT IS ITALY? EVIDENCE FROM FIRMS AT THE REGIONAL CLUSTERS’ LEVEL

that have a higher global presence, also in developing countries where the SDGs are particularly
relevant (Van der Waal and Thijssens, 2020).

Firm industry represents another factor associated with SDG involvement: in fact, it seems that
the firms belonging to industrial sectors more likely to cause social and/or environmental damage
(i.e., so-called sensitive sectors) significantly contribute to the SDGs (Cosma et al., 2020; Emma
and Jennifer, 2021). In addition, Tsalis et al. (2020) suggest that firms in the metal product, energy,
and telecommunication sectors perform better in terms of the SDGs’ adoption, while firms in the
real estate industry show a low level of commitment toward the 2030 Agenda (Ionascu et al., 2020).

Likewise, the geographic area in which businesses are located also affects the SDG involvement.
The firms in developed countries contribute to the SDGs more than those in developing and
underdeveloped countries due not only to the different availability of resources for devoting to such
goals (Rosati and Faria, 2019; Biglari et al., 2022) but also the disparities in the countries’
institutional settings (van der Waal and Thijssens, 2020). These institutional differences are related
to country-specific legal origin (civil vs. common law), investors protection rights (strong vs.
weak), national culture (ESG-averse vs. ESG-seeking), and corruption level (low vs. high)
characterizing the institutional surroundings under which firms are embedded (DasGupta and Roy,
2023). Thus, political instability, corruption, and labour conditions lead the emerging market firms
to face greater risks in pursuing sustainable goals than developed market firms (Clark et al., 2015).

The heterogeneous contribution to the SDGs by firms from different countries of origin is
recently under investigation (i.e., Garcia et al., 2017; Reverte, 2022; Kuc-Czarnecka et al., 2023),
while there is paucity of research on the potential differences in the ESGs adoption by firms across
regions of a same country. In particular, prior studies examine regional performance in terms of
progress towards the SDGs - some of them are referred to Italian regions (Alaimo and Maggino,
2019; D’Adamo et al., 2021; Cavalli et al., 2021). The premise is that the process of defining
policies and actions aimed at achieving the 2030 Agenda requires taking into account the territory.
It is the result of the interaction of the same subsystems (environmental, economic and social) of
sustainable development: the territory is a geophysical space, corresponding to a specific socio-
cultural identity, in which certain economic and social relations occur and develop (Alaimo and
Maggino, 2019). Anyway, to the best of our knowledge, regional comparisons based on local firms’
contribution to the SDGs are lacking. On the contrary, the key roles of firms should not be
neglected in the transformation toward sustainability at regional scale: in fact, the firms are local
actors having first-hand knowledge about both context-specific problems and challenges and
thereby are able to easy adapt the SDG goals and targets to local conditions (Ansell et al., 2022).
Thus, scholars have recently called for further regional comparisons in this research area (D’Adamo
et al., 2021) and the present study moves in this direction.

3. Method
3.1 Study setting and sample selection

This study considered Italy as an appropriate research setting because the need for considering
the sub-national specificities, focusing on the territory, is highly important for such country. Since
the beginning of the 20th century, in fact, Italy is characterized by marked regional specificities and
differences on which the so-called North-South gap is built (Alaimo and Maggino, 2020). The
strong differences in the territorial development of Italy (i.e., in terms of lower percapita GDP,
unemployment rate, child mortality rate, rate of waste recycling, etc.) represent a “prototypical case
of seemingly intractable within-country disparities” (Bigoni et al., 2019, p. 1).

Originally, the overall sample included 211 Italian companies with ordinary shares listed on the
Italian Stock Exchange and included in the Consob’s list identifying the firms which issued a NFD
in 2022. According to the Directive 2014/95/EU, NFD discloses to firm stakeholders the main
corporate non-financial information to communicate the development, performance, position and
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impact of firm activity, in terms of environmental, social and employee matters, respect for human
rights, anti-corruption and bribery matters (Mazzotta et al., 2020). The choice of this sample is due
to the following two reasons: firstly, the consideration that the above-mentioned EU Directive have
given impetus to the reporting of not only non-financial information, but also, presumably, issues
related to the SDGs; secondly, the availability of public data contained in the NFDs which are
published on corporate websites of sample firms.

A heterogeneous geographic distribution of the firms suggested grouping in the regional macro-
area according to where the headquarter is established, such as North of Italy (Piedmont, Valle
D’Aosta, Lombardy, Liguria, Trentino Alto Adige, Veneto, Friuli Venezia Giulia, Emilia
Romagna), and Central-South of Italy (Tuscany, Umbria, Marche, Lazio, Campania, Abruzzo,
Molise, Puglia, Basilicata, Calabria, Sicily, Sardinia) (Gazzola et al., 2020). The resulting final
sample is composed of the first 30 companies by following this approach: 5 firms in Lombardy, 5 in
Veneto, and 5 in Emilia Romagna that represent the new industrial triangle of the Northern Italy
(Fortis, 2023); 5 firms in Lazio, 5 in Tuscany, and 5 in Campania, Sicily, and Puglia where there is
the highest number of active businesses in Central-South area (source: www.infocamere.it) (Tab. 1).

Tab. 1: The final sample

A2A Spa

Amplifon Spa
Lombardy WeBuild Spa

Brembo Spa

Recordati Industria Chimica e Farmaceutica Spa
Safilo Group Spa

De’ Longhi Spa

North of Italy Veneto AcqueVenete Spa
Zignano Vetro Spa
Dovalue Spa
Aeroporto Bologna Spa
Hera Spa

Emilia Romagna Interpump Group Spa
Aimag Spa

Bper Banca Spa

Leonardo Spa

Terna Spa

Lazio Enel Spa

Eni Spa

Atlantia Spa

Piaggio & C. Spa

Salvatore Ferragamo Spa

Central-South of Italy Tuscany Kedrion Spa

Eukedos Spa

Estra Spa

La Doria Spa

Seri Industrial Spa

Mediocredito Centrale- Banca del Mezzogiorno Spa
Banca di Credito Popolare Scpa

Banca Agricola Popolare di Ragusa Scpa

Campania, Sicily, and
Puglia

Source: our elaboration

The cut-off of 5 firms is due to the few sample companies located in Southern regions that are
less industrialized than Northern ones. Such cut-off has been adopted for all macro-areas to make
the sample as uniform as possible, hence reducing possible biases associated with
underrepresentation of Southern firms and overrepresentation of those located in Northern Italy.
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3.2 Data collection

In December 2022, data were collected from secondary sources, such as non-financial
information in an individual NFD (or a consolidated NFD in the case of a group) available on
corporate websites of sample firms. The main benefits of collecting secondary data are the
timesaving and the opportunity for a large amount of data that could not have been collected on its
own (Johnston, 2017). The reports have been selected by keeping in mind three inclusion criteria,
such as public access, release in 2021, and verify of a third-party organization that ensures the
disclosure of more reliable information (Diaz-Sarachaga, 2021). In doing so, high-quality input
data, in terms of relevance and homogeneity, is obtained. The application of these criteria to the
entire dataset has resulted in 30 NFDs as usable documents.

To analyze the secondary data, a content analysis was run because it allows eliciting SDG-
related information from various sources, critically evaluating them, and understanding the firms’
impact on the 2030 Agenda (Calabrese et al., 2021; Silva, 2021; Gunawan et al., 2020). Content
analysis was performed manually in accordance with existing literature (Cosma et al., 2020; Silva et
al., 2021) for the following two reasons: firstly, much SDGs information were associated to the use
of icons for 17 goals that cannot always be processed by content analysis software (i.e., Wordstat 7,
Nvivo, TLab); secondly, the qualitative information to be interpreted was highly heterogeneous and
thereby was not always present in the standard sections of the analyzed reports. Instead, an integral
reading of the documents with subsequent interpretation of the contents were performed.

3.3 Data analysis

We have read the 30 reports in full and have assessed the firms’ contributions to the SDGs on a
0-4 scale which provides a more granular picture than a Boolean scale. According to Calabrese et
al. (2022), the five different levels of contributions are: i) O if there is not contribution to any SDGs;
i) 1 if SDGs are mentioned as broad statements but without a plan to take action; iii) 2 if SDGs are
mentioned and there is a narrative wording about plans to address them; iv) 3 if SDGs are
mentioned but firms do not provide their progress towards the stated SDGs; v) 4 if SDGs are
mentioned with quantitative achievements. Any disagreements on the assigned score were discussed
and resolved by the authors.

To facilitate data analysis, the 17 SDGs were clustered into three groups in accordance with
existing literature (Szennay et al., 2019; Kumar et al., 2018) and resembling the three pillars of
sustainability. Thus, we shaped the economic group with the SDGs 8, 9, 11, 12 and 17, the social
group including the SDGs 1-5, 10, and 16, and the environmental group with the SDGs 6, 7, 13-15.
Subsequently, the overall score for the 17 SDGs and scores of economic, social, and environmental
SDGs were converted to an ordinal scale measuring low, medium, and high impact (Calabrese et
al., 2022). The ordinal scale was thus developed: the scores of each group of SDGs (economic,
social, environmental, and overall SDGs) were added up by producing one score for each report.
Such scores were then partitioned into three intervals, such as low (the interval with the lowest
scores), high (the interval with the highest scores), and medium (the other interval). The aggregated
scores for each group of SDGs in each report obtained the label of the interval they have fallen into.

After the above-mentioned steps, data were analyzed through two contingency tables - one for
Northern firms and the other for Central-South firms of Italy - in which cells contained the number
of reports with a specific score (high, medium, low) for each SDG groups (economic, social,
environmental, and overall SDGs). The two crosstabs are analyzed separately to establish if the
variables (i.e., impacts and SDG groups) of each are independent, that is if no relationship exists
between them, in the sense that the distribution of a variable does not influence the distribution of
the other and viceversa (Montera, 2017).
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4. Results

A descriptive analysis of the sample reveals that many Norther firms operate in manufacturing
industries (53.3%) by providing industrial products (such as cables, pumps, brakes, etc.) mainly to
business-to-business markets. Instead, more than half of the Central-Southern firms operate in
service industries (67%) related to energy and financials by serving both business-to-business and
business-to-client markets. In terms of firm size, the sample includes large firms whose employees
exceed the 250 units (European Commission, 2003).

Table 2 shows the total number of Northern firms for each SDG group along with the
corresponding percentage in parentheses. To illustrate, the farther left cells indicate that Northern
firms disclose a low contribution (46.6%) to overall SDGs; despite this, a focus on social (60%) and
economic (53.3%) SDGs emerges. The Pearson’s Chi-square statistics has a value of 23.258 (df =
4), which means that the test is significant (p-value <0.01). Thus, Table’s 2 distribution is not
random.

Tab. 2: Chi-square association among impacts and SDGs groups: Norther firms

Economic SDGs Social SDGs Environmental SDGs Overall SDGs
High 8 (53.3%) 9 (60%) 2 (13.3%) 3 (20%)
Medium 5 (33.3%) 4 (26.6%) 5 (33.3%) 5 (33.3%)
Low 2 (13.3%) 2 (13.3%) 8 (53.3%) 7 (46.6%)
15 15 15 15

Source: our elaboration

By considering the number of Northern firms that disclosure SDG achievement (Fig. 2), their
sustainable effort is addressed mainly to SDG 4 - Quality education (80%) and SDG 5 - Gender
equality (80%) related to social group, and to SDG 8 - Decent work and economic growth (100%)
and SDG 12 - Responsible consumption and production (80%) with reference to economic group.

Fig. 2: Prioritized social and economic SDGs: Norther firms (in number)
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Source: our elaboration

Within these prioritized social SDGs, Figure 3 shows that the most frequent actions related to
SDG 4 - Quality education consist of promoting lifelong learning opportunities for employees
(44%) by providing access to training courses to enhance skills and further professional
development in areas such as sustainability, anti-corruption measures, and human rights. For
instance, Recordati Spa has implemented a two-year training course for all Group employees to
disseminate the Code of Ethics’ principles. This course, available in the languages of subsidiaries,
was implemented online, also distributing hard-copy formats for employees without access to
digital devices. The course, which included a final assessment of learning, was completed by over
three thousand employees. Regarding SDG 5 - Gender equality, Northern firms engage in female
empowerment by fostering women’s careers in leadership and management (38%). For instance,
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Hera Spa boasts 34% of women appointed managers, middle managers, and managerial employees
in 2021.

Within the above-mentioned prioritized economic SDGs, Figure 2 shows that the most frequent
actions related to SDG 8 - Decent work and economic growth consist of preserving human rights in
the workplace (76%) (i.e., improvements of the wages and health and safety conditions, prohibition
of the forced labor and child labor, etc.). For instance, A2A Spa has made available to workers
Capsule, a health-pod for self-assessment of the physical state, resilience to stress, cellular aging,
and food style. More than 2,000 accesses have been registered.

Regarding SDG 12 - Responsible consumption and production, Northern firms engage in waste
reduction by leveraging on prevention, reduction, and reuse policies (i.e., energy and water
conservation) (69%). In Zignago Vetro Spa, for instance, the recycled glass - that has now almost
reached 50% of the total glass produced by the Group - and packaging recycling are integral parts of
the productive process.

Fig. 3: Social and economic SDGs: main actions by Northern firms (in %)*

Energy and water conservation

Sourcing green and renewable energy
Reducing carbon emission

Supporting entrepreneurs and small businesses
Supporting talent development

Human and labor rights

Diverse workforce

Women empowerment

Inclusive workplace

Learning support technologies

Equal access to quality school education
Lifelong learning for employees

SDG5 SDG8 SDG 12

SDG 4

0 10 20 30 40 50 60 70 80

*More actions are contextually implemented within SDG 4, 5, and 8; thus, the total of the actions exceeds 100% for
those specific SDGs.

Source: our elaboration

Table 3 shows the total number of Central-Southern firms for each SDG group along with the
corresponding percentage in parentheses. To illustrate, the farther left cells indicate that Central-
Southern firms disclose a low contribution (53.3%) to overall SDGs; despite this, a focus on
environmental SDGs (47%) emerges. The Pearson’s Chi-square statistics has a value of 19.726 (df
= 4), which means that the test is significant (p-value <0.01). Thus, Table’s 3 distribution is not
random.

Tab. 3: Chi-square association among the variables: Central-Southern firms

Economic SDGs Social SDGs Environmental SDGs Overall SDGs
High 2 (13.3%) 2 (13.3%) 7 (47%) 3 (20%)
Medium 4 (27%) 3 (20%) 5 (33.3%) 4 (27%)
Low 9 (60%) 10 (67%) 3 (20%) 8 (53.3%)
15 15 15 15

Source: our elaboration

By considering the number of Central-Southern firms that disclosure SDG achievement (Fig. 3),
their sustainable effort is addressed mainly to SDG 13 - Climate action (47%) with reference to
environmental group.
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Fig. 3: Prioritized environmental SDGs: Central-Southern firms (in number)
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Source: our elaboration

Within these prioritized environmental SDGs, Figure 4 shows that the most frequent actions
related to SDG 13 - Climate action consist of optimized resource use and reduced emissions (46%)
and reduced waste to landfill (31%).

Fig. 4: SDG 13 - Climate action: main actions by Central-Southern firms (in %)*
Financing for green economy
Sustainable product design
Reduced waste to landfill

Optimized resource use and reduced emissions

0 5 10 15 20 25 30 35 40 45 50

*More actions are contextually implemented within SDG 13; thus, the total of the actions exceeds 100% for these
SDGs.

Source: our elaboration

For instance, La Doria Spa has completed the Crystal Project aimed at reducing packaging
surface area and increasing the percentage of material from renewable sources for the juice line
Tetra packaging. Thanks to this, there have been reductions in the CO2 emissions (-14%) and
plastic use (-13%). In the same direction, Leonardo Spa has reduced the resources needed for
product’s prototyping and testing by adopting digital twins. Moreover, the same firm has reduced
the waste generated during the production process through additive manufacturing and has extended
the product-life thanks to predictive maintenance.

5. Discussion

By moving from our research question, findings demonstrate that the geographic localization of
businesses at regional scale acts as not always a critical variable on the 2030 Agenda achievement
in Italy. While many differences in SDG approach tend to be highlighted at country level (Rosati
and Faria, 2019; van der Waal and Thijssens, 2020; Biglari et al., 2022), this paper suggests less
univocal evidence when narrowing the analysis to a within-country scope.
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In terms of overall contribution of Italian firms to the SDGs, the localization in Northern or
Central-Southern Italy does not exert any impact: in fact, all firms analyzed show an overall SDG
involvement being still limited, regardless by their regional macro-area of belonging. In this vein,
the classical North-South gap in Italy is reduced because the historic within-country disparities
become more nuanced. The limited contribution to the 2030 Agenda by Italian firms is consistent
with the critical position of Italy whose results for nine out of seventeen sustainable goals are
behind the average values of the EU (Rapporto ASviS, 2022).

The low contribution of Italian firms to the SDGs can be interpreted as evidence that
organizations still consider sustainable goals an aspirational or forward-looking agenda rather than
an urgent objective (Scott and McGill, 2018). This could be since SDGs are perceived as pertained
to a macro level and thereby centered around worldwide challenges of sustainable development,
seemingly distant from corporate sustainability that is perceived at the micro level (i.e., business
level). This mismatch is reflected by progress in corporate sustainability not always being paired
with achievement of the SDGs (Dyllick and Muff, 2015).

Furthermore, our empirical analysis points out that few firms provide their progress towards the
stated SDGs and mention the adopted SDGs with quantitative achievements. This evidence implies
a symbolic attitude of Italian firms toward disclosure, in line with European and global trends
(Manes-Rossi and Nicolo, 2022; Calabrese et al., 2022). The symbolic approach is based on a
marketing and impression management rationale (Boiral, 2013) which, induced by the increasing
pressures from social parties to incorporate the SDGs in business strategies and operations, is aimed
at influencing stakeholder perception of a substantive adoption of the 2030 Agenda. Through a
symbolic compliance with sustainable goals, firms can gain, maintain, or repair legitimacy, improve
reputation, and access more resources, without making potentially costly substantive changes from
business-as-usual (Clementino and Perkins, 2021). In this sense, the risk of SDG-washing and
cherry-picking practices looms large (Heras-Saizarbitoria et al., 2021), if firms do not undergo
significant transformation to substantially accommodate the 2030 Agenda’s ambitions.

The neutrality of the regional localization of companies disappears when shifting the focus from
the overall contribution of Italian firms to the sustainable goals to prioritized SDGs for firms settled
in the different macro-areas of Italy. Thus, the geographic localization of firms at regional scale
differentiates the SDGs considered priorities by Italian firms. Specifically, Northern firms address
their efforts towards social and economic SDGs, while Central-Southern firms are more oriented to
environmental ones. In this regard, companies are affected by the sustainability policies adopted by
the belonging regions. Recent studies, in fact, outline that the Northern regions are more engaged in
socio-economic SDGs than other Italian regions, while the Southern regions overperform in
environmental SDGs compared to the rest of Italy (ISTAT 2021, D’Adamo et al., 2021). In other
words, the pathway toward the SDGs attainment by regions and that undertaken by local firms are
aligned, paving the way to a co-created translation of Agenda’s global goals into local aspirations
(Ansell et al., 2022). Individual changes, in fact, are not enough to concrete the SDGs but there is a
necessity for collective changes involving local actors (Caputo et al., 2020).

The finding that the SDGs priorities vary across geographical localization of firms is in line with
Gazzola et al. (2020) who state that divergences in the industrialization, economic prosperity,
societal structures, and cultural values still emerge among the Italian areas and affect companies’
approaches to sustainability issues.

Looking at our results at glance, it emerges that businesses from different regional clusters focus
on specific goals at the expenses of others within their prioritized SDGs. In particular, Northern
firms address their efforts towards SDGs 4 and 5 (social goals) and SDGs 8 and 12 (economic
goals), while Central-Southern firms are more oriented to SDG 13 (environmental goals). This
aspect could be considered as a form of sustainability metonymy, whereby meeting selected goals
are taken to signify conformity to the whole of the 2030 Agenda, disregarding the other ambitions
(Siegel and Lima, 2020). On the contrary, the important challenges proposed by the SDGs cannot
be dealt with in isolation but should be pursued holistically together to arise the expected benefits
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due to the integrated and indivisible nature of the sustainable goals (Mio et al., 2020; Dwivedi et
al., 2021).

6. Conclusions

The paper investigates if and how the geographic localization of firms at regional scale
differentiates the contribution of Italian firms to the SDGs intended as one of the biggest challenges
to be urgently addressed to ensure a future for the planet and humanity. The content analysis of
NFDs published by 30 Italian companies, listed on the Italian Stock Exchange and grouped by
regional macro-areas, reveals that the geographic localization does not differentiate the overall
contribution of Italian firms to the SDGs but affects which SDGs are prioritized by such firms.

From the theoretical viewpoint, this study responds to the call to better understand the role of
businesses as sustainable development agents (Mio et al., 2020), especially through regional
comparisons lacking in this research area (D’Adamo et al., 2021). Thus, we try to fill the need of
considering the sub-national specificities in literature on sustainable development (Salvia et al.,
2019; Liu, 2021) by capturing the connections between firms, belonging territory, and SDGs.
Moreover, prior studies determining the SDGs’ presence or absence (e.g., Rosati and Faria, 2019;
Emma and Jennifer, 2021; van der Waal et al., 2021) are extended because a multi-level scale is
herein employed to derive how the firms contribute to SDGs. In addition, an initial picture of main
actions implemented at a regional scale is also provided, in line with the need for understanding
how the companies are working to put the SDGs into action (van der Waal & Thijssens, 2020;
Bonfanti et al., 2022).

From the managerial viewpoint, this paper suggests that Italian firms should enhance their
commitment to the 2030 Agenda by substantially incorporating the sustainable goals within their
corporate culture and strategic behavior. In this direction, a means for undertaking the disruptive
transformations required to achieve the SDGs consists of leveraging and redeploying firms’
innovation capabilities to develop new offerings, processes, and business models centered on SDGs
(Scherer and Voegtlin, 2020; Gutierrez et al., 2022). In addition, local firms should enhance their
awareness of owning the so-called NATO* resources that promote the achievement of SDGs (Ansell
etal., 2022).

From the practical viewpoint, research findings are also interesting for government authorities,
especially for regional policy makers, to define well-targeted interventions for resolving regional
gaps and fostering the full adoption of the 2030 Agenda by local businesses.

The limitations of this work suggest avenues for further research. Data was collected only from
NFDs, but much non-financial information is included in social and environmental reports provided
on a voluntary basis. Thus, future research could broaden the data sources to other documents, such
as social, sustainability, and integrated reports, also reviewing the abstracts of the strategic plans
presented to investors in the road shows and available in the Investor Relation section of the
corporate websites. Moreover, the present study chooses a limited sample, but a wider perspective
can be adopted by investigating all firms of the Consob’s list to find more robust findings. In the
future, it would be interesting to monitor the SDGs adoption over time, extending the temporal
horizon herein adopted, and to run cross-country studies for comparing the sub-national specificities
of Italy in terms of SDGs achievement with those of other countries around the world.
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Framing of the research. The aim is to highlight the importance of the local roots and resources in an
entrepreneurial ecosystem. Due to the repercussions of the post-pandemic situation and the Russia-Ukraine conflict, it
became relevant to support and boost new technologies from an efficient and sustainable perspective.

Purpose of the paper. It wants to provide the keynotes for a study on the benefits of collaboration between
companies and the impact on regional development.

Methodology. This conceptual paper uses online data collection to present the 3Sun Gigafactory company. This
research provides a theoretical framework to prove the results of technological investments and collaborations in an
entrepreneurial ecosystem. The study proposes methods that can be further applied.

Results. Providing the following research path, the study proposes some propositions to be tested on job creation,
regional development, hence sustainable culture. This analysis delivers the first assumptions on these matters.

Research limitations. As an ongoing project, limitations can be found in obtaining archival data on the investments
to analyse the financial actions of the company, and updated relevant data to study the development of the factory.

Managerial implications. The research is relevant to study the results of the development of a technological cluster
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Originality of the paper. This framework can be applied worldwide and can be interpreted as a contribution to the
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1. Introduction

Local culture, enriched with its credence and values, is embedded in people’s identity: it is
reflected in many aspects of life affecting people’s behaviour, such as the way of living and
interacting with others, along with the way of doing business (Klamer, 1997; Streeten, 2006;
Akerlof and Kranton, 2010). Not only is the culture the single element that influences the economy
in a specific geographical area, but also all the differences that characterize each site and that can
constitute a competitive advantage for other companies. Indeed, local territories can offer cost
advantages, skills, and resources that allow multinational companies to invest and implement global
sourcing, overtaking the boundaries (Johnson et al., 2017). In the global-local dilemma, condensed
in the expression “think global, act local”, which suggests adapting global thinking to the local
contexts (Kefalas, 1998), sustainable development needs to be evaluated too (Devine-Wright,
2013). Sustainability and environmental management, often considered under the umbrella of
corporate social responsibility (CSR), are becoming today more and more relevant in light of the
rising awareness of global environmental changes (Johnson, 2015; Horisch et al., 2015).

Can local roots be a driver for companies’ sustainable development goals? In general,
partnerships between firms, alliances, and collaboration to leverage resources and capabilities are
crucial to grow and enter certain locations with country-specific advantages (Gibbons and
Henderson, 2011; Prashantham and Birkinshaw, 2022). Employing new resources produces a
competitive advantage for firms, which can create opportunities for new markets or new targets,
neutralize threats and avoid the weaknesses of the business (Porter, 1985).

As Barney (1991) stated, firm resources can be classified into three categories, which are
physical, human, and organizational. The first ones are given by the physical technology employed
in the company, for instance, the firm’s plant, equipment, location, and access to raw materials. The
second ones consist of training, experience, relationships, and people. The last ones include the
formal and informal planning, controlling, and coordinating systems, in addition to the information
exchange between groups inside the company and between the company and external subjects
(Barney, 1991). It is valuable to notice that the resources can be offered by the land too, in terms of
soil, sun, commodities, or raw materials, and be used for product and sustainable development
(Allais et al., 2015; Voronkova et al., 2019; Voronkova et al., 2019). This last aspect, especially, is
currently spreading among companies, thanks to an increase in awareness on the matter, as well as
the growth of European and international regulations on green behaviour. Indeed, the European
Commission is currently working on a “Green Deal” which aims to support behaviours, new
technologies, materials, and new energy suppliers, to have sustainable management in respect of
climate and environment (Fetting, 2020; Siddi, 2020; Szpilko and Ejdys, 2022; European
Commission, 2022).

Without any doubt, implementing a winning strategy with the best partners and resources
requires years and years of effort between companies and stakeholders, from the formation of the
alliance itself to the continuous evolution in a match with internal and external factors (Gulati,
1998). However, it is noteworthy that also the characteristics of entrepreneurship in a geographical
area can make a difference in the evolution of business partnerships. In other words, the existence
of business ecosystems can affect the development of company networks, thanks to the availability
of certain economic activities, such as the diffusion of technical knowledge and know-how, along
with the presence of physical capital resources, human capital resources, and organizational capital
resources, as suggested by Moore (1993). According to Nicotra et. al. (2018), an entrepreneurial
ecosystem occurs when innovation and creativity are the reactions to economic and social issues,
while Isenberg (2014) defined it as a “dynamic, self-regulating network of many different types of
actors”. Therefore, from these considerations, it follows that, on the one hand, the entrepreneurial
ecosystem can be considered as a driving force and starting point for the development of a network
of collaborations and, on the other hand, it can be understood as a consequence of a network of
well-established success in a territory.
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Nowadays worldwide entrepreneurial ecosystems are coming up beside the most famous ones:
next to the most famous Silicon Valley, Austin, the Startup Nation in Israel, we also find other
innovation centres in the Netherlands, Finland, Portugal, England, Germany, Estonia and many
more countries (Kauffman, 2019; OECD, 2018). It is increasingly common to witness the birth of
new clusters of companies that make successful collaborations in an open innovation perspective,
progressing in the development of technological knowledge and the employment of resources, also
bringing the creation and implementation of components and materials in a perspective of a
sustainable economy. Through the example of the company 3Sun Gigafactory, which belongs to an
entrepreneurial ecosystem, this research aims to be an introductory study on the world of the
entrepreneurial ecosystem.

This paper underlines the importance of resource sharing in the development of the
entrepreneurial ecosystem and, in the case of 3Sun Gigafactory, its role in sustainable development.
For this reason, the literature review will be based on the theoretical framework of the resources
theories and the entrepreneurial ecosystem, focusing attention on the firm. The case of this company
will be the keynote to put forward three propositions on the relationship and the impact of this
company on the entrepreneurial ecosystem where it is set, and the sustainable development that can
promote.

2. Literature review

Grant (1991) defined strategy as “the match an organization makes between its internal resources
and skills [...] and the opportunities and risks created by its internal environment”. This means that,
even in the same field, each company could be different from the others because of its internal and
external factors. In addition to this, organizations can also be inimitable and provided by a certain
level of heterogeneity and originality, which may represent the bedrock to achieve a defensive
competitive advantage (Johnson et al., 2017). This literature review follows the development path
for the companies’ resources and capabilities, analysing the resource-based view, the knowledge-
based view, and the entrepreneurial ecosystems.

2.1 Resource-based view

Grant’s resource-based approach to the strategy analysis starts from the assumptions that
“resources and capabilities provide the basic direction for a firm’s strategy” and both of them are
“the primary source of profit for the firm” (Grant, 1991, p. 116-117). Further, the author proposes a
5-step framework that starts from the identification and classification of the resources to determine
strengths and weaknesses for better employment of the resources. These can be thought of as the
input of the production process and be classified into six categories: financial, physical, human,
technological, reputation, and organizational resources. Following this, it is necessary to define the
firm’s capabilities, based on its core competences nd those of competitors. Capabilities can also be
read as “organizational routines”, which are “regular and predictable patterns of activity which are
made up of a sequence of coordinated actions by individuals. A capability is, in essence, a routine,
or a number of interacting routines. The organization itself is a huge network of routines. These
include the sequence of routines which govern the passage of raw material and components through
the production process and top management routines which include routines for monitoring
business unit performance, for capital budgeting, and for strategy formulation” (Grant, 1991, p.
122). The third stage for the strategy formulation consists to evaluate the Rent-Earning Potential: it
can be intended as the sustainability of competitive advantage (given by the durability,
transparency, transferability, and replicability of the resources and capabilities), as well as the
ability to have some returns. The above-mentioned properties remind us of and can be added to the
ones cited by Barney (1991) in the VRIN model to reach a sustained competitive advantage. Indeed,
according to Barney (1991), resources have to be valuable, rare, imperfectly imitable, and (not)
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substitutable. Gradually, the attention passes through the resources, the capabilities, and the
competitive advantage, up to the fourth part, which would be the very definition of the strategy.
This path ends with the identification of the resource gaps and the development of the resource
base. This point brings attention back to resources since an organization should fill its lacks, keep
up with the competitors and be competitive in the market, requiring the external acquisition of
complementary resources (Grant, 1991).

Different scholars have made some criticism of Barney’s resource-based view (RBV), among the
others Priem and Butler (2001), Armstrong and Shimizu (2007), ElI Shafeey and Trott (2014),
Geraldes R., Lopes da Costa and Geraldes J. (2019). Priem and Buttler are more relevant as they
directly address their study “Is the resource-based view a useful perspective for strategic
management research?” to Barney, who replied to them with another paper after a few months
(Barney, 2001).

To paraphrase the criticism on the resource-based view, it cannot actually be considered as a
theory because it contains generalized conditionals (“if/then” statements), it does not include any
empirical content, and it does not have a nomic necessity. This latter is the characteristic of theories
that require “the occurrence of some phenomenon must be associated with some other phenomenon;
the relationship cannot be, simply, by chance” (Hunt, 1991, p. 111). The model seems to give too
simplistic definitions to illustrate the resources’ properties, as well as the fact that “if product and
customer factors vary, then resource values may vary, and unpredictable resource value changes
will result in indeterminate outcomes in resource-based analyses” (Priem and Butler, 2001, p. 30).
Moreover, these authors demonstrate that RBV cannot be applied in each context and some
resources cannot be measured and evaluated, i.e., tacit knowledge, despite their importance as a
source of competitive advantage. Furthermore, the RBV approach is defined as static, and, for this
reason, it could limit its usefulness for strategy researchers and cannot provide a competitive
advantage. The static nature is found for many reasons: “First, the static argument is descriptive: it
identifies generic characteristics of rent-generating resources without much attention to differing
situations or resource comparisons. [...] Second, the processes through which particular resources
provide competitive advantage remain in a black box. [...] Third, some resources studied, such as
tacit knowledge, are inherently difficult for practitioners to manipulate. [...] Fourth, in static RBV
studies researchers sometimes take a frequently researched strategy subject area, relabel the
independent variables as «resources» and the dependent variables as «competitive advantage», and
use measures common to much cross-sectional strategy research as operationalizations. [...] Fifth,
the static RBV suffers from the problem in that it is quite easy to identify, a posteriori, many
«valuable» resources in high-performing firms” (Priem and Butler, 2001, p. 33). The most
significant part of the study is at the end since they propose some suggestions to increase RBV
credibility and contribution to the strategic research. In brief, the theory should be formalized
through clear definitions and concept correlation; it has to reply to how questions (i.e., How can the
resource be obtained? How and in which contexts does it contribute to competitive advantage? How
does it interact/ compare with other resources?); it has to integrate the temporal component, and,
lastly, it has to interact with demand heterogeneity models (Priem and Butler, 2001).

2.2 Knowledge-based view

In the 90°s knowledge-based view (KBV) came up beside the RBV, identifying knowledge as
the main resource for business development (Nonaka, 1994; Conner and Prahalad, 1996; Grant,
1996; Rullani, 2004). On the one hand, knowledge has many commonalities with the resources and
competencies for the achievement of the competitive advantage, it is sometimes limited, expensive
to replicate, difficult to transfer, and gives rise to complex problems related to its appropriateness.
On the other hand, when the organizational context and network make possible the acquisition and
the development of knowledge (both tacit and explicit), the firm has the chance to configure and
integrate its internal and external resources for the pursuit of opportunities offered by the
surrounding environment. In this way, it becomes possible to strengthen the threshold and
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distinctive resources/ capabilities and identify a new source of competitive advantage (Tunisini,
Pencarelli, & Ferrucci, 2018). In addition, distinctive capabilities are usually linked to collective
learning processes that take place within the company, which require superior coordination of
technical-production skills, and the understanding and acquisition of technological trends and
customer needs (Prahalad and Hamel, 1990). In Prahalad and Hamel’s view (1990, p. 4), distinctive
capabilities are the core competences of a company and they are defined as “the collective learning
in the organization, especially how to coordinate diverse production skills and integrate multiple
streams of technologies.” They also add: “At least three tests can be applied to identify core
competencies in a company. First, a core competence provides potential access to a wide variety of
markets. Competence in display systems, for example, enables a company to participate in such
diverse businesses as calculators, miniature TV sets, monitors for laptop computers, and automotive
dashboards-which is why Casio’s entry into the handheld TV market was predictable. Second, a
core competence should make a significant contribution to the perceived customer benefits of the
end product. Clearly, Honda’s engine expertise fills this bill. Finally, a core competence should be
difficult for competitors to imitate. And it will be difficult if it is a complex harmonization of
individual technologies and production skills. A rival might acquire some of the technologies that
comprise the core competence, but it will find it more difficult to duplicate the more or less
comprehensive pattern of internal coordination and learning.”

Afterward, the core competences are embodied in the core products, which are the components
or subassemblies that actually contribute to the value of the end products. According to Prahalad
and Hamer (1990), thinking of a company not as a collection of strategic business units, but as a
portfolio of core competencies is the winning strategy for long-life success.

Despite the significance of this framework, scholars made some criticism, focusing attention on
the individualism and the opportunism of knowledge in firms (Kogut and Zander, 1992; Hesterly,
2007). In other words, they think that knowledge, considered as information and know-how in
firms, is held by individuals and, as a consequence, the change of employees may affect in some
way the companies’ roots. Additionally, if a firm put some effort to grow and implement its
technology, it paradoxically may enhance the chances for imitation. Starting from the point that
imitation can be limited by innovation, Kogut and Zander (1992) proposed a “dynamic perspective”
which considers that companies acquire new skills by recombining their current capabilities: this
would make the processes unique and not easily acquired, plus the growth would be reinforced by
the social relationships that currently exist inside the firm itself.

2.3 Entrepreneurial ecosystems

As said before, a strategy aims to give an organization its long-term direction and create value to
be competitive in the market. Improving resources and capabilities plays a central role in building
sustained competitive advantages; however, companies need to identify growth opportunities too
(Johnson et al., 2017). “Strategic entrepreneurship (SE) involves simultaneous opportunity-seeking
and advantage-seeking behaviours and results in superior firm performance” (Ireland et al., 2003, p.
963). This quotation shows the bond between two components: strategy and entrepreneurship. The
previous has the purpose of creating and supporting competitive advantages; the latter contributes to
the identification of new opportunities in the market or environment. The key to strategic
entrepreneurship is found in innovation, which is the translation of an idea or technology into a
product marketed to consumers, who perceive it as new (Tunisini et al., 2018).

Schumpeter (1934) was the first scholar who looked at the concept of innovation by analysing it
as a central activity of entrepreneurial action. In Schumpeter’s vision, the entrepreneur is an
innovator, the one who, through his own skills, intuition, and creativity, identifies new potential in
technologies and translates them into processes and products managed by the company. The author
argues that innovation is a process of “creative destruction” because those who innovate make their
competitors’ offerings obsolete and help move the competition to a more advanced level (Diamond,
2006). This concept is strictly linked to Aulet and Murray’s study (2013) that classifies two kinds of
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entrepreneurship: innovation-driven enterprises (IDEs) and small and medium enterprises (SMESs).
While the latter are often family businesses or businesses with very little external capital, set in
local and regional markets only, they typically grow at a linear rate and where innovation is not
necessary for establishment and growth, IDEs are completely the opposite. IDEs can have different
ownership bases including a wide array of external capital providers, they are focused on global
markets and are based on some sort of innovation and potential competitive advantage. Their
development requires investments and is not linear, because the company starts by losing money,
but if successful, it will have exponential growth (Aulet and Murray, 2013).

The roots of the entrepreneurial ecosystem (EE) can be found in the regional development
literature that includes the industrial districts (Marshall, 1920), regional industrial clusters (Porter,
1998), and regional innovation systems (Stam and Spigel, 2017). The analysis made by Stam and
Spigel (2017) shows that each approach has a different key outcome (relatively: productivity,
employment, productivity of particular industries, innovation) but has in common with the EE the
attention for the external environment. On this topic, Nicotra, Romano, Del Giudice, and Schillaci
(2018, p. 641), stress that: “In such frameworks, the focus is not specifically on entrepreneurs but
on larger system of value creation and innovation and start-ups are considered just a smaller version
of larger, international firms. The entrepreneurial approach is different from industrial districts,
clusters and innovation systems concepts because it focuses on entrepreneurs and start-ups as
unique organizational entities with different capabilities and resources and on the role of social and
economic contexts surrounding entrepreneurial processes.”

Literature on EE is quite recent, the majority of scholars have defined it, and pinpointed the main
actors and features. Van De Ven (1993) was the first who talked of “an industrial infrastructure that
facilitates and constrains entrepreneurship”. The infrastructure involved institutional arrangements
to legitimate, regulate, and standardize a new technology, public resource endowments of basic
scientific knowledge, financing mechanisms, and a pool of competent labour, as well as proprietary
R&D, manufacturing, marketing, and distribution functions. Neck et al. (2004) adapted Van de
Ven’s work based on a case study in Boulder. According to this study, the entrepreneurial
ecosystem is made up of six fundamental components: incubators, spin-offs, informal networks,
formal networks, infrastructure, and culture. Each of these components is essential for the creation
of new businesses and the development of ecosystems. Isenberg (2011) identifies 50 components
divided into six categories: culture, policy, finance, support, human capital, and markets; even if the
components can be divided into these categories, there can be hundreds of elements that interact
with each other. Spigel (2017) describes three main attributes that affect entrepreneurs. The first is
the cultural attribute, which is done by positive attitudes and success stories that can positively
influence the entrepreneur. The second is the social attribute, which is made up of networks, capital
investment, and talent workers that help entrepreneurs in improving knowledge, performance, and
training. The third is the material attribute, which is the university, support services, and open
markets that develop new technologies, assist the enterprises, and train the human capital. Nicotra et
al. (2018) proposed a framework that analyses the causal relation between eco-factors and eco-
output, and, in general, explains the functioning of entrepreneurial ecosystem. Eco-factors are the
ones of EE that contribute in a certain way to the accumulation of some forms of capital, or rather
eco-inputs (financial, knowledge, institutional and social capital, and create eco-output. Eco-
outcomes are the outcomes of the productive entrepreneurship (i.e., job creation, new
ideas/technologies commercialization, market efficiency); while, eco-impacts refer to the value
creation (or growth) of the EC. In other words, the model measures eco-factors with specific
indicators, for each of the four forms of capital (eco-input). Later, according to the obtained eco-
output, it identifies gross entrepreneurship and productive entrepreneurship, assumption-based and
performance- based.

The entrepreneurial ecosystem approach is not free from criticism. For instance, Stam and Spigel
(2017) highlight that there is no explanation for the cause-effect relationship between the EE factors
and entrepreneurship activity in a territory. In the same way, there is no specification on the
geographic reference space of the ecosystem and its evolution. Moreover, as Stam and Spigel
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(2017) state, there are not enough answers to the tautological problem: if the EE are systems that
produce successful entrepreneurship, does successful entrepreneurship create good EE? Other
criticism is related to the lack of theories that can explain how the entrepreneurial ecosystem is
created and developed and how the EE are linked between them (Alvedalen and Boschma, 2017), as
well as the way in which eco-factors influences productive entrepreneurship (Zucker et al., 1998;
Levie and Autio, 2008; Sato et al., 2012).

The aim of this paper is to show that the local roots and the development of the 3Sun
Gigafactory can have an impact on different aspects.

3. Methodology

This paper uses online data collection provided by articles, editorials, and company proceedings
to present the 3Sun Gigafactory company. This research provides an introductive study to highlight
the resonance that a big factory can produce in a territory. It was born from a joint venture between
ST-Microelectronics, Sharp, and ENEL, after 13 years, it is today the leading company in the
production of solar panels. To reach this result, collaboration with other actors was pivotal, as well
as the employment of resources (both financial and human). For its features and partnerships, along
with the territory’s aspects where it is set, this company is strictly tied to the entrepreneurial
ecosystem perspective. Because 3Sun Gigafactory has established itself in the entrepreneurial
environment of Catania, Southern Italy, becoming an important reality with great potential, its
development, and investments will undoubtedly have effects on the local territory and beyond. For
this reason, it could be useful to realize a quantitative study based on company data and regional
development to compare the improvement that the company is bringing in three fields: job creation,
regional development, and sustainability culture. Since this case can be relevant to increase
knowledge of the entrepreneurial ecosystem, it is useful to go in-depth into the proposed case.

Since the 80’ the industrial district of Catania, in Sicily, Southern Italy, was known for the large
number of high-tech companies set in, first of all, the ST-Microelectronics, a leading company in
the field of semiconductor components and their combinations for electronics and electrical
engineering. The area also hosted, and still hosts today, other enterprises, such as Antech (satellite
telecommunications), SIFI (ophthalmic pharmaceutical products), Elmec (precision mechanics),
Teleservice (telecommunications and networking), Tnet (internet provider and IT services), AID
(robots and automated systems for agriculture), SAT (semiconductor frame) and many more. The
virtuous circle triggered by ST has also attracted investments from other large companies such as
Sielte, IBM, and NTET. The success of the area is due to investments, international projects, and
the presence of a few subjects: universities, research centres (CNR -Italian National Research
Council-, INFN -National Institute of Nuclear Physics-), Consorzio Catania Ricerche (Catania
Research Consortium), Science and Technology Park of Sicily, and the IMM, the Institute for
Microelectronics and Microsystems. The presence of these advanced training and knowledge
production centres in the scientific-technological field makes it possible to generate innovative
technical-scientific knowledge and highly qualified and professional human resources. All these
factors have contributed to spreading a culture of innovation capable of taking up the challenge of
economic and technological development, thus allowing the birth, during the 1990s, of the so-called
technological district of the Etna Valley. Today, this technological cluster, thanks to the network of
relationships and collaborations, goes beyond the initial spatial boundaries, involving not only the
province of Catania but also the neighbouring provinces of Ragusa, Syracuse (south-east district),
as well as those of Messina, Enna, and Palermo (Miceli, 2006). At the moment, the industrial
district is interested in different investments directed to ST-Microelectronics to improve silicon
carbide production (Lecca, 2022; Papa, 2022; Focus Sicilia, 2022)

In August 2010, ST-Microelectronics signed an equally shared joint venture with Enel Green
Power and the Japanese company SHARP, to create a solar panel factory in Catania, the 3Sun
Gigafactory. The project was financed through self-financing, funding from the CIPE (the Italian
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Joint Ministerial Committee for Economic planning) - for 49 million euros - and leading banks.
Each partner has underwritten one-third of the equity - with a commitment of 70 million euros in
cash or tangible and intangible assets and holds one-third of the shares in the new joint venture
(Enel, 2020). Restoring an older industrial facility, in only one year, it became Italy’s largest solar
panel factory and one of the biggest in Europe (Enel Green Power, 2022).

In December 2011, the company started the production of thin film panels using multi-junction
technology, a new generation panel made of amorphous and crystalline silicon, never created before
(Ragonesi, 2022; Enel Green Power, 2022). In 2015, the ownership structure changed: Enel Green
Power becomes the main and only shareholder of 3Sun Gigafactory, acquiring the shares of Sharp
and ST. This piece of news brought also changes in production, indeed, they decide to stop the
production of thin-film panels and improve the technology. The production line closed on October
25, 2017: in six years, 3Sun Gigafactory manufactured 6.8 million panels (Percipalle, 2022). Since
2018, it started a new era of production and efficiency. As Sciuto (2022) explains, “in 2018, the
market still wasn’t ready yet for a solar panel revolution. The mainstream trend was still single-
sided modules, while bifacial cells were considered niche products. [...] Bifacial modules are far
more sustainable than traditional ones for a variety of reasons. First of all, they’re more efficient
because they’re bifacial, which means they can capture sunlight from their back surface, too: their
yield increases to 18%, almost twice as much compared to the 10% yield from thin-film modules.
So more clean energy is produced for the same occupied surface — in other words, the cost for the
same amount of clean energy produced is lower. Moreover, bifacial panels are stronger and last
longer, thirty years or more, which lowers the consumption of raw materials. Finally, the percentage
of reclaimable and recyclable materials is higher. But bifacial modules were more than just a goal.
Our vision was already set on the next step: heterojunction bifacial modules (HJT), which have the
same advantages and even better efficiency. It was a significant step forward, but one we took
quickly: we manufactured our first HJT on February 26, 2019, just six months after making the first
bifacial panel. As opposed to 2011, when we relied on the experience of the Japanese company
Sharp, this time we created the production line entirely on our own.”

The last milestone was registered on April 2022, when Enel Green Power signed in Brussels a
grant agreement with the European Commission, under the framework of the EU’s first Innovation
Fund. This project will contribute to the development of TANGO (iTaliAN pv Giga factOry), an
industrial-scale production facility for the manufacturing of innovative, sustainable, and high-
performance photovoltaic modules at 3Sun (Enel Green Power, 2022). The goal is to increase the
production capacity by 15 times (from 200 Megawatt to 3 Gigawatt/year), with an investment of
around 600 million euros (of which 118 million by the EU’s agreement). Furthermore, it is expected
that it will bring a rise in local employment by around 1,000 job positions within 2024, and at the
same time boost high-efficiency solar technology in Europe, contributing to the reduction of the
continent’s energy dependency (Ruberto, 2022; Enel Green Power, 2022; 1l Sole 24 Ore, 2022).

Analysing the relevant aspects of the 3Sun Gigafactory story, it is worthwhile to highlight the
role of the entrepreneurial ecosystem and the impact of this factory on the sustainability field. First
of all, focusing the attention on the local roots, it is necessary to say that Sicilian territory and the
existence of the Etna Valley pushed in some way the birth of the company. The presence of the
existent technological cluster and the characteristics of the territory were decisive for the
development of the area and the factory.

3Sun Gigafactory’s features reflect the framework of Aulet and Murray’s (2013) innovation-
driven enterprises. Examining the structure in depth, they have the main traits in common, such as
the focus on the global market, and the innovation that drives the competitive advantage. At the
beginning of its history, it also had external capital providers and exponential growth, after the total
acquisition by Enel Green Power (Enel Green Power, 2022). From an entrepreneurial ecosystem
point of view, interpreted as a network of actors, the factory finds its birth from the agreement of
different actors (i.e., high-tech companies, energy providers, banks, and investors) and the
collaboration between other companies for the panel evolution (Enel, 2020). Technology has been
the driver for the 3Sun Gigafactory’s success since its beginning: from the thin-film silicon to the
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bifacial panels, thanks to an open innovation approach. Yet the bifacial panels were innovative and
efficient, as it can be read on Enel Green Power’s website (2022), “they captured the light striking
the front of the panel as well as the light that reflects off and bounced up from the ground to the
back of the panel”. The step ahead was in 2020 the production of bifacial heterojunction technology
panels, made in collaboration with CEA-INES (the French Institut National de I’Energie Solaire),
with an efficiency level of 24.63%, a world record. The last goal from 2022 is the creation of
Tandem cells, made by a perovskite cell as the upper cell and a silicon HJT cell as the lower one.
This mix should be extremely performant because it would be able to capture the radiation from
both red light (with silicon cells) and blue light (with perovskite cells). This would result in an
efficiency boost of over 30%. To make Tandem cells, 3Sun Gigafactory will work with a
heterogeneous network of Italian partners, such as ENEA, the CHOSE centre at the Tor Vergata
University of Rome, Italian National Research Council’s Institute of Structure of Matter (ISM), and
BeDimensional, a spin-off company from the Graphene Labs at the Italian Institute of Technology
in Genoa (Enel Green Power, 2022).

As regards sustainability, the efforts of the 3Sun Gigafactory are oriented to recycle and reuse
raw materials. For instance, silver was reused in the thin-film panel, but they also recover discarded
glass, resins, and especially indium from the processing. (Ruberto, 2022). At the same time, the
factory pays attention to ensuring the traceability of materials, and, thanks to the use of solar
energy, it is involved in important actions to reduce carbon emissions (Enel Green Power, 2022).
The EU project Tango is a pilot for improving solar energy use at a global level. Another company
interest is also to think of the end of life of the panels, for example producing innovative panels
made of plastic and no longer of glass (Cavalcoli, 2022). Ernesto Ciorra, Enel innovability manager,
stated “if Silicon Valley is the best place for digital, Etna Valley is becoming the ‘Energy Valley’,
the best place for the world energy revolution” (Ansa, 2022).

To conclude, without any doubt, the company has great potential from an economic and
sustainability point of view, which deserves to be investigated in the future. Further studies can be
implemented taking into consideration the following propositions.

4. Propositions

First proposition: The EU investments will bring an increase in job positions, in the company
and the local area. As the factory is already involved in a growing process with its entrepreneurial
network of suppliers and distributors, it will create employment, especially in the Etna Valley. In
Meyers’s view (2015), the metrics to measure the entrepreneurial ecosystem success are given by
sales and jobs. The company will receive funds to grow and increase production; hence, it would be
interesting to measure these values in the next future, compared to the present. It would be also
interesting to examine how resources affect the strategic investments and the value creation for a
company.

Second proposition: Thanks to its commitment and efforts in its growth, the factory will have a
positive impact on regional development, especially in terms of partnerships and synergies. Being
in the Etna Valley, the firm can expand collaborations with nearby and overseas high-tech
companies and attract new investments for the development of new industrial plants. Indeed,
scholars such as Kraus et al. (2021) sustain that knowledge and innovation are the catalysts for
regional development.

Third proposition: Since the interest in improving solar energy technology, the factory will be a
boost for the sustainability culture in Sicily and in the whole Europe too. It can be an inspirational
model and an incentive to implement sustainable energy management in the local area, but not only.
However, Babiak and Trendafilova (2011) find that companies have strategic and legitimacy
motives to adopt environmental management practices, while Ervin et al. (2013) identify economic
purposes, institutional pressures but also management attitudes toward the environment.
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Undoubtedly, giving a glance at the goals that 3Sun Gigafactory has set, the company is
contributing to upgrade and encourage the development of a solar panel market.

5. Conclusion

This analysis aims to highlight the role of a company’s local roots, with the support of the
entrepreneurial ecosystem framework. The starting point is the assumption that a company, to be
successful in the market, must develop its competitive advantage (Porter, 1985). Many scholars
discuss that competitive advantage can be achieved by developing or acquiring resources and
capabilities. Since the company’s success has to be lasting and strong, these capabilities must be
distinctive and dynamic, therefore they should be adapted to the changing and evolving market
(Johnson et al., 2017). RBV and KBV have been analysed as an example of theories explaining
how firms can achieve competitive advantages. The final part of the literature review was dedicated
to the study of the entrepreneurial ecosystem. Then, the paper focused the attention on the case of
3Sun Gigafactory, a company born from a joint venture, today leader in the production of solar
panels, now owned by Enel. The example of the factory, set in such a specific territory, can be used
as a starting point to develop and support further studies that will take into account the
consequences of its presence, regarding 1) Job creation 2) Regional development 3) Sustainability
culture. This company was chosen for its local, national, and international relevance, as well as for
the impact it can have on the territory and for its commitment to sustainability.

A limitation of the study is that there is not enough literature on entrepreneurial ecosystems and
the case of the 3Sun Gigafactory is still in evolution. In the phase of data collection for further
studies, it may be difficult to obtain relevant data on the future development of the factory.

However, this analysis can have interesting managerial implications as it is a strong example of
how local resources, investments, and entrepreneurial networks create realities with a 360° impact
on the environment.

Further research can provide more data in this regard. The development of new materials in
Sicily is stimulating, it would be fascinating to trace the impact of the introduction of the new
technologies. At the same time, the 3Sun Gigafactory case could be expanded, concerning to its
evolution thanks to European funding and technological innovation.

To conclude, the 3Sun Gigafactory with its innovative project will become Europe’s largest
factory producing high-performance bifacial photovoltaic modules, and, without any doubt, it has
already started a new era of energy production.
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Abstract

Framing of the research. Tourism industry has undergone a profound toward the creation of a very dynamic and
complex digital business environment. Novel communication channels, such as Social Media, and the enormous amount
of data generated (Big Data), have revolutionised destination management, establishing novel approaches to tourism
strategies. Furthermore, the emergence of low-cost carriers has disrupted the market, influencing the mechanisms
underlying tourism demand and destination choices.

Purpose of the paper. The aim of the paper is to provide an overview of emerging changes in tourism industry as
well as to derive propositions to be tested and further expanded in future research.

Methodology. We conducted a literature review to provide an overview of the emerging changes in tourism
industry and destination management and we derived four propositions to guide future research in the field.

Results. We evidence future research directions, suggesting that Social Media empowered by Big Data positively
affec7ts local tourism demand as well as the quality of destination experience and that low-cost airlines’ decisions
influence local demand.

Research limitations. Our work is purely theoretical. Future empirical contributions may operationalise the
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1. Introduction

Tourism industry is a core driver of local development. Attracting touristic flows is therefore
strategically relevant and may act as an accelerator of territorial wealth. In this perspective, the
destination management organisations (DMO) and transportation infrastructures (such as airports)
play a crucial entrepreneurial role: their strategic decisions and actions are able to impact territorial
competitiveness and attractiveness. We aim to examine some elements that, if adequately exploited
by destination decision-makers, exert an influence on tourists’ decisions. Moreover, we explore
how local touristic attractiveness may benefit from a strategic collaboration between destination
managers and low-cost airline carriers.

Travel and tourism industry has undergone a profound shift as a result of the advent of the
Internet, which led to the emergence of the new paradigm of what is called e-tourism. The Internet
as primary source of information has indeed fostered the creation of a very dynamic and complex
digital ecosystem in which a wide network of tourists interacts with each other to exchange useful
information and companies try to connect to tourists and engage with them.

This electronic network is made up of various components as enablers of such interplays among
different stakeholders. These components are: social media platforms, travel review websites (such
as TripAdvisor), general search engines (such as Google), online travel agencies (OTAS) (such as
Booking and Expedia), communication exchange channels (such as YouTube), sites that allow
tourists to compare prices (such as Trivago), tour operator websites, blogs and microblogs, and the
various major tourism service providers (e.g. airlines, hotels, etc.) (David-Negre et al., 2018). Given
the undeniable importance of transportation as an enabler of tourism and given the constant growth
of air transportation, a focus on the aviation industry is helpful for a broader understanding of
emerging challenges in the tourism industry. The evolution of air market had indeed led to the
emergence and empowerment of low-cost carriers, which not only have disrupted the market itself,
but they are also impacting the mechanisms underlying tourism demand and destination choices.

The aim of the paper is to provide an overview of three factors that have been disrupting tourism
industry in the last decades and to develop propositions on the topics investigated. The remaining of
the paper is organised as follows: the first and the second section respectively examine the
emergence of Social Media and Big Data as innovations that redefine the paradigm of destination
management in influencing tourists’ destination decisions as well as their decisions made during the
trip. Two propositions are eventually proposed with respect to these two sections. The third and last
section explores the effect of the evolved aviation market, characterised by growing market share of
low-cost airline companies, on destination decisions, likewise deriving a proposition concerning the
section itself and a final proposition that identifies a link between the three sections.

2. Social Media: definition and impact on tourism industry

The focus in this section will concern the components that fall under the umbrella of what are
referred to as social media.

The term “Social Media” (SM) was originally used in 1994 on a Tokyo online media
environment known as Matisse. The first social media platforms were developed and introduced to
the public during that period, which coincided with the early stages of the commercial use of the
Internet. Both the variety of social media platforms and the number of people actively using them
have expanded dramatically over the course of time, establishing social media as one of the most
prominent uses of the Internet (Aichner et al., 2021). Social media, in its broadest sense, refers to
the set of web-based apps and interactive platforms that enable users to create, discuss, modify, and
share user-generated content (UGCs). Therefore, social media do not just refer to social networking
sites like Facebook; they also include blogs (e.g., The Huffington Post), business networks (e.g.,
LinkedIn), collaborative projects (e.g., Wikipedia), enterprise social networks (e.g., Social Cast),
forums, microblogs, photo sharing (e.g., Photobucket), product/services reviews (e.g., Amazon),
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social bookmarking (e.g., Pinterest), social gaming (e.g., World of Warcraft), video sharing (e.g.,
Youtube) and virtual worlds (Aichner and Jacob, 2015) (e.g. Metaverse). The expression SM
therefore refers to the various forms of social interactions taking place on a variety of digital media
and technologies that enable users to produce and share contents as well as to collaborate with each
other. The advent of these new media has revolutionised the way we create information and
communicate, but also our consumption habits. The power of social media lies in the fact that they
allow people to instantaneously spread knowledge to a potentially worldwide audience, in the form
of tweets, posts and other types of web documents, by means of social networking sites and this
information are released, received and shared by peers, thus giving rise to innovative ways of
collaborating, such as the so-called “collective intelligence”, which refers to the intelligence
produced by the interplay of interconnected people who discuss and communicate with each other
(Schoder et al., 2013).

A new and extensive global society of always-connected people who are glad to share, interact,
and collaborate has been created as a result of the widespread growth of social media sites, which
are based on the voluntary public sharing of such information (Miah et al., 2017).

The role played by social media in tourism industry has been widely investigated in tourism
literature and, among SM, social networks deserve particular attention due to their growing
popularity.

The increasing adoption of social media, especially of social networks, has changed and is still
transforming the way tourism companies interact and communicate with tourists and potential
tourists. In this evolved environment, traditional communication approaches based on the use of
mass media are indeed partially outdated and less effective since tourists have now access to all the
information they need on destinations, attractions, and accommodation alternatives through the
Internet. Therefore, tourism companies and destination managers need to adopt new channels to
reach their potential customers.

The availability of credible information on social media helps travellers develop reasonable
expectations and eliminate uncertainty. Because tourism products are intangible, potential tourists
require as much information as possible before booking their trip.

They trust other travellers’ recommendations more than official tourist organisations.—Fhisferm
ef-online interpersonal influence is referred to as electronic Word of Mouth (WoM), which can lead
to increased customer satisfaction since it allows to learn what travellers think and feel about their
experiences, thus enabling tourism companies to improve their service (for example by finding
solutions to issues and questions previously emerged or doubts that tourists have during the travel).
WoM allows companies to track their reputation and rivals’ strategies. Since tourists increasingly
rely on SM as a source of information, these media have become an increasingly strategic,
unbiased, and low-cost way to collect data on tourists (see the following section on Big Data) and
deliver tailored marketing communications, such as recommendations based on their interests and
experiences. This allows to deliver a personalised and unique value proposition (Zivkovié et al.,
2014).

The use of social media and the consequent proliferation of user-generated contents, in addition
to being a strategic source of information for tourism companies, has then unquestionably had an
effect on the travel process in its entirety, including pre-travel, during travel, and post-travel stages.
In the pre-purchase step, as mentioned above, UGCs represent an instant and reliable source of
precious information that guide tourists in the development of their travel plan and also contribute
to shape their expectations, which will be fundamental also in the post-travel stage, affecting the
formative process of tourists’ satisfaction; during the travel UGCs are instead relevant in
influencing perceptions on the tourist experience (Narangajavana Kaosiri et al., 2019).

Furthermore, social media are nowadays a strategic imperative for destination branding
strategies, aiming at promoting specific tourism destinations.

A tourism destination (TD) is referred to as a geographical area that provides visitors with the
chance to participate in a diverse range of activities and attractions, as well as an area that is
supported by all the hospitality and other services that the visitor might need during their stay. It is
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essentially represented by a collection of physical sites in which tourists spend their time for the
purposes of sightseeing both man-made and natural attractions, performing activities, such as
swimming, skiing, and learning, and, more generally, spending their time by visiting bars, events,
shops, restaurants, and other local services (Miah et al., 2017).

According to Buhalis (2000), a destination can also be intended as a perceptual concept, which
can be subjectively interpreted by customers. In this perspective, it can be dependent on a variety of
factors such as prior travel experience and the aim of the visit, as well as psychographic and
demographic characteristics of the destination. This term therefore refers to both the location with
all its physical features and attractions and to the way these aspects are perceived and evaluated by
tourists.

The concept of destination branding originates from a mix of tangible and intangible
components. The idea of branding a location indeed encompasses much more than just a well-
known name, distinctive logo, slogan, or symbol. The process of branding a destination is far more
sophisticated. It represents a marketing strategy that incorporates practical, emotional, relational,
and strategic aspects that, in their entirety, contribute to produce in the minds of customers a
distinctive network of associations (Ruiz-Real et al., 2020).

Because of the unique qualities that destinations possess as brands, it can be challenging to
successfully transfer marketing strategies to locations such as cities, regions, or even countries. The
branding process applied to tourist destination has been considered even more challenging than the
one of consumer goods (Pike, 2005).

This process is made even more complicated by the fact that tourists themselves, by means of
social media, actively participate in the co-creation process of experiences and, by sharing them,
they also contribute to shape destination’s identity. Therefore, tourists play a crucial role in the
construction of a destination’s image. The risk is that, as a result of this process, the final brand
identity may not coincide with the intended one. Destination managers can then analyse tourists’
behaviour on social media and consequently take actions. However, as brand managers, destination
managers should avoid trying to control or manipulate the responses and communications of
consumers. Rather, they should leverage this co-creative process enabled by social media and, in
particular, take advantage of favourable experiences, which can turn out to be an extremely valuable
asset in the construction of the destination brand, especially if expressed by influential users (Lund
etal., 2018).

Therefore, social media clearly represent a revolutionary communication tool for all the players
operating in the tourism industry, for the purposes of marketing promotion, destination branding,
community management and consumer interaction (Chu et al., 2020).

3. Big Data: definition and impact on tourism industry

The aim of this section is to present an overview of the concept of Big Data (BD), of which
social media represent a key source, and then clarify the role it plays in tourism industry and,
specifically, on destination branding and marketing.

The term “big data” has been one of the most popular buzzwords for several years. Data is
abundant in the era of the Internet of Things (loT), and for years, academics and industry
professionals have been investigating the implications of Big Data for various domains of
development, including business (Sheng et al., 2017). In the seminal paper that Bryson et al. wrote
and published in 1999 in the Communications of the Association for Computing Machinery
(ACM), the term BD was introduced for the very first time. In particular, applications built for the
Web 2.0 platform and the proliferation of mobile devices further contributed to the increase in data
volumes (Bryson et al., 1999; Mariani et al., 2018). The concept was later resumed by Doug Laney,
an analyst working for META, which is now known as Gartner, who used a model called the 3Vs
(further explained below) to describe the opportunities and difficulties resulting from the increase in
data (Laney, 2001).
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A widely accepted definition of big data is the following: “Big data is high-volume, high-
velocity and high-variety information assets that demand cost-effective, innovative forms of
information processing that enable enhanced insight, decision-making, and process automation”.
This definition places an emphasis on the three “Vs”: volume, velocity, and variety. Therefore, Big
Data refers to datasets whose size is beyond the capability of typical database software tools to
capture, store, manage, and analyse. Hence, Big Data has been originally defined and identified in
terms of volume (it cannot be stored with ordinary tools since it exceeds the space limits), variety
(data can take different forms, such as text, image, videos etc.) and velocity (data are created,
modified, and spread at unprecedented speed) (Chen et al., 2014; Manyika et al., 2011).

However, there is no unique and universally accepted definition of Big Data linked to their size
and this is mainly due to the constant advances in technology that lead to continuous changes in the
sizes of datasets to be considered and identified as “big”. In point of fact, Big Data continues to
expand around the globe on a daily basis, even on a second-by-second basis, primarily as a
consequence of the growing number of Internet of Things devices in use.

Nevertheless, the definition of the 3Vs has been later expanded to include other additional Vs. A
broader definition by Wu et al. (2016) includes 6 Vs: volume, variety, velocity, veracity, visibility,
and value. More recent contributions have identified 5 additional Vs which constitute a
comprehensive definition including 11Vs (Khan et al., 2018; Owais and Hussein, 2016).

Here follows a detailed description of the 6 features.

Volume (Data in rest): this term refers to the scale of the data, which has a dimension that is
enormous and has never been seen before. The ability to process large amounts of data is indeed the
most significant contribution made by Big Data Analytics (BDA), the set of processes, tools and
systems that are used to extract valuable and usable information from complex and enormous
datasets. The following is the definition offered by the International Data Corporation (IDC): Big
data technologies are a new generation of technologies and architectures designed to economically
extract value from very large volumes of a wide variety of data by enabling high-velocity capture,
discovery, and/or analysis of the data (Villars et al., 2011).

Variety (Data in many forms): Big Data includes many different kinds of data, none of which
have a predetermined structure, and none of which are prepared for processing because they are not
in a perfectly ordered form. Big Data is not yet ready for use. Data can be highly structured (such as
that which is obtained from relational databases), semi-structured (such as that which is obtained
from web pages, social media feeds, raw feed directly from a sensor source, e-mail, etc.), or
unstructured (video, images, audio, clicks).

Velocity (Data in motion): this feature not only refers to the rate at which new information is
being received, but also to the rate at which it is being processed. This processing speed involves
the creation of structured records, streams of data, and the availability of information to be used as
input for decisions. The speed at which the entire process, including the feedback loop, moves data
from the input stage to the decision stage is an important ability.

Veracity (Data in doubt): it is a matter of trustworthiness of data sources and then, a matter of
data consistency with truth or fact. This feature is associated to accuracy, certainty, and precision of
data.

Veracity is a question of whether or not the data in question can be trusted. Inconsistencies,
model approximations, ambiguities, deception, fraud, duplication, incompleteness, spam, and
latency are all potential factors that could contribute to uncertainty. When there is a lack of certainty
surrounding the data, the findings cannot be demonstrated as fact but can at most be considered
probable.

Value (Data in highlight): when data are processed and analysed in the appropriate manner, they
take on a certain value. In point of fact, this is the ultimate goal of the Big Data technology.

By performing high-velocity data capture, discovery, and/or analysis, the main goal is to
economically extract value from Big Data which, as stated above, is characterised by large volumes
and wide variety, thus making this process very challenging (AGCOM, 2020; Kacfah Emani et al.,
2015). Enhancements in the analytical field (replacing or supporting human decision, discovering
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needs, segmenting populations to customise actions) and a leverage for new business models,
products, and services are the two primary benefits that come from this value.

The last two characteristics included in the 6 Vs model are visibility and variability.

Visibility is associated to the importance of having a complete picture of the data in order to
make decisions that are fully informed.

Variability (refers to visualisation) is an additional quality that has been uncovered in a number
of separate studies. Actually, in addition to the growing velocities and varieties of data, the number
of variables in data sets can change on a daily basis or as a result of seasonal events that cause peaks
of data (Bresciani et al., 2021; Verma et al., 2016).

Validity concerns the idea of correct data, suitable for the intended application (Owais and
Hussein, 2016).

Volatility refers to the fact that some data can be destroyed as the retention period stated by the
policy expires (Owais and Hussein, 2016).

Viscosity deals with the complexity in managing heterogeneous data with internal
interdependencies (Khan et al., 2018).

Viability is linked to the need to identify latent and hidden relationship among the so many types
of data and variables available (Khan et al., 2018).

Big data are playing a vital role in the evolution of global travel in this era of digital
transformation, bringing significant opportunities for organisations operating in the tourism industry
and for the territories in general.

This section aims at exploring how such a disruptive innovation as the one represented by Big
Data and Big Data Analytics can actually affect tourism.

Big data applications for the hospitality and tourism industries have been rapidly developing as a
result of recent technological advancements in database management systems and analytical tools.
The availability of data from external sources, and the development of sophisticated and advanced
technologies that make it feasible to analyse these data have paved the way for big data analytics to
become a reality. Companies have always had their own internal data, but with the introduction of
new technology and additional external data, they are now able to obtain insight into how they may
enhance their relationships with customers as well as their operations. Therefore, the availability
and analysis of Big Data supplies more detailed and precise information on guests. Big Data
analytics are for example frequently used to acquire insights on hotel guests from user-generated
contents posted on social media. In the current era, customers are indeed willing to share copious
amounts of feedbacks regarding their positive and negative experiences at hotels, restaurants, and
other travel destinations (Bowen and Whalen, 2017). These reviews, if adequately analysed, can
represent a good starting point to improve customer satisfaction.

Another advantage of Big Data is represented by the possibility for managers to use it to improve
effectiveness and efficiency of operations. Kahn and Liu (2016) explore how Big Data on monthly
electricity and water consumption can be exploited by hotel chains who have access to it. In their
study, they discovered a significant amount of variation in the amount of electricity used per
occupied room, thus suggesting the existence of uncovered patterns in the data. This data can be
used to increase energy efficiency dynamics. The authors outline a method for making use of such
data with the purpose of simultaneously cutting down on operating costs and making progress
toward broader sustainability objectives (Kahn et al., 2016).

Another interesting application of big data adoption in tourism is linked to destination marketing,
which leverages local attractiveness of territories indented as tourism destinations.

Indeed tourists, throughout their trips, as well as in their processes of decision-making and
communication, actively contribute to the generation of a large flow of data that is generated by
sensors, micro-devices, and cameras. The data is spread on urban and extra-urban sites that are of
interest to tourists and can be used as valid starting point for both the creation of what are
considered “smart destinations” and the enhancement of the capacity of tourism businesses to tailor
the products and services they supply to customers (Ardito et al., 2019). TDs are commonly
managed and advertised by destination management organisations (DMOs), who also interact with
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the local tourist industry and plan several development initiatives. The vast amount of data
generated by tourists on the Internet may provide extremely useful insights to DMOs to improve
their activity. This precious information on tourists’ behaviour shared on social media and on other
websites, that are particularly difficult for local authorities to collect, holds a great potential since
they can reveal to destination managers which locations are preferred by tourists, which factors
mostly attract them, and what are their future travel intentions (Miah et al., 2017). An interesting
reflection should be made on the various roles that the internet and the data generated by means of it
can play. On the one hand, tourists themselves use this modern communication channel to express
their opinions on the destinations they visit, thus producing the so-called user-generated contents
which, to some extent, shape the overall image and reputation of the location and have also the
power to influence the perception of future visitors about a certain location in the process of
selection of their vacation destination. On the other hand, the internet has become the medium that
tourists most frequently adopt to acquire information; as a result, the existence of a tourist attraction
within the context of the digital environment is of the utmost importance. Destination marketers
should then place a great deal of emphasis on the contents they produce to advertise a location,
since they are an increasingly powerful tool. A key aspect of this mechanism is that the above-
mentioned UGCs may be leveraged to increase the efficiency of marketing of tourism destinations
by means of Big Data Analytics, which enables a better management of online reputation and,
consequently, provides insights to increase online competitiveness of destinations (Cillo et al.,
2019).

Therefore, in this Big Data environment, the effect of investing on Big Data Analytics to extract
usable insights from the data can be seen as twofold. All the different businesses involved in the
tourism industry (from hotels to airline companies) can benefit from it to implement enhanced
marketing strategies, which turn out to be particularly relevant in those contexts characterised by
intense competition and exacting and experienced customers. Big Data Analytics may support these
businesses in improving their strategic and operational decision-making, and in the value-generation
process, thus facilitating them in their attempt to get and maintain a competitive advantage (Mariani
et al., 2018). These companies, by leveraging customer knowledge, become able to deliver the best
service possible, with respect to customer requirements, at the right place and at the appropriate
time (Centobelli and Ndou, 2019). Enlarging the scope from the single businesses operating in a
certain location to the location itself, BDA benefits can be extended to the competitiveness of the
overall tourism destination. If TDs perform the appropriate analysis on big data dataset containing
for example information in the form of tourists’ feedbacks, reviews, photos and messages (which
are unstructured data), the results may be of help for tourism destination managers to construct
consumer-metrics-based frameworks that are useful to classify tourist segments, track tourists’
perceptions and attitudes and make predictions on future strategic patterns. Furthermore, as a result
of BDA, destinations that rely on tourism can now offer enhanced and personalized services to
visitors, in line with the idea of smart tourist destinations (Cillo et al., 2019).

Proposition la: Social Media channel empowered by Big Data positively affects tourism
demand of a destination. It increases the effectiveness of destination management actions to attract
tourists, by influencing travellers’ decision-making process.

Proposition 1b: Social Media channel empowered by Big Data enables the adoption of a
customer-centric view, thus enhancing the quality of personalised touristic experience. The

increased quality is due to the possibility for tourists to optimize the experience itself by spending
their limited time in those activities they find enjoyable.

4. The emerging role of low-cost carriers in tourism industry: impact on destinations choice

As stated by Kaul, (1985: 496), “transport plays an important role in the successful creation and
development of new attractions as well as the healthy growth of existing ones. Provision of suitable
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transport has transformed dead centres of tourist interest into active and prosperous places attracting
multitudes of people.”

When it comes to compare transportation choices made by tourists worldwide, considering Air,
Road, Water and Train as alternatives, 59% of tourists decided to travel by airplane in 2019. Air
transportation is therefore crucial for worldwide touristic flows (Statista, 2019).

It raises relevant considerations on the relationship between the transportation mode and the
destination choice.

The selection of a tourism destination and airline is not a simple process. Such selection process
nowadays requires the analysis and evaluations of numerous options before deciding on the best
solution. Various factors are transforming this process, making it particularly complicated on one
hand, but also simpler on the other hand. A first factor is represented by the dramatic increase in the
number of destinations competing with each other’s for the attention of potential visitors. Secondly,
travellers are becoming more and more autonomous in the selection and booking process, without
resorting to the help of traditional intermediaries (i.e. travel agencies and incoming tour operators),
thus relying on direct sales channels and online booking website. This happens as a result of the
significantly enhanced digitally enabled accessibility to travel information. Other factors are the
following: the emergence of several forms of tourism (i.e. urban, rural, nature, historic, luxury),
lowered travel costs and the consequent increased travel frequency. However, it should be kept in
mind that the selection process always begins with two major constraints: time and money budgets
for the upcoming journey (Jacobsen and Munar, 2012; Krakover and Corsale, 2021).

Tourism literature has investigated how travellers make their choices in light of the above-
mentioned renewed characteristics of tourists’ decision-making process, recently focusing on the
influence of airline companies, which are gaining increasing market power because of the tendency
of travellers to directly book from their websites. For this reason, airlines also started to collaborate
with online travel agencies (i.e. Booking) and other online service providers (i.e. rental cars
agencies) offering combinations of travel and accommodation solutions.

A recent contribution study the sequencing effect in a choice experiment and find out that,
depending on the order in which travellers receive information about airlines and tourist
destinations, visitors may assess tourism destinations differently when confronting a decision. In
particular, they suggest that having chosen the airline option, passengers are more likely to select
the same tourist alternative in the second stage while the opposite is not true (Keshavarzian and Wu,
2021)

From the tourism demand point of view (Koo et al., 2017), transport accessibility is strongly
influential, and the availability of direct air services and tourism demand are therefore endogenous.
Since airline companies mainly rely on the existing demand pattern to define their future plans and
schedules, thus contributing to further reinforce the existing demand pattern. This planning
mechanism, typically adopted by the incumbent companies, is consistent with a hub-and-spoke
approach and negatively impacts on peripheral destinations. However, it has been raised the idea
that the availability of flights to reach peripheral locations may cause an increase in tourism demand
of that destination, considering aviation as a supportive factor for international tourism.

This is consistent with the point-to-point business model adopted by low-cost companies.

In this perspective, another factor not to discard in the attempt to describe the transformation of
tourism industry, is the evolution of the aviation market, with the growing market share of low-cost
airlines.

This growth was envisaged in the past (Passport, 2019) and has been confirmed by ex-post data
(Eurocontrol, 2022). This is the result of a modernisation process within the air market in
conjunction with the emergence of digital platforms. Before the 20" century, international aviation
was dominated by flagship airlines - mostly public-owned and part of airline alliances - also called
full-service airlines (FSC), offer differentiated cabin classes and originally linked capital cities.
Charter carriers (CCs) were developed to serve destinations located far from capital cities, but they
were characterised by low profitability and severe demand volatility, but they provided some
additional services such as accommodation and excursions. Low-cost (LCC) airlines emerged as a
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solution to connect regional airports with low frequency, by offering a single type of cabin class and
no additional services. A critical and innovative feature of LCCs is that they used websites as major
distribution channel, cutting costs deriving from travel agency intervention. Lower costs are the
main advantage of online booking, and this is true not only for transportation but also for
accommodation, whose market has been disrupted by the use of online booking portals (Eugenio-
Martin & Perez-Granja, 2021).

Focusing on the destination decision-making process, the sieving concept (Krakover and Corsale,
2021) represents the modern approach such process, which is nowadays a fast and easy traveller
journey experience based on the use of several digital touchpoints. This new paradigm is the results
of some renewed contextual conditions (availability of a greater number of destinations, lowered
costs) as well as of the transformed tourists’ habits (book by themselves and more frequently). The
sieving tourism destination process is described as a simplified and fast step-by-step process, made
less risky by the information available online and by the willingness of travellers to consider the
discarded destination as an option for a future trip.

Since tourism researchers agree upon the idea that the attractiveness of a destinations toward
visitors strongly depends on the availability of affordable transportation (Alvarez-Diaz et al., 2019),
and given the idea in tourism literature that air transport accessibility can support the touristic
development of an area (even peripheral locations), in light of the empowerment of low-cost
airlines, we argue that the availability of low-cost flight is able to determine an increase in tourism
demand of the relative destination. A market overlap between destination management and low-cost
airlines management can lead to more efficient strategic behaviours for both the actors, adopting a
shared value approach (Porter and Kramer, 2011) to create value in a customer-centric perspective.

Proposition 2: Low-cost airlines, digital by inception, with their decisions on which destination
to serve influence tourism demand of both already served and popular destinations and less popular
tourism destinations.

Proposition 3: The collaboration between decision makers acting on destination and low-cost
carriers’ side, boosts the growth of local touristic flows. The adoption of such complementarity
approach increases the overall efficiency of their decision-making process.

5. Conclusion

In the last decades, several challenges have affected the travel and tourism industry. We derive
four propositions on Social Media, Big Data and the emergence of Low-Cost carriers, plying a
relevant role for the attractiveness of a touristic destination. On one hand, we suggest that Social
Media empowered by Big Data for the development of tailored messages, positively affects local
tourism demand as well as the quality of destination experience in a customer-centric perspective.
On the other hand, we state that low-cost airlines’ decisions making on destinations influence local
demand of both served popular destinations and less popular ones. Moreover, we propose that the
collaboration between decision makers acting on destination and low-cost carriers’ side leads to
efficient strategic behaviours in developing territorial wealth.
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Framing of the research. A sports facility can be the key for the development not only of sport, but of the whole
social, cultural, political and tourist development of the region. In order to contribute to the improvement of the
operation and ensure the development of their sports facilities, the sports organizations of the local authorities must
define a policy.

Purpose of the paper. The purpose of this research was to investigate and record the sport facilities of Eastern
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1. Introduction

The local authorities are the only organizations in the country that own all sports and school
facilities within their jurisdiction and organize sports programmes aimed at improving health,
entertainment and the use of citizens’ leisure time. In addition, they implement sport and
recreational programmes for vulnerable social groups (e.g., people with disabilities) and for groups
of citizens who usually refrain from sport (e.g., adolescents, elderly people, etc.) (Alexandris &
Balaska, 2015a; Balaska & Kouthouris, 2014).

One of the biggest obstacles of the development of sports organizations, which creates other
problems (e.g. lack of staff, technological resources, necessary materials, etc.) is the lack of
financial resources. In order to strengthen themselves financially, sports organizations can seek
partnerships, sponsorships and participation in European programmes, as well as investment
programmes (Balaska, 2021).

In response to the challenges posed by globalization and competition between cities, many are

trying to attract new residents by portraying their cities not only as good places for
entrepreneurship, but also as good places to live (Taks, 2013). They promise a quality living
environment, with a wide range of recreational and sporting opportunities, in a safe and attractive
environment. Moreover, many cities are interested in hosting sporting events because they see them
as an effective way to strengthen the local and national economy and to improve the city’s image
(Niemel&, 2009).
Following the above trend and in parallel with the actions of sport for all, the local authorities of the
country undertake the organization of local sports events, which include one or more sports. Their
ability to attract visitors - tourists, their positive economic impact, and their wide media coverage
make them important tools in the development of strategies for the promotion of tourism
destinations (Alexandris & Balaska, 2015a; Smith 2008).

Sports events organized by municipalities are mainly local events, which are addressed to local
communities. These events confer prestige, strengthen the sense of unity, encourage participation in
sports and promote the formation of positive attitudes towards sport. The popularity of sporting
events can be attributed to the fact that, depending on their size, they generate significant benefits
for the host communities at state, county, city or municipality level (Avloniti, Yfantidou,
Kouthouris, & Costa, 2022). Organizing them throughout the year can lead to a widening of the
period of high tourist attendance and thus bring economic benefits to the host city not only during
the event but also over a longer period of time. The multiple benefits of organizing sporting and
cultural events encourage authorities to actively support these events (Avloniti, Yfantidou, &
Kouthouris, 2023; Balaska, 2021; Kwiatkowski & Oklevik 2017; Teare & Taks 2021).

1.1 Purpose

The purpose of this research was to investigate and record the sport facilities of Eastern
Macedonia and Thrace Region in Greece and to identify the opportunities and the threats for the
sport development of this area.

2. Literature Review
2.1 Sport Facilities

Sports facility means all the buildings and infrastructure (playing field, stands, changing
rooms, auxiliary areas, etc.), as well as the surrounding area, which is delimited according to the
spatial distribution of the area (Ministerial Decision 38404/2009 - Government Gazette
1780/B’/26.8.2009 - Approval of the Unified Safety Regulation for Sports Events)
(https://gga.gov.qgr/). Sports facilities are classified according to their use into Competitive Sports
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Facilities and Recreational Sports Facilities. A sports facility can be the key for the development not
only of sport, but of the whole social, cultural, political and tourist development of the region
(Alexandris & Balaska, 2015b; Thibault & Harvey, 2013).

2.2 Competitive Sports Facilities

The facilities for competitive sports host the training and championship activities of athletes,

clubs, national teams, as well as the fans who attend the training sessions and matches. The playing
field is the scene of intense competitive activity, while economic and social activity develops
around it.

1.

Sports facilities for competitive sports in Greece belong to one of the following bodies:
Hellenic Olympic Committee - HOC: They are called “Olympic” and are used for the
preparation of Olympic-level athletes, as well as for the organization of highly competitive
competitions.
General Secretariat of Sports - GSS: Most facilities are built by this public authority, which has
sole responsibility for them and the right to appoint management committees.
Local authorities: Municipalities create mainly small sports and recreational facilities, as well as
training and competition venues for their citizens.
Ministry of Education and Religious Affairs: This Ministry owns the sports and recreation
facilities of the institutions of Primary, Secondary and Higher Education.
Ministry of National Defense: This Ministry owns the sports facilities in military camps and
military schools.
Sports clubs: They own sports facilities.
Individuals / Businesses: There are small-scale facilities such as 5x5 courts, gyms, tennis courts
in this category.

(Balaska, 2021)

Sports facilities include a wide range of buildings and outdoor areas of various sizes and shapes,

as well as related equipment. Regardless of the size and category of the facility, specific standards
must be met in their design and construction in accordance with international and national
legislation.

Basic venues for the installation of Competitive Sports:
Racing venue
Changing rooms - athletes’ service areas
Stands
Auxiliary areas
Media service facilities
Administration offices and staff working offices
Parking areas
(European Commission, 2018)

2.3 Recreational Sports Facilities

Recreational sport refers to sports and physical activities that aim at the recreation of the person

who participates and not at competitive competition. Recreation is defined along 3 dimensions:

A) Recreation as leisure time (recreation is approached as anything that is not work).

B) Recreation as an experience (free choice of participation activities for the individual).

C) Recreation as an activity (specific activities such as walking and non-sporting activities such as
artistic events) (Hofmeister, 2019).

Sports Recreational facilities include:
children’s camps

5X5 football pitches

companies organizing water sports activities
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e recreation at hotels

e SPA, thermal springs and thalassotherapy centers

e theme parks

e playgrounds (infant and toddler)

e playgrounds

squares and neighborhood parks

sports centres

municipal parks

specialised facilities

woodland trails for hiking, climbing, cycling, horse riding, or moto-cross, etc.

2.4 Accessibility of sports facilities

Accessibility is the ability of a place, piece of equipment or service to be accessed and used by
all users, without exclusion or exclusion of any category of users. Sports facilities should follow
international accessibility standards in order to serve all categories of users, including persons with
disabilities, from the same places and with the same level of quality of service (Darcy, 2010;
Yfantidou, Zioumbiloudi, & Balaska, 2018).

Key points that must be met as a minimum are:

e Parking - drop-off and pick-up points: clearly marked car parking spaces close to the wheelchair
ramp.

e Entrances: Good signage at access points.

e Spectator seating: Wheelchair spaces in the stands, or near the pitch, in a safe place

e Sports grounds: ramps and specially designed access points.

e Sanitary facilities: toilets for people with disabilities with signage near the wheelchair spaces.

e Support spaces: Lifts on each floor, space for wheelchair access at the canteen area and for all
services provided.

e Guesthouses: Special configuration for wheelchair access.

e Changing rooms: Special designed for wheelchair access

2.5 Opportunities and benefits strands from Sport Facilities
2.5.1 Social benefits

Exercise has been linked to health, wellbeing and prosperity and municipalities contribute to
improving the wellbeing of their citizens by providing sport facilities and programmes. Sports
facilities (indoor and outdoor) and outdoor exercise areas (e.g., parks, outdoor gyms, trails, etc.) are
places of exercise, recreation and socialization for citizens, making a significant contribution to
improving their quality of life. A sports facility that hosts games from various sports (basketball,
volleyball, handball, etc.) and a variety of events (festivals, tournaments, etc.) becomes a reference
point in the region, is recognized at local, national and international level and the residents feel
proud and enjoy the benefits of this recognition. The benefits refer to the promotion of the
community and the enhancement of its image, the added value of the area, the positive feelings of
the residents and the improvement of the quality of life through the improvements and
redevelopment of the area where the sports facility is located (Fernandez-Martinez, Cabello-
Manrique, Francisco Roca-Cruz & Nuviala, 2022).

2.5.2 Economic benefits

The operation of a sports facility results in economic benefits from: a) the income by the users of
the facility, such as the athletes in the sports programmes of the Municipality, the sports clubs, the
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entities that rent the facility for an event, b) the rental of the facility’s premises, such as halls,
canteen, gym, offices, etc., and c) the increase of the local economy, because it attracts new
businesses in the area, such as catering shops, sports clothing and footwear, sports equipment, etc.
Users, visitors, spectators, employees and suppliers are regular customers of businesses operating
near the sports facility and this number increases significantly when an event is hosted (Fernandez-
Martinez, et. al. 2022). When a sports facility hosts sports events of national, European or
international level, the number of visitors increases even more, thus increasing consumption in local
businesses, advertising the area, and improving the visibility of the sports facility for future visits.
All this contributes to the increase of the economic activity of the region by creating new jobs,
fighting unemployment, creating new businesses, increasing services and tourism. In terms of
employment, hosting sporting events in sports facilities has a direct impact on tourism employment
because tourism activities are characterized as labour-intensive, as their production processes are
based on the services provided by the human resources involved (Chalip, Green, Taks & Misener,
2017).

2.5.3 Environmental benefits

The creation of a new sports facility in an urban environment must be in harmony with the
social, economic and urban reality of the city. The facility must be part of the city’s development
programme expressed in the urban plans: land use, buffer, general layout and town planning. By
redeveloping the area with respect for the environment, creating a road network for quick and easy
access to the sports facility and creating green spaces, the objective value of the real estate in the
area is increased. Cleanliness, recycling, reduction of energy consumption, pollutants and noise help
to develop the area while protecting the environment. During the initial planning of the construction
of sports facilities, environmental criteria are taken into account, which upgrades the area
ecologically in terms of biodiversity and microclimate and increases the attractiveness of the
residential environment. Sports facilities must take into account all environmental factors, so that
interventions are carried out in harmony with the microclimate of the area and all its actions support
the sustainability and viability of the sports facility, thus ensuring environmental protection and
rational management of natural resources (MaclIntosh, Apostolis & Walker, 2013).

2.5.4 Developmental benefits

Sports facilities are expensive to maintain and operate, but they are essential for the promotion of
exercise, sports development and sports participation throughout the country. National and
European funding programmes enable sports facilities to be built, repaired and maintained, the
surrounding areas to be landscaped and the general area to be upgraded. The upgrading of the sports
facilities provides the opportunity for their successful utilization either through partnerships with
professional and amateur sports clubs for hosting reasons, or large sporting events that will bring
income to the local community, advertise the area and contribute to the tourist development of the
Municipality or the Region (Fernandez-Martinez, Tamayo-Fajardo, Nuviala, Cabello-Manrique,
Nuviala, 2021; Funk, Jordan, Ridinger & Kaplanidou, 2011).

3. Methodology
3.1 Sample

This research was funded by the Regional Association of Municipalities of Eastern Macedonia
and Thrace (RAMEMT) in Greece. RAMEMT is consisted of 22 Municipalities and represents one

of the 13 Regions of Greece. The sample of this research was the staff of the sport offices of
RAMEMT, in particular 45 people (31 men and 14 women) were participated.
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3.2 Questionnaire

For the purpose of the research, a questionnaire was created in Google Forms. In particular the
questionnaire consisted of 103 questions of which 49 closed and 54 open. The questions were about
contact details, local authority / status of ownership, management of the sports facilities, competent
service unit in the current internal service organization of the municipality, regulations, scope of the
facility, “Pelopas™ platform for sports facilities registration, general presentation of the facility,
schedule of operation, exploitation - activities, concession procedures, maintenance, facility
equipment, facilities for athletes, service areas for athletes, lockers, auxiliary areas, press service -
technology, operating systems, general accessibility of the facility / parking areas, entrance / exit
control, access to the facility, accessibility for people with disabilities, staffing, employment
relationship and categories of staff employment, provision of first aid, donations / sponsorships, etc.

3.3 Process

The research team contacted a communication with all Municipalities for the appointment of a
representative on sports issues in each Municipality and coordinated the procedure. The staff of the
sport offices received by email a link for the completion of the questionnaire. Once the survey team
had collected all the questionnaires, they proceeded to analysis. These questionnaires identified
deficiencies and explored the potential of the sports facilities.
4. Results

4.1 Status of ownership

In response to the question on ownership status, 94.1% answered that the facilities belong to the
Municipality, while 5.9% to a Public Law Entity.

4.2 Monitoring at political level

At the political level, supervision is carried out by the deputy mayor (74.2%), the mayor (24.2%)
and other (1.5%).

4.3 Responsible department

The responsible department in the current Internal Service Statute of the Municipality is a
department in a Directorate (75%) and other (25%).

4.4 Existence of regulations
In the question regarding operating regulations, 85.5% responded that there are operating

regulations, 38.7% that there are program regulations, 12.9% that they did not know, 3.2% that
there are instrument use regulations and 1.6% that there are other regulations.
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4.5 Regulation of the operation of sports facilities

Tab. 1: Regulation on the operation of sports facilities

The purpose of the facility, the duties and obligations, the days and hours of operation, the procedures to be followed in all matters | 85,5%
relating to the operation of the facility

The duties and obligations of the management 83,9%
The procedure for the concession of the facilities and equipment to associations/organizations/citizens 82,3%
The obligations for clubs arising from the concession and the procedure for holding matches and events 80,6%
The process of maintenance - repair of the facility 62,9%
The procedure for dealing with emergency situations 29,0%
Does not Know 12,9%
Procedure for dealing with injuries 0%

4.6 Facility range based on the standards

When asked about the scope of the facility, the standards of each sport and the activity it hosts -
level of matches, 95.6% responded that it hosts local level matches, 33.8% that it hosts regional
level matches, 27.9% that it hosts national level matches, 7.4% that it hosts inter-Balkan level
matches, 4.4% that it hosts European level matches, 2.9% that it hosts international level matches,
1.5% that it is a training facility.

4.7 PELOPAS platform questions

e Did you fill in only the mandatory registration fields? 50.7% = Yes, 49.3% = No.
e Did you have all the data available? 11% = Yes, 89% = No.
e Are there any sports facilities that are not licensed? 50% = Yes, 50% No.

e Did you encounter any difficulty in the way the data was recorded on the platform? 47,6% =
Yes, 52,4% = No.

4.8 Difficulty in recording data

When asked about difficulties in recording data, 57.1% responded that they did not save the
record, 28.5% that some options were not responsive, and 14.2% responded that they had difficulty
entering coordinates and uploading photos.
4.9 Type of facility

In the question related to the type of facility, 49.2% are football stadiums, 20% are open
stadiums, 12.3% are indoor gyms, 7.7% are sports centers, 7.7% are indoor gyms and finally 3.1%
are national stadiums.
4.10 Utilization of sports facility

In the question regarding the utilization of the sports facility, 96.9% answered that it is used by
clubs for training, 83.1% for sporting events, 70.8% for competitive activity of clubs, 46.2% for

sports programs for all, 41.5% for educational programs - organized visits to the facility, 30.8% for
rental for other reasons and 29.2% for rental by private entities for conferences / meetings.
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4.11 Concession procedures

Tab. 2: Concession procedures

Application by the person/club concerned 89,1%

Written concession procedures 68,8%

A private agreement setting out the details of the concession, safeguards and security conditions in the event of 26,6%
damage

A declaration of acceptance of the operating regulations and a decision by the city council 21,9%

Without any procedure 1,6%

4.12 Recipients of services

Tab. 3: Recipients of services

Amateur sports clubs 98,5%
Sports associations 80,6%
Organisers of sporting/cultural/entertainment events 62,7%
Federations 44,8%
Natural entity 43,3%
Citizens freely engaged in sport 41,8%
Departments of sport for all programmes and cultural associations 40,3%
Sports camps for team and individual sports 37,3%
Associations for people with disabilities, public enterprises and individuals for personal training and fitness services 35,8%
Professional sports clubs and organizations for training tourism services and spiritual centers 34,3%
Scientific organizations for the organization of conferences - seminars, legal entities under public law and legal entities | 32,8%
under private law

Organizations 31,3%
Chambers 29,9%
Work centers and commercial activities 28,4%
Other 1,5%

4.13 Allocation of uses to entities

In the question on the allocation of use to entities, 97% answered that it is free of charge, 16.4%
depending on the case, 11.9% with a monthly fee and 1.5% that it is done in another way. No
replies were received for an annual fee and short-term fee-based concession agreements.

4.14 Conservator of the facility

In response to the question regarding the maintenance provider, 66.7% responded that it belongs
to municipality services, 28.3% that it is a contractor, and 5% that it is a private partner.

4.15 Existence of a periodic inspection and maintenance programme

In response to the question on the existence of a periodic inspection and maintenance program
for the facilities, 47.4% responded that the program is semi-annual, 42.1% that it is weekly, 13.2%
that it is annual, 5.3% that it is daily and 2.6% that it is monthly.

4.16 Type of use

In the question regarding the type of use, 48% responded football hall, 28% responded basketball
hall, while 4% responded handball hall, 4% responded muscle strengthening-weight room, 4%
responded gym, 4% responded aerobic - fitness room, 4% responded multi-purpose room, and 4%
responded other.
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4.17 Floor material

Tab. 4: Floor material

Floor material %
Grass 66,1
Wood parquet 21
Safety tiles 6,5
Cement 3,2
Natural turf, tartan-type rubber turf 3,2
Soil 3,2
Rubber 1,6
Cast flooring 1,6
Rollflex rubber carpet 1,6
Plastic flooring 1,6

4.18 Existence of a perimeter security zone

When asked about the existence of a perimeter security zone, the most popular answer was
“Yes” (84.1%), followed by “Don’t know” (13.6%), while only 2.3% said that there is no perimeter
security zone.

4.19 Existence of demarcation lines

When asked about the existence of demarcation lines, the most popular answer was “Yes”
(83.9%), followed by “Don’t know” (10.7%), while 5.4% stated that there are no demarcation lines.

4.20 Athletes’ facilities

With regard to the facilities for athletes, the tables show the percentages in terms of number and
square meters.

Tab. 5: Changing rooms

Changing Rooms

Number % Dimensions %
1-2 10 10cm? 16,7
3-4 70 15cm? 16,6
5-6 15 25cm? 66,7
10+ 5

Tab. 6: Shower facilities

Shower facilities

Number % Dimensions %
1-2 11,1 4cm? 50
3-4 445 5 cm? 25
5-6 11,1 6 cm? 25
>10 33,3

Tab. 7: WC
WC
Number % Dimensions %
1-2 15,4 2 cm? 40
3-4 46,2 4 cm? 60
7-8 15,4
>10 23
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4.21 Stands

Regarding the stands of the sports facilities, the largest percentage (48.9%) answered that there
are chairs in the stands, 44.4% that they are developed by concrete, 28.9% that there are fixed
stands, 15.6% that they are detachable, 6.7% that they are wooden, while 2.2% answered that there
are no stands.

4.22 Number of seats

For the total number of seats, most (33.3%) responded that they range between 200-400, 29.8%
that they range from 0-200, 14.8% that they are >1000, 14.7% that they range between 400-800,
while 7.4% responded that they did not know the number of seats.

4.23 Possibility to place additional seats on the pitch

Regarding the possibility of placing additional seats on the pitch, the most popular answer was
“Yes” (55.5%). 11.1% of them stated that there is a possibility of placing 500 additional seats. Also,
11.1% each stated “there is only the possibility of placing 50”, “No” and “I don’t know”’.

4.24 Seating capacity

For total spectator capacity, the highest frequency (35.7%) occurred in facilities with 200-400
seats, 35.7% responded that seats ranged between 0-200, 14.3% responded that seats ranged
between 400-800, and 14.3% responded that seats were >1000.

4.25 Existence of places for people with disabilities

In relation to the existence of places for people with disabilities, 84.6% stated that there are,
while 15.4% stated that there are no places for them.

4.26 Existence of a seating plan

In response to the question on the existence of a seating plan, the majority (47.8%) stated that
they did not know if there was one, 34.8% stated that there was none, while only 17.4% stated that
they have.

4.27 Auxiliary areas

Tab. 8: Auxiliary areas

Auxiliary areas %
Material warehouses 75,5
Engine room 65,3
Administration offices 59,2
Organised treatment room with first aid equipment 51
Canteen 38,8
Staff working areas / offices 30,6
AED/CPR Rescue Kits storage area 22,4
Conference room 21
Laundry/dryer 16,3
Visitors” waiting room 8,2
Technical repairs and maintenance 6,1
Sauna 41
Cafeteria 41
Physiotherapy room 3,2
Screening room 2
Medical services/doping control area 1,6
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4.28 Technology - Press Services

Tab. 9: Technology - Press Services

Technology - Press Services %
Telephone line 94,4
WiFi - wireless network 72,2
Wired network 444
Special room for interviews / press conference 27,8
Special room for live media coverage / TV broadcasting 27,8
Photocopying machine 22,2
Electric substation 17,7
Press office with computer 16,7

Satellite antenna -

4.29 Lighting

Regarding lighting, 95.3% said they use halogen bulbs, 12.5% use LEDs, while 1.6% use other
types of lighting.

4.30 Heating / cooling

For the heating and cooling mechanism, 62% stated that it runs on electricity and 62% on oil,
while only 2% use natural gas or 2% use something else.

4.31 Ventilation

When asked if the facilities have a ventilation system, 50% answered positive, 31.2% said they
did not know, while 18.8% said they did not have one.

4.32 Acoustics

In the question regarding the quality of acoustics the most popular answer claimed that it was
average (57.1%), followed by the answer that it was considered poor (21.4%), only 10.7% claimed
that it was very good, 7.1% rated it as good and finally 3.6% considered the acoustics very poor.

4.33 Fire protection

When asked whether there is fire protection, 63.2% answered that there is, 23.7% that they do
not know, while 13.2% that there is none.

4.34 Anti-theft protection

In the variable on anti-theft protection, 50% stated that there is an alarm system, 33.3% stated
that they do not know, 22.2% have created special fencing, while only 5.6% are protected by 24-
hour security.

4.35 Car parking spaces

Tab. 10: Car parking spaces

Car parking spaces %

Spectators 96,4
Media 96,4
Personnel 98,2
Administration 98,2
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4.36 Existence of space for the approach, parking and manoeuvring of vehicles necessary for the
conduct of an event

When asked about the existence of space for the approach, parking and manoeuvring of vehicles
necessary for the conduct of an event (e.g., ambulances, fire trucks, patrol vehicles,
cleaning/transportation vehicles for equipment and materials, special TV broadcast vehicles, etc.),
94.6% said they have it, 3.6% did not know, while only 1.8% of facilities did not have it.

4.37 The entry/exit control

Control for entry and exit in the premises is most often done with the supervision of a guard
(67.4%), 19.6% are not aware of the existence of a system, 17.4% use another procedure and
method and finally, with a percentage of 4.3% equally, control is done with an electronic system,
user card and attendance book.

4.38 Access to the facility

In terms of access to the sports facilities, driving from the city center was the most popular
option (100%). This was followed by walking (44.3%), by city bus (37.7%) and by municipal bus
(9.8%). 4.9% stated that there is a nearby port, 3.3% stated that there is access to a nearby airport
and only 1.6% stated access by train.

4.39 Instructions recorded on the municipality 's website or in hard copy with alternative ways of
accessing the sports facility

Regarding the instructions recorded on the municipality’s website or in printed form with
alternative ways of accessing the sports facility (means of transport, timetables, travel time from
hubs, airport/railway/bus station/city transport, etc.), 59.6% stated that they have taken care of this,
25.5% have not created instructions and 14.9% stated that they do not know if there are instructions.

4.40 Map of the location of the facility and access from junction points

To the question whether there is a map of the location of the facility and access from junction
points, 51.5% answered positively, 27.3% answered negatively and 21.2% answered that they did
not know.

4.41 Permanent staff of the municipality employed at the sports facilities

Tab. 11: Permanent staff of the municipality

Permanent staff of the municipality employed at the sports facilities

Specialization Number of Persons / Percentages
0 1 2-3 4-6 7-10 10+
Administrative staff 17,6 25 23,5
Physical Education & Sport Science Instructor 10,3 29
Plumber 2,9 8,8
Electrician 8,9 15
Maintenance technician 10,3 1,4 1,4
Fire safety technician 10,4
Safety technician 10,4
Occupational Safety Officer 10,3 2,9
Cleaning staff 8,8 25 1,4
General duties staff 10,3 16,2 2,9 15
Assistant staff 10,5
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4.42 Temporary personnel of the Municipality employed in the sports facilities

Tab. 12: Temporary personnel of the Municipality

Temporary personnel of the Municipality employed in the sports facilities

Specialization

Number of Persons / Percentages

0 1 2-3 4-6 7-10 10+
Administrative staff 10,3 1,4
Physical Education & Sport Science Instructor 10,3 1,4
Plumber 10,3 1,4
Electrician 5,9 4.4 14
Maintenance technician 11,8
Fire safety technician 11,8
Safety technician 11,7 1,4
Occupational Safety Officer 11,8
Cleaning staff 5,8 22 15 15
General duties staff 8,8 20,5 29
Assistant staff 8,8 2,9 15

4.43 Employment relationship and specialization of staff (salaried/other employment relationship)

Tab. 13: Employment relationship and specialization of staff

Employment relationship and form of employment of staff (salaried/other employment relationship)

Specialization

Number of Persons / Percentages

0 2-3 4-6 7-10 10+
Regular staff (permanent / indefinite time) 10,3 455 59 59
Fixed-term contract (duration of contract) 2,9 16,2
Project contract (duration of contract) 8,8 15
There are contracts with private partners/individuals for specific 10,3 15 2,9
services
Operating and maintenance costs are taken over by the clubs using 11,8
the facility
4.44 Access management
Tab. 14: Accessibility for people with disabilities and people with access problems
Access management %
Mobility requiring the use of an automatic wheelchair or scooter 52,6
Mobility requiring the use of a manual wheelchair 92,1
Mobility requiring the use of other mobility aids 42,1
Mobility - no assistance required but there is a limitation of mobility, e.g. ability to cover a limited distance 39,5
Blind or partially blind 39,5
Deaf or hard of hearing 39,5
Cognitive difficulty related to speech, comprehension or learning 39,5
Other disabilities 15,8

4.45 Accessibility attributes

The following table shows the accessibility attributes that exist or not at the sports facilities.
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Tab. 15: Accessibility attributes

Accessibility attributes %

Yes No
Designative accessible parking spaces 45,6 14,7
Existence of a ramp near the parking spaces for the people with disabilities 10,3 45,6
An intercom at an accessible height at the entrance/reception 51,4
Entrance that offers independent access (automatic doors) 52,9
Clear signage indicating accessible areas/features 13,2 39,7
Alternative format guest information (text, Braille, audio tape etc.) 4.4 455
Continuous accessible path to all shared spaces (rooms, hall, gym, swimming pool, etc.) 20,5 30,9
Handrails throughout facility 7,3 441
Seats near the lift for the stands 15 51,4
Specially designed wheelchair spaces at the stands in a safe place 4.4 41,7
Specially designed wheelchair spaces near the pitch in a safe place 8,8 38,2
Accessible areas for athletes’ services 41,2 16,2
Easily operated door handles (e.g. D-handles) 7.4 47
Switches and door handles located 900-1100mm above floor level 25 27,9
Clear circulation and manoeuvring space between walls and other equipment at the facility 13,2 39,7
Access to a telephone typewriter (TTY) 13,2 42,7
Internet and/or email access 13,2 38,2
Men’s / women’s changing rooms for people with disabilities (at least one) 11,8 42,6
Bathroom/WC door that opens outward 23,5 324
Non-slip bathroom floor 4.4 47
Call/emergency button in the bathroom/WC 47
Grab rails in the bathroom/WC (800-810mm) 4 47
Roll in hobless shower entry (no raised edge) 8,8 41,2
Pull-down bench in shower 3 441
Handheld shower head with a long hose (2 metres) 2,9 455
Lever action mixing water taps 15 47
Toilet seat between (460-480mm) in height from the floor 59 44,2
Clear circulation space between the toilet and the walls/door to allow for transfer 10,3 38,2
Emergency evacuation orientation 59 41,2
Illuminated switches 8,8 36,8
Well-lit public areas 147 29,4
Emergency phone in lift 1,5 47
Easy push floor surface (tiles, etc.) 7,3 41,7
Pool with access provisions 59 45,6
Gym with access provision 59 42,6
Trained fitness instructors in helping individuals with disabilities to participate at sports/recreation programs 44 42,6
Facility with accessible sauna, jacuzzi or hot tub 2,9 47
Trained personnel in helping individuals with disabilities 4,4 455
Professional support and training in the facility 2,9 47
Suitable sports equipment for people with disabilities is provided 4.4 47,1
Sports/recreation programs that allow persons with disabilities to 59 455

participate

4.46 Actions taken for the evacuation of sports facilities

At the question concerning the actions taken to evacuate sports facilities, the table shows the
percentages of responses.

Tab. 16: Evacuation actions

Actions taken for the evacuation of sports facilities %
Escape and evacuation plans 14
Escape and evacuation plans posted in visible places 9,3
Clear responsibilities of all employees (who does what, when, how) 7
Staff training 81,4
Sound system for crisis information 9,3
Mobile android/ios application 2,3
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4.47 Providing first aid

Tab. 17: Providing first aid

Providing first aid %

Pharmacies in visible and accessible place 47,6
Disinfection programme for sports facilities, changing rooms and toilets 45,2
AED/CPR Rescue Kit 40,5
First aid training for staff 38,1
Oxygen bottle 33,3
Medical support staff 71
Medical and first aid procedures 7,1
Doctor 2,4
Written instructions posted in visible places on what to do in the event of an accident 2,4
Written appointment of a person responsible for medical matters 0

4.48 Formation and development of a stable network with stakeholders, in order to support,
promote, manage and operate more efficiently

When asked whether a stable network of entities has been formed and developed to support,
promote, manage and operate more efficiently (e.g. associations, federations, educational
institutions, etc.), 40.5% answered positively, 37.8% said they did not know and 21.6%
answered negatively.

4.49 Donations/sponsorships

When asked if there are donations/sponsorships to support the operation of the facility, 61.5%
responded that they did not know and 38.5% responded that there were none.

5. Discussion

The results of the survey showed that the majority of municipalities have privately owned sports
facilities. This gives them the flexibility to use their facilities more easily, as: a) their decisions do
not involve other bodies, b) there is not much time between the decision and its implementation,
and c) the cost of implementing decisions is minimized, as no additional documents and the
mediation of legal services are needed. While privately owned sports facilities can offer some
benefits, it is important for local authorities to ensure that these facilities are accessible to all
members of the community, regardless of their socio-economic status or ability level. To achieve
this, local authorities can consider the following actions:

e Establish partnerships with private facility owners to ensure that they are meeting the needs and
interests of the community, and to negotiate fair pricing and usage policies that reflect the public
interest.

e Develop a system for monitoring and regulating privately owned sports facilities to ensure that
they are meeting basic health, safety, and accessibility standards, and to address any complaints
or issues that may arise.

e Prioritize the development and maintenance of publicly owned sports facilities that are designed
to serve the diverse needs and interests of the community, and that are accessible to all citizens.

e Engage with citizens and stakeholders to gather feedback and input on the availability and
quality of sports facilities, and to identify areas where additional investments or improvements
may be needed.

By taking a balanced and strategic approach to the ownership and management of sports
facilities, local authorities can ensure that their communities have access to high-quality and
inclusive sports opportunities that promote health, well-being, and social connection. It is true that
the supervision of sports facilities by a deputy mayor may be influenced by their personality or
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political beliefs, which can create a risk of improper exercise of supervision. To minimize this risk,
it is important to establish clear guidelines and procedures for the management and oversight of
sports facilities, and to ensure that these guidelines and procedures are followed consistently and
transparently (Hallmann, Kaplanidou, Breuer, 2010).

A structured hierarchical organization can be beneficial in ensuring that decisions are made and
actions are taken in a controlled and accountable manner. This allows for effective oversight and
monitoring of the management of sports facilities and provides a means of identifying and
addressing any malfunctions or deficiencies that may arise (Karastathis, Yfantidou, Kormikiari,
Gargalianos, & Kalafatzi, 2021). Ultimately, the effective supervision of sports facilities requires a
commitment to ensuring that the best interests of the community are served, and that resources are
managed in a responsible and accountable manner. This requires a combination of effective
leadership, clear guidelines and procedures, and a culture of accountability and transparency.

It is concerning that a small percentage of respondents in the survey were not aware of the
existence of operating regulations or rules governing the operation of sports facilities. This suggests
that there may be a lack of communication and training among municipal officials responsible for
managing these facilities. It is important to ensure that all relevant stakeholders are aware of the
regulations and rules governing the operation of sports facilities, and that appropriate training and
education is provided to staff to ensure that they are able to implement these regulations effectively.
While it is positive that most sports facilities already have operating regulations in place, it is
important to ensure that these regulations are complete and comprehensive. In particular, the
absence of procedures for dealing with injuries and emergency situations is concerning, as these are
critical aspects of managing sports facilities. It is important to review and update regulations
regularly to ensure that they remain relevant and effective in addressing the needs of users and
ensuring the safety of all involved.

In summary, while the existence of regulations governing the operation of sports facilities is a
positive step, there is a need for greater awareness, training, and education among municipal
officials to ensure that these regulations are implemented effectively. Additionally, regulations
should be comprehensive and regularly reviewed and updated to address the evolving needs and
challenges of managing sports facilities.

As far as the range of facilities based on the specifications of each sport, the survey showed that,
almost in absolute majority, their potential is exhausted at the local level. On the one hand, this fact
shows that the facilities are used by the citizens of the municipality concerned, but on the other
hand it reveals an introversion of the municipalities, as both at regional and wider level, the low
rates of hosting sporting activities prove that there is a lack of cooperation. Perhaps adopting a more
outward-looking attitude to develop new partnerships would improve the utilization of facilities.
For example, the use of the facilities as training facilities could bring multiple benefits to the
municipalities, including stimulating the economy of the area concerned.

Regarding the registration on the platform “Pelopas”, all the Municipalities have participated
universally. It is noteworthy that all respondents replied that they recognize the benefits of
registering sports facilities. However, the fact that only half of the respondents have answered only
the mandatory fields of the registrations, and that the officials responsible for completing the
questionnaire did not have all the data at their disposal, as shown by almost all the responses,
demonstrates the need for communication and cooperation from all departments of the
municipalities, both horizontally and vertically (Bull & Lovell, 2007).

At the same time, the survey revealed that the types of sports facilities in each municipality are
limited. The majority are football pitches, while swimming pools are a few. However, the short
distances between the municipalities in the Region enable easy movement of participants and the
adequate development of sports at local and regional level. This fact could be exploited to increase
the organization of sporting events which, as the research has shown, while there is a will, there is
no corresponding support in terms of technical, financial and human resources.

With regard to the general operating systems used, the main energy sources are electricity and
natural gas. Also, for the electrification of the installations, almost all the installations use outdated
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technology, electrification with halogen lamps, as opposed to the more modern and certainly more
economical, electrification with LED lamps. The latest developments worldwide at political and
economic level have had a negative impact on fuel prices and it is considered necessary to adopt
alternative and sustainable forms of energy in order to ensure the sustainability of sports facilities.

In the question on whether fire protection is in place, only two thirds answered that it is covered,
and similarly, as regards the variable on anti-theft protection, only half of the respondents stated
that they have an alarm system. Here again, the lack of communication between the staff of the
different departments is evident, as for both of the above variables the percentage that stated that
they did not know reaches one third of the total.

Regarding access to sports facilities, the survey showed that athletes mainly travel by car,
followed by those who do not use any means of transport, while the percentage of those who can
reach the facilities by public transport is significantly lower. The non-availability of a nearby airport
and port for the majority of facilities and the lack of a train approach to the region of EMT makes it
difficult to choose the region for the implementation of sporting events and are issues that need to
be addressed at a higher level.

Regarding the questions on the staffing of the sports facilities of the municipalities with
personnel either with permanent employment or as temporary staff, the survey showed that there are
significant shortages in all sports facilities. Understaffing is a result of the economic crisis in
general and carries the risk of sports facilities either under- or under-performing with a multitude of
adverse consequences, such as an increase in accidents, poor maintenance of the area, increased
looting and damage to buildings and equipment, etc.

The survey showed that about half of the sports facilities of the municipalities have provision for
parking and accessible service areas for athletes. The survey also showed that there are particularly
low rates (less than 10%) with regard to continuous accessibility of the facilities, specially designed
toilets, changing rooms and showers, lighting, special equipment and, of course, qualified and
properly trained staff. The survey showed the need to give importance to the accessibility part, to
have support from the state in order to ensure that sports facilities are used equally by all citizens of
the municipality concerned. It might be useful for municipalities to seek funding through European
programmes that promote equal treatment actions in order to improve accessibility to sports
facilities (Yfantidou et al., 2018; VVan den Berg, Braun & Otgaar, 2000).

It is concerning that sports facilities rely primarily on staff training for response and risk
management, and have inadequate escape and evacuation plans. It is essential to have well-designed
and practiced evacuation plans to ensure the safety of all individuals in case of an emergency.
Additionally, having trained staff in first aid, including doctors and nurses, is crucial for providing
immediate medical attention in case of injury or other health-related issues. The lack of necessary
equipment, such as defibrillators and pharmacies, also poses a significant risk to the safety of sports
facility users.

It is commendable that some facilities have staff trained in first aid, but it is imperative that all
facilities have adequate resources and trained personnel to address any health emergencies that may
arise. The safety of sports facility users should be a top priority, and any shortcomings must be
identified and addressed promptly to ensure the safety of all individuals (Cocking, Drury & Reicher,
2009).

Overall, it is crucial for sports facilities to have comprehensive risk management plans that cover
all aspects of safety, including evacuation plans, first aid, and necessary equipment. By prioritizing
the safety of their users, sports facilities can ensure that individuals can enjoy sports and
recreational activities without fear of harm (Borch, 2013; Drury & Reicher, 2020).

The research findings suggest that there is a need to expand efforts to increase extroversion and
develop communication between municipalities, associations, federations, and educational
institutions in order to create a stable network that can support, promote, manage, and operate more
efficiently. The low percentage of respondents who have developed a communication network with
similar bodies indicates that there is a significant room for improvement in this area.
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Events and joint actions between municipalities can be effective means to develop
communication and establish stable relationships that promote partnerships and contribute to
extroversion. By organizing and participating in such events, municipalities can expand their
networks and create opportunities for collaboration and knowledge sharing. These events can also
provide a platform for discussing common challenges and finding solutions to address them.

Developing partnerships and networks between municipalities can lead to several benefits,
including improved coordination and resource sharing, increased efficiency in service delivery, and
the ability to tackle complex problems through joint efforts. By working together, municipalities
can also increase their visibility and attract investment and support from external partners.

In conclusion, the findings of the research highlight the importance of expanding efforts to
develop communication and partnerships between municipalities and similar bodies. Events and
joint actions can be effective means to achieve this goal and create stable networks that can support,
promote, manage, and operate more efficiently. By investing in these efforts, municipalities can
benefit from increased coordination, efficiency, and visibility, which can lead to improved service
delivery and better outcomes for their communities (http://www.tafisa.de; http://www.iwbf.org;
http://www.isca-web.org; https://ec.europa.eu/programmes/erasmus-plus/about_el).

5.1 Contemporary threats and problems

Like any organization, sports facilities are directly affected by both their internal and external
environment. The most important areas that constitute the environment of sports facilities are
related to the economy, the legal framework, the demographic factor, technology, politics, climate
change, the pandemic we are currently experiencing and international developments in the energy
sector.

The economic downturn of recent years caused by the global financial crisis, the decline in the
purchasing power of citizens and changes in consumer preferences have had a significant impact on
the operation of all organizations and, by extension, sports organizations, particularly non-profit
organizations, which are finding it difficult to raise funds. Increases in the prices of goods and
services and the high level of unemployment have a negative impact on the consumption of goods
and services (Alexandris, Kenanidis, Balaska & Ntovoli, 2020).

The operation of sports organizations may be affected by changes that may occur in the
legislative framework of the country, the tax framework, the rules governing the safety and health
of citizens, the laws governing labor relations. The operation of sports organizations may also be
affected by the demographic factor relating to the population of the area concerned. For example,
the increase/decrease in the number of unemployed people, families with one income, senior
citizens, births taking place in the area, ethnic diversity, are factors that can have a significant
impact at the local level and need to be taken into account as they determine the proportion and type
of activities that can be developed in the area.

In the last 50 years technology has been developing rapidly and is an exogenous factor that puts
pressure on all organizations. Technology has penetrated all areas of human activity and has
progressively penetrated sport. Despite its positive impact on all areas of our lives, it also has
negative implications for fitness and participation in sport, as it encourages sedentary lifestyles and
physical inactivity.

The role of the state in the development of local authorities and, by extension, in the sports
participation of citizens is very special and of great importance. Experience shows that development
issues are very much influenced by the relationship between the state and the local authorities. In
the past, local government was more partisan, which stood in the way of developing partnerships
with the state in order to achieve the required objectives. Partisan entrenchment hinders progress in
all areas, as it usually serves only small political interests and is indifferent to the common good.
Getting rid of these orientations and making the people who run the local authorities care for the
citizens leads to development and prosperity (Alexandris, Girginov & Scheerder 2023).
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The climate change that has affected the planet in recent decades, the greenhouse effect, high
temperatures and extreme weather events have a significant impact on sport (Laing & Frost, 2010).
These phenomena pose a threat to the organization of sporting events and, by extension, to the
profits they generate for sports organizations or the sustainability of municipal sports facilities. The
I0C has included environmental issues on its agenda and in 2005 published a specific code on how
to organize and conduct the Olympic Games, taking into account environmental issues.
Specifically, it addresses parameters relating to facilities, accommodation for athletes and
spectators, transport, nutrition for athletes, hygiene conditions in Olympic venues, waste
management, energy, etc. Organizations involved in sport must set themselves the objective of
improving their sustainability strategy in order to cope with the damage that occurs in sports venues
due to extreme temperatures and prolonged periods of drought or flooding. Climate change is an
urgent and vital issue, which must be taken seriously both for the health of athletes and spectators at
sporting events and for the ability of sports organizations to continue operating in sustainable
conditions. Municipalities must make the necessary arrangements to improve their infrastructure
and make it as resilient as possible (Yfantidou & Matarazzo, 2017). The use of retractable roof
systems, improving the capacity of pitches to absorb water and channel it out of the site, and the
development and dissemination of aerodynamic structures that reduce the wind intensity to which
athletes and visitors to sports facilities are exposed can help to minimize the impact of extreme
weather events (Girginov & Preuss, 2021).

The pandemic lockdown still today has an impact on all areas of our daily lives, as it has
negatively affected both the physical and mental health and well-being of people around the world.
The strict protocols to reduce the spread of the virus have also affected local communities, which
have suspended many sporting activities and cultural events that used to attract tourists. It is
important to stress the risk that small-scale events and indoor sports are at risk if they are not
adapted to the new conditions by adopting the appropriate measures proposed by the competent
bodies.

High energy costs are now a threat to sport in Europe and, by extension, in our country. Saving
energy, energy consumption and the production of clean energy should be the main concern of
everyone and especially of the state. Environmentally friendly construction and renewable sources
should be feasible options. Unfortunately, however, they are long-term processes and the state has
not yet made the necessary investments to implement them in the near future. Many sports facilities,
particularly swimming pools, which consume much more energy, especially in winter, are called
upon to deal with emergency situations that even put their very operation at great risk.

6. Conclusions

In Greece not enough measures have been taken specifically for sport. There are some moves at
central level, such as subsidies for electricity, gas and car fuel, but these are not enough to cover the
needs. A reduction in fuel tax and additional subsidies can make an important contribution to
overcoming the energy crisis as painlessly as possible. The main concern of the Ministry of Sport
should be to create sustainable sports facilities and to provide the necessary funding to ensure that
all sports facilities achieve energy class A.

Factors that hinder development, do not eliminate the bad texts of the area and hinder the
implementation of new ideas and proposals that promote the sporting idea are the lack of a
methodologically integrated strategic development planning, the poor management of human
resources and the sporting policy that is not based on scientific training. The main concern of those
responsible should be the human resources that staff the relevant municipal departments. Particular
attention should be paid to the recruitment of experienced and trained staff, especially those who
will be involved in activities involving children, as incidents of harassment and violence against
both children and vulnerable social groups have recently come to light. Selecting the right people,
as well as their ongoing assessment by experts, reduces the chances of pathologies and extreme
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behaviors occurring against the athletes and provides safety in the facilities under the jurisdiction of
the Municipality.

In conclusion, the need to create the right conditions in the economic and organizational sector
should be stressed, so that sport at all levels can follow the path of success, progress and social
contribution. The state, through the competent entities, must stand by the country’s sporting policy.
The effort to improve the logistical infrastructure, the reduction of bureaucracy and freedom from
petty political interests, will lead to the utilization of all the productive factors of sport and their
maximum efficiency through the programmes implemented and with the appropriate support from
both the state and private initiative.

The recording of the sports facilities of the local government gives the opportunity to identify
their shortcomings and weaknesses and changes can be planned that will contribute to the sporting
development of municipalities, for the benefit of society. Their maintenance, upgrading and
modernization should be a priority. The goal of sports development is controlled change, which
leads to improved efficiency. Knowing their potential in terms of sports facilities, Municipalities
will be able to claim and implement Sport for All Programmes, to join Public Investment
Programmes for the improvement of sports facilities, to claim participation in Partnership
Agreement (PA) 2014-2020 funded programmes for the further development of sports facilities and
energy saving in accordance with international standards, but also to obtain the special license
granted by the GSS for the 106organization of sports and cultural events, enhancing the quality of
the sports facilities and the quality of the environment.

Through the development of sport by the utilization of sports facilities, the Municipalities of
Ester Macedonia and Thrace will also contribute to the improvement of social conditions, as the
possibility of sport is a privilege for all, far from discrimination and social exclusion, giving space
to both the disabled and special population categories. Sports facilities will be made more user-
friendly, with a focus on youth development programmes, and more development opportunities will
be provided for sports clubs.
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Why are born-digital retailers expanding offline?
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Abstract

Framing of the research. The retail industry is undergoing a major shift with the rise of digital channels and the
decline of traditional brick-and-mortar dominance. However, some digital-born retailers are expanding their business
offline, presenting a new phenomenon that is worth exploring.

Purpose of the paper. This study aims to understand the reasons behind the decision of expanding offline and its
impact on both the customer journey and business model.

Methodology. The study utilizes a multi-case study approach, incorporating primary and secondary qualitative
data to provide a comprehensive and nuanced understanding of the subject matter.

Results. The findings reveal that companies expand offline for three main reasons: marketing, targeting new
customer segments or markets, and taking advantage of cross-channel synergies. The customer journey is impacted
mainly in the early phase when customers search for information about the brand and products, as they appreciate the
opportunity to interact with products, engage with people face-to-face, and have a positive experience. The study also
confirms that expanding offline can impact the business model, particularly in terms of customer relationships, targeted
customer segments, and partnerships.

Research limitations. It is worth noting that the study has some limitations, including a small sample size and the
selection of companies that only sell deep products.

Managerial implications. The research offers valuable insights into the motivations behind digital companies
expanding offline, providing a comprehensive framework for understanding the subject matter. The findings have
practical implications for digital retailers considering physical expansion and offer valuable insights into the factors
they should consider before making such a decision.

Originality of the paper. This study offers a fresh perspective on the existing literature by integrating a dual
examination of both the company ’s business model and customer journey. It provides a unique contribution to the field
of retailing and offers valuable insights for digital retailers contemplating physical expansion.
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1. Introduction

The retail industry has been in a state of flux for several years now, as the rise of online shopping
and changing consumer habits have led to the increase of e-commerce. The Covid- 19 pandemic has
only accelerated this trend, causing many consumers to purchase online (OECD, 2020). This,
together with the laws to address the pandemic that forced the closure of many physical stores, has
led some journalists to refer to the current situation as the “retail apocalypse” (e.g. Foroohar, 2020).
However, the data reveal a different picture: most retail sales are still made offline (Coppola, 2021)
and the number of retail physical stores in the US remained stable over the last years (Smith, 2020),
so there is no trace of a collapse in the number of physical stores. Nevertheless, it is undeniable that
the e-commerce industry is experiencing a steep increase and that many former physical-only stores
have expanded online.

Nowadays, the online-offline realities coexist, and a growing number of retailers interact with their
customers through different channels. In fact, also digital-born companies are opening physical
channels. While there is extensive research on traditional retailers expanding online, the opposite
phenomenon is less explored: why are digital companies opening physical channels?

The study examines why born-digital retailers expand offline. The objective is to increase
understanding in:

e Why did former pure digital retailers decide to open physical channels?
e How is the customer journey affected by these new channels?
e How other parts of the business model are affected by these new channels?

Findings provide valuable insights into the motivations and strategies behind the decision of
digital-only companies to expand offline and the impact of these physical channels on customer
journeys and business models. The research makes several contributions in the field of retailing by
providing a comprehensive framework for understanding the motivations behind digital companies
expanding offline, and presents a fresh viewpoint to the existing literature by integrating a dual
examination of both the company’s business model (BM) and the customer journey (CJ).

2. Theoretical Framework
2.1 Business Model

A business model (BM) is a tool that helps the company’s managers to understand how the firm
is able to create value and deliver it to its customers (Sinfield et al., 2011), and what are the most
effective mechanisms to capture part of it through its operations (Teece, 2010). For this article’s
purpose, the analysis of the BM is useful to understand how the physical channels can help digital
companies to increase their competitive advantage through redesign, substitution, or elimination of
certain elements of the BM (Jocevski et al., 2019). The Business Model Canvas is a tool that can be
helpful to summarize and visualize these systemic changes. The framework (Figure 1) is based on
Osterwalder and Pigneur (2010) work. The elements on the right (partnerships, key resources, and
key activities) represent all the elements that can be modified to improve efficiency while the
elements on the left (customer relationship, channels and customer segments) represent the
elements that can be optimized to increase the company value.

110



WHY ARE BORN-DIGITAL RETAILERS EXPANDING OFFLINE?

Fig. 1: Business Model Canvas
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Source: adapted from Osterwalder and Pigneur, 2010

Through the addition of an offline channel, the firm can potentially target all the customers that
do not use digital channels due to various reasons such as privacy and security concerns (Inman and
Nikolova, 2017; Nam and Kannan, 2020), technology avoidance (Vakulenko et al., 2019) or simple
preference for offline channels (Husemann and Eckhardt, 2018). These customers can be a large
source of revenue for the company and the opening of an offline channel can be a great opportunity
for companies to increase brand awareness and discover new customer segments. Regarding the
relationship with customers, offline channels open the possibility to create a tangible and concrete
multisensory experience (Zhang, Chang and Neslin, 2021), and providing customers with
information impossible to gather online (Cai and Lo, 2020; Gauri et al., 2020; Zhang, Chang and
Neslin, 2021). This could lead to an increase in customer satisfaction, thanks to the direct contact
with a salesperson (Gauri et al., 2020; Brown et al., 2014) and the shop ambience (Betancourt et al.,
2016). The company can take advantage of it also in the long term since this face-to-face
relationship can help in connecting with customers emotionally (Zhang, Chang and Neslin, 2021),
and build long-lasting relationships (Palmatier et al., 2006), useful to retain customers. Opening a
physical channel can also impact the cost structure and the efficiency of the company. In fact,
physical assets usually require more investment compared to online channels (Brynjolfsson et al.,
2009; Gauri et al., 2020). On the other hand, partnerships can increase efficiency because, with the
small financial risk, they allow the organization to reach a wider audience. The impact of a new
physical channel on a company’s key resources and activities varies based on the type of channel
and integration decisions. A partnership-based approach will not likely impact key resources and
activities while opening multiple stores or integrating technology can have a significant impact. For
instance, an in-store initiative that helps customers to order online items non-available in-store can
represent a key resource for the company in order to avoid market share reduction (Jocevski et al.,
2019).

Concerning the value proposition section, some scholars argue that channels vary in the value
they offer customers (e.g. Grewal et. al, 2004). However, others argue that channels do not differ.
This view sustains that, when fully integrated, channels should be able to deliver the value
proposition from any channel in the same way. In support of this hypothesis comes the BMC, which
defines channels as all the managed ways that a company uses to reach its customers to deliver its
value proposition (Osterwalder and Pigneur, 2010). This statement is important as it suggests that
businesses can prioritize their efforts towards establishing a robust value proposition, regardless of
the channel employed.

2.2 Channels

As per BMC, the channel element is responsible for delivering the value proposition to the
targeted customer segments. A company’s chosen channels serve several critical functions in terms
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of interacting with and delivering value to customers: in the information search stage of the CJ,

channels help customers learn about a company and its offerings; provide information and

assistance that helps customers compare different companies’ products and value propositions; in
the purchase stage, they enable customers to select and acquire the desired product or service; in the
acquisition stage, they deliver the value proposition to customers; and finally, in the post-purchase
and return stage, they provide customer support in case any problems arise.

Channels can be classified by their objective:

e Communication channels: used to reach and engage the target audience, raising awareness and
building interest. Thanks to two-way communication promoted by web 2.0, they are now also an
important way to collect data.

e Distribution channels: are responsible for delivering the product or service

e Sales channels: used to close the transaction with the customer.

Sometimes one channel can serve more than one purpose, for example, a website can be used as

a communication, sales and transaction channel.

Channels can also be classified according to ownership:

e Owned channels are those that are owned or operated by the company, such as company-owned
retail stores or in-house sales. They can be more expensive to set up and run but could lead to
higher profits compared to non-owned channels (Osterwalder and Pigneur, 2010), and they give
the company control over the products and brand presentation.

e Non-owned channels involve a partnership with another organization and can include options
such as retail stores, marketplaces, wholesale, or partner-owned websites. Partnerships are
convenient because companies can enter a market with an established customer base, they can
take advantage of the partner’s existing knowledge, and use an existing distribution network.
Channels can be categorized also considering the means chosen by the customers to interact with

the company. In the most recent literature, channels are categorized into three macro categories:

web-based channels, mobile channels and offline channels (Brynjolfsson et al., 2013). This study
categorizes the web-based and mobile channels into the category “online channels” and the physical
channels into the category “offline channels”. The following table illustrates and compares the

advantages of online and offline channels (Table 1).

Tab. 1: Comparison of offline and online channels

offline online
advantage | source advantage | source
customer point of view
; : : (Cai and Lo, 2020; Brynjolfsson, Hu
tangible, cg)r:c;erzee,nr;ultlsensory (Zhang, Cl;aglzgl?nd Neslin, wide assortment and Rahman, 2009; Gauri et al.,
P 2020)
(Cai and Lo, 2020; Gauri et al.,
possibility of product inspection 2020; Zhang, Chang and better pricing (Cai and Lo, 2020)
Neslin, 2021)
instant gratification and high (Cai and Lo, 2020; Gauri et al., - . .
delivery speed 2020) availability of reviews (Cai and Lo, 2020)
. . . accessible information on digital (Lal and Sarvary, 1999; Gauri et al.,
direct contact with salesperson (Gauri et al., 2020) attributes 2020)
sense of reliability and trust (Brown et al., 2014) quick compa;]scti)r;egtupr;(;ducts prices (Cai and Lo, 2020)
ambience (Betancourt et al., 2016) easy access and ubiquity (Brynjolfssor;let g(l)'ég)oog; Gauri et
immersive brand experience (Gauri et al., 2020) tailored experience (Marr, 2017;2%'1(:;;’ li-and Pigni,
less privacy and security concern (Nam and Kannan, 2020)
intensifying customer engagement (Palmatier et al., 2006)
company point of view
effective in building emotional (Steinhoff et al., 2018; Zhang, . (Marr, 2017; Piccoli and Pigni,
connection with customers Chang and Neslin, 2021) more consumers data available 2019; Bilgic and Duan, 2019)
best for long-lasting customer- - market scope is unlimited .
firm relationships (Palmatier et al., 2006) geographically (Brynjolfsson et al., 2009)
lower establishment and location costs (Brynjolfsson et al,, 2009; Gauri et
al., 2020)

Source: our elaboration
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2.3 Customer Centricity and Customer Journey Perspective

Starting from the view that the company’s success depends on the perceived value that
customers place on its products and services, we take the customer’s point of view into
consideration. The objective of the customer-focused firm is to maximize revenues by effectively
satisfying customers’ needs and maintaining customer loyalty (Shainesh and Gaurav, 2017), as
retaining customers is less expensive than finding new ones. A big challenge lies in the intrinsic
mutability and uncertainty of the relationship with customers: potentially they continuously change
their perceptions about a brand or a company, according to the positive or negative discrepancies
between their expectations and their perceptions. Thus, the creation or disruption of value can
happen at any time during the CJ, at any touchpoint, and thus, through different channels (Fglstad
and Kvale, 2018). Value creation (or destruction) influences intangible assets, e.g. the brand
reputation, but can also have an impact on market share and profitability (Gentile, Spiller and Noci,
2007).

The customer journey (CJ) is often described as a linear process divided into stages. This is a
simplified view of more complex processes, often characterized by nonlinear patterns and involving
multiple actors. However, it is a useful way for mapping and analysing the processes, as well as
having an easy overview of them (Fglstad and Kvale, 2018). Lemon and Verhoef (2016) described
CJ as a process in three phases: information search phase, purchase, and post-purchase. The
purchase phase then could be further divided into the purchasing and the acquisition phase (Gauri et
al., 2020), especially in digital CJs. In the information search phase, customers become aware of a
need and then seek information about potential products or services that can satisfy this need.
During the purchase phase, customers narrow down their options and make a final decision. Finally,
in the post-purchase phase, customers use and evaluate the product or service. If they are satisfied,
they may become loyal customers and advocates; if not, they may request refunds, customer service
or return the products. The customer experience is the result of all the feelings, perceptions, and
considerations that customers are exposed to during this process (Lemon and Verhoef, 2016).

For every phase of the CJ the customer has the possibility to choose between different channels
(Neslin and Shankar, 2009). This linear representation is useful to imagine an ideal CJ but it does
not express the possible cross-channel experience that the consumer might go through in the same
phase. This cross-channel experience can smooth obstacles by removing impediments (or instead
establishing barriers) that might spoil the customer-firm relationship (Gauri et al., 2020). The
customers have an active role and they can co-create their own tailored experience (Herhausen et
al., 2019).

3. Literature Review - Reasons to Open Physical Channels
3.1 Customer Experience

One of the reasons digital companies decide to establish physical channels is to improve the
quality of customers’ experiences through concrete, tangible and multisensory engagement (Gauri
et al.,2020; Zhang, Chang, and Neslin, 2021). Physical channels are particularly important to reduce
the obstacles customers may face during the first phase of the CJ, the information search phase.
This phase is characterized by the search costs, which can be defined as the effort that the customer
has to make to find relevant information about products or services (Gauri et. al., 2020). The higher
the search costs, the less smooth the customer experience. The internet decreased search costs, by
providing an easy and quick comparison of different offers in terms of prices and providing non-
sensory information about digital attributes (i.e. all the features of a product that can be
communicated online) (Gauri et. al., 2020). However, on the internet, it is still very difficult to gain
information about non-digital attributes, namely all the features that can only be evaluated through
physical inspection (Zhang, Chang, and Neslin, 2021). The problem is partially solved thanks to
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reviews, but these are too subjective and their reliability can be low as many reviews are fake or
biased, making it difficult for consumers to trust the information provided (Woollacott, 2022).

Moreover, the five senses are critical in the information search phase (Zomerdijk and Voss,
2010), especially to collect certain information that can be evaluated only physically. This raises the
topic of the strong connection between channels and the type of products (Neslin et al., 2014):
consumers decide what channel to use also based on the product they need to purchase. For
example, when purchasing cosmetics, consumers might want to evaluate the texture, smell the
perfume and receive tailored advice from a salesperson. The products that require a deep inspection,
often physical and tactile, are called “deep products” (Zhang, Chang, and Neslin, 2021). Based on
the fact that information quality drives customer satisfaction (Luceri et al., 2022) and that customers
select the channels that provide them with a better-perceived value and enable them to attain their
goals (Hosseini et al., 2018), it seems clear that consumers would prefer physical channels over
digital ones to gain information about deep products. In fact, despite the recent technological
advances, nowadays sensory information continues to be of higher quality in a physical context. To
remain competitive and allow customers to physically experience the products, digital companies
have to offer free returns (Jocevski et al., 2019). According to a survey made by Statista in 2020
more than 50% of e-commerce in North America and Europe already offer free returns (cf
Chevalier, 2021). However, customers may perceive the return process as stressful since it requires
additional effort and could increase search costs and , from a company point of view, reverse
logistics is complicated to manage and the environmental impact is remarkable.

Another option for digital-born companies to overcome search costs is to open a physical
location. These physical channels are often designed to provide customers with an enjoyable
experience and act as a communication channel for the company, with the objective of providing
information to customers. For example, showrooms are used to show the products to potential
customers and provide them with information and additional tailored services such as the advice of
an expert.

In addition to the role of providers of information, a physical presence can also be used by
companies as a marketing tool to build trust for the online shop and increase brand awareness.
Based on the try-before-you-buy principle, many online companies decided to open pop-up stores,
brick-and-mortars, or flagship stores to raise awareness about their products (Gauri et al.,2020).
These shops might be unprofitable, as their primary objective is to provide information, promote the
brand, and eventually redirect customers to online stores. The literature supports this idea, as the
multisensory engagement provided by a physical context increase the effectiveness of the learning
process needed to get information (Krishna, Elder, and Caldara 2010) and can impact customers
quality perception (Ackerman, Nocera, and Bargh 2010), enabling customers to make convinced
purchase decisions (Peck and Childers, 2003). As a consequence, the need for subsequent store
visits is reduced (Lal and Sarvary, 1999) and consumers are more likely to purchase the same
products online (Zhang, Chang, and Neslin, 2021). The other phases of the CJ might also be
determinants when deciding on offline expansion. When it comes to the physical environment, the
acquisition phase and the purchase phase of the CJ are generally not distinct from one another. This
immediate gratification can increase customer satisfaction. In addition, immediate delivery provides
customers with greater convenience, since delivery times and costs are not an issue (Gauri et. al.,
2020). Lastly, the after-sales phase of CJ is an opportunity to satisfy and retain customers (Cavalieri
et al. 2007). Giving customers the possibility to choose between different options can per-se
increase customer satisfaction e.g. customers can be satisfied simply because they can choose if
receiving online or real-person assistance.

3.2 Target Different Market Segments
Another reason for digital companies to open a physical channel is to target different market

segments and increase the customer base. Two market segments might be missed without a physical
channel:
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e The ‘soon-to-be’ customers i.e. those who know the company but, for a variety of reasons, never
purchase its products or services (Kim and Mauborgne, 2015). For digital channels, this might be
due to the fact that some customers are not prone to use digital channels: they might find the
process uneasy and react negatively to technology interactions (Vakulenko et al., 2019). They
might never switch to digital channels or be reluctant to do so, because, regardless of the
circumstances or type of transaction, customers want to engage in pleasant shopping experiences
(Gentile, Spiller and Noci, 2007). The privacy and security concerns can also influence
customers’ purchasing decisions online (Inman and Nikolova, 2017). Lastly, some customers
simply look for technology-free shopping experiences (Husemann and Eckhardt, 2018). Thus,
with the establishment of a physical presence, a company can expand its customer base and
alleviate potential sources of frustration for its customers.

e The ‘unexplored’ customers, meaning people who are in markets distinct from the company’s
ones (Kim and Mauborgne, 2015). These are all the potential customers that are not aware of the
brand’s existence, but this does not imply that they are not interested in the company’s products.
In this case, expanding offline can be an opportunity to increase brand awareness among the
general public and potentially discover new customer segments.

3.3 Cross-channel Initiatives to Increase Revenues and Decrease Costs
Mobile devices have had a significant impact on CJs and have made cross-channel experiences

much easier (Grewal et.al., 2017). By bridging the gap between digital and physical channels,

smartphones allow customers to move seamlessly between channels. Strategically managing cross-
channel initiatives by integrating channels can help in addressing this new market need (Gallino and

Moreno, 2014) and increase revenues. In fact, people that use smartphones while shopping tend to

spend more (Google, 2013). However, if not properly managed, they represent a threat for

businesses. For instance, webrooming (i.e. the habit of researching products online before buying
them in-person), can have negative consequences for digital-only companies. In this scenario, their
websites serve merely as sources of information in the first phase of the CJ. This might be one of
the reasons that push digital companies to open physical points of contact with their customers and
integrate them with their digital channels, to not lose potential customers. Sometimes companies
can instead take advantage and promote research-shopper phenomena (defined by Verhoef, Neslin
and Vroomen as the practices of using one channel to find information and the other to purchase

(2007)). For instance, physical spaces can be used as showrooms to allow customers to physically

experience the products to then redirect them to other sales channels (e.g. online channels).

Also in the purchase and acquisition phases of the CJ, cross-channel integration can be useful.
For instance, companies that implement the ‘buy-online-pick-up-in-store’ service provides
customers with the convenience of ordering online with the advantage of having a physical pick-up
point, and the opportunity to physically interact with additional products besides those they
purchased through the internet (Zhang, Chang and Neslin, 2021). The integration of channels can
also increase the company’s efficiency in delivery time and shipping fees (Gauri et al., 2020). When
companies have physical spaces as delivery points, the delivery is quick and customers have the
possibility to conveniently choose between different pick-up locations.

Moreover, pick-up points can help in overcoming one of the biggest downsides of digital
retailers: returns. Most e-commerce companies have free returns options as part of their value
proposition (Jocevski et al., 2019) to overcome the problem of non-digital information unavailable
online (Gauri et al., 2020). The returns are, however, extremely costly for the company and reverse
logistics is challenging to manage (Ulkii et al., 2013). There are times when it is simply more
convenient for companies to discard returned goods (Mull, 2021) and the environmental impact is
significant (Velazquez and Chankov, 2019). The physical experience can help the customer to make
a more informed purchase decision and decrease overall returns (Wang and Goldfarb, 2017).

To conclude, the introduction of cross-channel initiatives seems to positively impact the
profitability of the firm (Cao and Li, 2015) and customer satisfaction. If we only consider online-
offline integration, most of the literature has reported positive effects and a low possibility of
cannibalization effect. Integration between online and offline channels increases repurchase (Beck
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and Rygl, 2015), improve the perceived quality and value of the customer experience, decreases the
perceived level of risk and boosts sales in the online channels, while not negatively impacting the
physical store sales (Herhausen et al., 2015; Pauwels and Neslin, 2015).

The full integration of channels (also known as the omnichannel business model) is a growing
trend among retailers (Cai and Lo, 2020; Grewal et al., 2017) which affects not only the customer
experience but also the integration of data analysis and of logistics (Jocevski et al., 2019). In this
case, the channels are managed collaboratively rather than in silos, to achieve a common goal and
the overall performance of channels is considered, viewing the company as a unique system that
works with synergies between channels (Yang et.al., 2013). This means that businesses focus on
providing a seamless experience for customers, no matter the channels the customer decides to
choose to co-create its customized cross-channel journey, and retailers act as physical and digital
facilitators of market infrastructure (Brynjolfsson et al., 2013; Verhoef et al., 2015). However,
despite the clear benefits, the omnichannel strategy is still challenging to implement due to
integration difficulties and the complexity of the reorganization of processes (Cai and Lo, 2020).

3.4 Other Hypothetical Reasons

Opening a physical channel can increase brand value. The location plays a key role: having a
physical space in the proximity of other brands that target similar customer segments might increase
brand awareness and contribute to increasing the perceived brand value. This is especially true for
luxury brands (Arrigo, 2015). Companies might decide to open physical channels also to collect
insights from the customers. In such an environment, companies and customers may be able to
establish a more strong, honest and trustworthy relationship (Palmatier et al., 2006) and exchange
information which can be used to generate new value.

4. Methodology

The research methodology employed in this thesis is qualitative in nature and exploratory in
scope. The aim of the study is to expand existing knowledge on the reasons why digital-born
companies decide to expand offline and the consequences of this additional channel on the CJ and
BM. Through multiple case study research and content analysis, insights are generated abductively
from comparing empirical data with pertinent literature.

The case-study method was selected based on the research questions, since it is useful for
seeking explanations for questions related to recent phenomena and answering questions such as
“how” and “why” these phenomena happen (Yin,2009). Also, the case study method is proven to be
effective for research in organisations and management (Hoon, 2013). The multiple case study
method was chosen as the study is exploratory, and this method enables the comparative analysis of
results that allows the emergence of patterns and “strong and reliable evidence” (Baxter and Jack,
2008; Gustafsson, 2017), useful to increase the overall understanding of the phenomenon.

Primary data were collected through semi-structured interviews. The format was chosen because
it stimulates discussion between interviewees and interviewers and helps to further explore the
topics. In fact, on the one hand, open-ended questions can be answered subjectively based on the
interviewees’ opinions and thoughts (MclIntosh and Morse, 2015). On the other hand, the researcher
can expand the research based on the answers received, as long as they remain relevant to the study
(Mclintosh and Morse, 2015). While the secondary data used for this research are media interviews,
public data from companies’ websites, and press releases. The gathering of data from various
sources is useful as it integrates information and determines the reliability of the information
collected (Carter et al., 2014).
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The companies to interview were selected among born-digital retailers that decided to expand
offline. The first contact with companies was made through emails and cold messages on LinkedIn.
The interviews were conducted online through Google Meets.

The interviews were recorded after the approval of the interviewees. Interview participants
agreed to be recorded as long as their identity and role remained anonymous, and the recording was
kept confidential. All measures were taken to protect the confidentiality of the information provided
by the participants. Only the data necessary for the thesis purposes were stored, following the “data
minimization” policy of GDPR rules (European Commission, 2019). Therefore, the names of the
companies involved, and the names and roles of interviewees will not be disclosed.

The themes identified - effects between channels with the addition of a physical channel, effects
of the additional channel/s on the CJ and the BM- are based on the initial research. The interviews
were conducted in Italian and lasted between 30 and 45 minutes. The most important topics
discussed were noted during the interviews. Right after the conversation, the interviews were
transcribed, and the interviewees’ responses were coded to identify patterns (Saldafa, 2016). For
Company C, only secondary data was used, consisting of publicly available video interviews. The
table below (Table 2) summarizes the information on the companies analysed.

Tab. 2: Companies

Companies Industry Physical Channels (owned)* Non-owned physical Number of employees
channels source: LinkedIn

Company A | Apparel (male only) Pop-up (T) Resellers 2-10

Company B Marketplace, Apparel | Pop-up (T), Outlet (P) Drop-off and Pick-up points | 10k

Company C | Cosmetics E.?)p'gg g(;-srr)nst(og)e -on-wheels | posellers 11-50

*T = temporary, P=permanent

Source: our elaboration

Content analysis was used to derive insights from the primary and secondary data. Based on
standard content analysis, this study focused on analysing what interviewees said rather than how
they said it (Elo and Kyngas, 2008). The interview structure formed a basis for the initial
identification of themes during the content analysis process. The interview was focused on three
main themes: the reasons why digital companies decided to open physical channels, the impact of
these initiatives on the CJ, and the systemic effect on the business model of companies. This,
together with the literature review, created a framework for initial coding. However, new themes
emerged thanks to the semi-structured format of the interviews that stimulated open discussion. So,
part of the themes was identified inductively, revealing unexpected issues.

5. Findings
5.1 Reasons to Open Physical Channels

Commonly mentioned reasons to open a physical channel are linked with marketing and
branding. The physical space is used to reinforce the message of the marketing campaigns and to
increase brand awareness and brand recognition. Company C underlined the risk of losing the brand
identity with the offline expansion, especially regarding the expansion with partnerships and
expressed the importance of employee training to lower this risk. The concern of how the brand and
products are presented was expressed also by Company A, that used the pop-up to show their
reseller partners how they would like the brand to be presented.

The physical customer experience was described by companies as an important marketing tool.
The interviews underlined the importance for companies of creating enjoyable and unique customer
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experiences, to share in a physical space the brand values with their customers. To attract
customers, the companies stated that they provide clients with unique services or events that would
not be possible online, apparently to create in customers feelings of fear of missing out.
Interestingly, the companies emphasized their willingness to bring together the community created
online in order to interact face-to-face with the fan base created online. The physical space is also
used to bring offline the relationship built with professional collaborators, employees, partners, and
potential partners. As a result, the physical space becomes a landmark for networking and
increasing brand awareness among all stakeholders.

Moreover, companies discussed the possibility of reaching geographical markets which had
never heard of the brand, aiming to use the physical channels as part of their go-to-market strategy.
For their nature, online companies are potentially global in scope (Brynjolfsson et al., 2009), so the
physical point of contact with clients can be used as a marketing tool to increase brand awareness in
new markets, and eventually redirect customers to the online channels. Often this expansion to new
markets exists thanks to strategic partnerships with physical retailers already present in that specific
market.

Cross-channel synergies are another reason why digital companies open physical channels. None
of the interviewees mentioned the cannibalization effect between channels after the opening of
physical channels. On the contrary, the channels created synergies and created positive value for the
companies. Some of the synergies were strategically planned and managed: for instance, company
B’s initiative to place tablets in the store, and personnel trained to help potential customers to make
purchases through the App, with the objective of redirecting sales to the online store. On the other
hand, other synergies were unexpected and unplanned. For instance, company A noticed an
immediate showroom effect, beneficial for sales in e-commerce.

Remarkably, the channels are coherent but not identical. The value of the brand is coherent
across all the channels, but the products and initiatives are different. These differences are used to
differentiate the channels and to influence customer behaviour, trying to attract customers in a
specific channel. For instance, Company A sold a product only in the popup, to attract people
visiting the store and Company B decided to not sell anything in the pop-up, using it as a
showroom, and redirect all the customers in the e-commerce store.

Although none of the companies have implemented an omnichannel BM with complete customer
experience, data and logistics integration, all the companies presented some interesting integration
initiatives. For instance, Company C is integrating customers’ data across channels through a bar-
code system similar to the traditional loyalty card, and Company B offers its customers physical
pick-up and drop-off points through the establishment of a partnership with parcel shops.

5.2 Impact on the Customer Journey

The impact of physical channels on the CJ was perceived differently among the various
companies interviewed. About the pop-up initiative, Company B stated that the CJ was not affected,
stating that the initiative “did not create a change in digital channels”. Interestingly, the
representative suggested a vision of a completely digital CJ. Additionally, the representative
considered the initiative as “not so extensive” and thus implied that a certain threshold of customer
impact must be met for the initiative to have a meaningful effect. Conversely, Company A
acknowledged that the CJ was impacted.

However, during the interviews, the company emphasized the importance of customers
experiencing products and the willingness to provide a space for product testing, indicating the
influence of physical channels, including temporary ones, on the information phase of the CJ. They
cited customers that do not trust online channels and need to see the product before buying it, or
that need personalized advice and face-to-face interaction before buying. In terms of the purchasing
phase, organizations have sought to establish synergies between channels to increase overall sales
levels. Regarding the last phase of the CJ, despite the offline expansion, company A registered no
change in the number of returns while there is no data available for the other two companies.
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5.3 Impact on the Business Model

The integration of a physical channel may alter the targeted customer segments and markets, as
previously discussed. In line with the literature, creating physical channels was also described by
companies as a way to reach out to new customer segments:

e customers who already know the brand but never bought online because of reluctance to use
digital channels
e people that never heard about the brand and were not targeted beforehand. For example,

Company A sold many items to women in the physical shop, a segment that they never

considered.

Interviews indicate that the relationship with clients has also changed. Indeed, physical channels
allowed physical and face-to-face interactions that would not be possible online. Company A
described a more honest relationship with their customers, enabling them to gather feedback and
new data, and Company B expresses the intention to increase trust between the clients and the e-
commerce through the physical channel. On the other hand, Company B described the pop-up
initiative as too localized to change the relationship with its customer base, implying that a certain
threshold of customer impact must be met for the initiative to have a meaningful effect. Company C
individualized a specific customer segment that needs a physical type of interaction with the
product and a face-to-face relationship thus, the additional channel and the change in the
relationship with the client allowed them to target a new customer segment. The data shows that the
revenues are impacted as well by the opening of a physical channel. Interestingly, Company C
noted that part of the increase in sales were due to synergies between channels.

The efficiency side of the BM is also impacted by the addition of a physical channel. Physical
channels were described as costly to establish and operate. However, the part that seems more
impacted by the physical channel is the partnership section of the BMC.

One form of partnership is the one with resellers. Company A partnered with them to enter new
markets and to increase visibility in the markets where the brand is already known. Once customers
gain trust in the brand, the goal is to redirect them to the online channels. For Company C,
partnerships with retailers are important to increase brand visibility but also are easier to manage
from a logistic point of view. Companies A and C described their selection of resellers as a highly
selective decision process. They also underlined the downside of losing part of the control of the
brand presentation in exchange for wider visibility. To decrease the risk of losing control, Company
C implemented some training programs for employees to present the brand and Company A used
the pop-up space to show their reseller partners how they would like to be presented to their
customers.

The physical channels also allow the creation of other forms of partnerships. For instance,
Company A described some agreements it made to sell other companies products in the popup, in
exchange for a commission on sales. Noteworthy, all three companies described the physical space
as an ideal place to find new potential partners and create networking opportunities with all the
stakeholders. So the partnerships enabled the creation of new channels but also channels enabled
new partnerships to be formed.

6. Theoretical contributions

Why did digital retailers open physical channels?

Research findings are aligned with much of the extant literature Companies often cite branding,
experience, and in-depth relationship building as the reason to open physical channels. In line with

the literature, these objectives are achieved through customer-centric initiatives, with the aim to
involve customers in pleasant experiences and meet their needs. It was also considered important by
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companies to provide clients with the opportunity to touch, feel, and see the products in person.
This is also in line with the literature since all the companies analysed are selling deep products. So,
it can be stated that one of the reasons why companies open physical channels is to reduce the
obstacles that customers might encounter in the first phase of the CJ, enabling them to access
sensory information unavailable online (Cai and Lo, 2020; Gauri et al., 2020; Zhang, Chang and
Neslin, 2021).

The need for face-to-face interaction is identified by Company C in a specific demographic
customer segment. This validates the hypothesis that one reason to go offline is to target new
customer segments. From the interviews emerged that companies are trying to target through these
channels people that are not aware of the brand or people that do not want to use digital channels
for shopping. Therefore, the physical channels are a great way for companies to reach new
segments of customers, especially the ones that are reluctant to use digital channels, and increase
brand awareness among general audiences. The decision to open a physical channel can overcome
the problem of technology readiness, targeting e-commerce enthusiasts and laggard customers
simultaneously. Moreover, following the theory, the physical space can reduce barriers and
impediments to customer-firm relationships (Gauri et al., 2020). For instance, the Company B
popup served as a space to increase trust among skeptical customers that already knew the brand but
did not want to purchase online. In this way, also with a temporary initiative, the company can
accelerate the process of innovation adoption, through a face-to-face introduction of the digital
channel, decreasing the potential customers’ doubts and frustration.

Interestingly, from the interview with Company A, it can be concluded that opening physical
channels is part of their go-to-market strategy, especially with regard to the Asian market.
Therefore, offline channels are used also to target completely new markets. It is interesting to note
that although the market scope of digital companies is potentially unlimited geographically, the
company prefers to establish partnerships with offline retailers rather than expanding internationally
or marketing themselves separately. The company takes advantage of the already established
customer base, increases brand awareness in that market, positions its brand by selecting the most
appropriate retailers and overcomes the issue of high shipment costs. This go-to-market strategy can
produce a cross-channel effect because, with the increase in brand awareness, sales on the website
from the Asian market increased as well. This supports the hypothesis that shoppers who buy deep
products in physical stores are likely to buy them online as well (Zhang, Chang and Neslin, 2021).
Other companies have also described synergies between the channels, and the findings are
consistent with the literature. None of the companies interviewed discussed channel cannibalization
but rather described positive effects on marketing and profitability from the interactions between
online and offline channels (Cao and Li, 2015). For this positive relation, the companies
accommodated the showroom effect that the physical channel created because they expect that the
sales would have been redirected to the online channel. As a result, in line with the most recent
literature, the showroom effect was not perceived as a threat by the companies, but rather as an
opportunity (Wang and Goldfarb, 2017).

During interviews, it was also revealed that physical spaces are used by companies for
networking. Companies A and C, stressed the importance of bringing the online community and
relationship offline, blurring the boundaries between the two worlds. The aim is to develop a strong
relationship with customers, validating the idea that offline the relationship with customers can be
strengthened (Palmatier et al.,2006), and made more intimate (Steinhoff et al., 2018; Zhang, Chang
and Neslin, 2021), and that offline experience increases engagement and authenticity perception
(Haenlein et al., 2020). One of the interviewees stated that thanks to face-to-face interactions, the
company could collect more valuable feedback from consumers, implying that the reciprocal
exchange of information and knowledge offline can be used as a means for the creation of value.
Interestingly, all the companies described the physical space not only as a place for meeting
customers and potential customers but also for forming new partnerships and strengthening existing
ones. Thus, the offline space is used to engage all stakeholders and possibly include new ones,
creating a 360° networking environment, a finding which extends current literature. Lastly, a note
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about non-owned channels. The reasons for opening this particular category of channels are many:
from the lower risk of entering new markets to lower initial investment, as well as a solid customer
base since the beginning (e.g.Osterwalder and Pigneur, 2010). A further reason to consider this type
of solution is suggested by the findings and is linked to the ease of management of the resellers
compared to e-commerce. Since the company’s risk in this way is transferred to the partner, the
demand uncertainty or volatility is no issue. At the same time, logistics are also easier and more
efficient: orders are placed together in fewer places.

How is the Customer Journey affected by the additional channels?

There are different opinions between the companies on the impact of the introduction of a new
channel in the CJ. For Company B, the pop-up did not impact the CJ because it was not wide
enough and could not affect digital channels immediately. From this perspective, the CJ seems only
to be the digital one, probably because the digital channels are the most important for the company
from an economical point of view. However, some customers surely have been in contact with the
physical channels, even if the initiative was limited in space (one location), time (temporary pop-
up) and scope. Furthermore, the same interview provides evidence of impact, for example, when it
described the use of human resources to assist customers in making purchases online through the
iPads available in-store.Overall, the most impacted phase of the CJ is the information search phase.
The companies aimed to reduce the obstacles to the purchasing process and increase trust, by
providing customers with physical spaces where to experience the products and know more about
the company. The findings are consistent with the literature, especially since all companies
interviewed are selling deep products that demand physical inspection before being purchased.
However, the purchasing phase was impacted as well, e.g. the use of in-store technology helped in
targeting distrustful consumers and there was an increase in sales thanks to cross-channel synergies.
About the after-sale phase, the only data available came from company A which stated that returns
did not decrease as a result of opening physical stores. In contrast, the literature suggests that
opening a physical channel should decrease returns (Wang and Goldfarb, 2017).

How is the Business Model affected by this additional channel?

Offline expansion produced a systemic effect on the BM of the companies, and this is consistent
with the literature review. The findings showed that thanks to physical channels, the companies
were able to reach new customers, especially those who tend to avoid digital shopping experiences.
The relationship with customers also changed, allowing the company to have face-to-face
interaction with them, receive more honest feedback, and increase trust. Overall, the study results
indicate that the possibility of face-to-face interaction results in the acquisition of new customers,
more straightforward communication with clients and strengthened relationships with the born-
digital community. The findings are partially supported by the literature. In fact, while there is
evidence of the improved relationship between firms and customers offline compared to online, the
importance of bringing offline the born-digital community has not been widely discussed in the
literature analysed (mentioned by Haenlein et al., 2020).

Another interesting impact on the business model relates to partnerships. In fact, in addition to
non-owned physical channels, which due to their nature require partnerships (Osterwalder and
Pigneur, 2010), other partnership typologies can arise with the addition of physical channels. The
findings describe how physical spaces can also be used for informal networking, to contact potential
partners and negotiate deals.

7. Managerial Implications

According to the research, digital companies open physical stores for three main reasons:

e To use them for marketing purposes, as places where to promote the brand through memorable
experiences, interact with the products and encourage networking and two-way communication
between different stakeholders. It follows that the objectives of these initiatives are not
necessarily centred around profitability, but rather around brand awareness and positioning.
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e To target new customer segments or new markets. Companies can take advantage of physical
spaces to target skeptical customers or customers that simply prefer to gain information or
purchase products in a physical space. In the absence of physical channels, these customers
would have been absorbed by the competitors, so physical channels can increase the
competitiveness of digital companies. From a customer point of view, there is the opportunity to
co-create an experience, by choosing among different options. This might increase customer
satisfaction and strengthen their relationship with the company. The research also pointed out the
role that physical channels play in targeting new markets, especially thanks to non-owned
channels. A company can enter a new market by utilizing an existing customer base and the
physical space of its partners. According to the research results, the main issues to consider here
are the choice of partners and the risk of losing part of brand control.

e To increase sales in both offline and online channels thanks to synergies between channels. The
companies can manage and promote these synergies through the integration of channels. The
findings indicate an attempt to create a seamless customer experience across channels, especially
by bringing online communities offline.

The study also confirms that the addition of a physical channel impacts the CJ. In particular, the
information search phase of the CJ is affected, as the physical channels allow the customer to
interact with products and obtain sensory information that is impossible to provide online. Thus,
digital companies selling deep products should take into account this.

The additional physical channel produces a systemic effect on other elements of the BM.
According to the research, the main affected areas include customer relationships, customer
segments and partnerships. This implies that companies need to carefully consider the systemic
implications of expanding offline, as it may have a ripple effect on their BM. For example, the
offline expansions can modify the relationship with the born-digital community and allow the
creation of new partnerships. Lastly, companies should consider the networking opportunities
arising from the physical presence.

8. Research Limitations and Future Research

As is the case with all studies, the study has a few limitations which present promising avenues
for future research. The study is limited to companies that are selling deep products. This means
that the results may not apply to companies selling products that do not need physical inspections
before the purchase. We also have a limited number of cases, all of European origin and presence.
Especially regarding the international and ‘physical’ aspects of the work, evidence from non-
European countries or non-regional retailers may yield interesting insights to compare with.
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Abstract

Inquadramento della ricerca. Il lavoro intende esplorare il tema della diversita di genere nel mondo del lavoro in Italia.

Obiettivo del paper. Si & verificato il rapporto tra diversita e performance dell’impresa, con particolare attenzione alle
eventuali performance positive determinate dalla presenza femminile nel top management.

Metodologia. Si é svolta un’analisi della normativa e delle statistiche di settore sulla diversita di genere nel mondo del lavoro. I
dati ottenuti sono stati elaborati per inferire dei risultati sulla diffusione della diversita di genere nelle imprese italiane.

Risultati. Le politiche pubbliche a favore dell’imprenditoria femminile sono ancora saltuarie e frammentarie, laddove
quest 'ultima avrebbe bisogno di un supporto strategico per crescere, soprattutto in termini di accesso al credito e di abbattimento
delle barriere per conciliare vita e lavoro.

Limiti della ricerca. La ricerca in futuro potra essere rafforzata con un’analisi campionaria sul management delle imprese
italiane, volta a verificare sul campo le ipotesi di letteratura sulla positiva correlazione tra performance e presenza femminile nel
top management.

Implicazioni manageriali. In letteratura prevale I’ opinione che una maggiore presenza femminile nel top management favorisca
le performance organizzative, attraendo migliori risorse umane, valorizzando il capitale intellettuale dell'azienda, migliorando la
reputazione aziendale e la comunicazione con i clienti, valorizzando creativita e innovazione.

Originalita del paper. Il paper presenta un’analisi completa dello status delle politiche pubbliche italiane sulla presenza
femminile nelle imprese.

Parole chiave: diversita di genere; politiche pubbliche; performance delle imprese.

Framing of the research. The paper intends to explore the theme of gender diversity in the Italian workplaces.

Purpose of the paper. The relationship between diversity and company performance was verified, with particular attention to
any positive performance determined by the presence of women in top management.

Methodology. An analysis of the legislation and sector statistics on gender diversity in the Italian workplaces was carried out.
The data obtained were processed to infer results on the diffusion of gender diversity in Italian firms.

Results. Public policies in favor of female entrepreneurship are still sporadic and fragmented, where the latter would need
strategic support to grow, especially in terms of access to credit and the removal of barriers to reconciling life and work.

Research limitations. In the future, the research could be strengthened with a sample analysis on the management of Italian
firms, aimed at verifying the hypotheses in the literature on the positive correlation between performance and the presence of women
in top management.

Managerial implications. The opinion prevails in the literature that a greater presence of women in top management favors
organizational performance, attracting better human resources, enhancing the firms' intellectual capital, improving corporate
reputation and communication with customers, enhancing creativity and innovation.

Originality of the paper. The paper presents a complete analysis of the status of Italian public policies on the presence of
women in firms.

Key words: gender diversity; public policy; firm performance.
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1. Introduction

The concept of “diversity”, both among employees of a specific organization and among
individuals within a whole social community (a city, a region, a country, and so on) incorporates
wide, complex, and contrasting perspectives.

Even yet there is no unique and convergent definition, diversity is all about differences and
dissimilarities among people about demographic variables (race, gender, age, physical abilities,
socio economic status, and other personal conditions) or of another kind (values, beliefs, cultural
backgrounds, economic standing, and so on) (Weber et al., 2018). Diversity, in other words, is
“any attributes that people use to tell themselves that another person is different” (Williams and
O’Reilly, 1998, p. 81). All the best practices for manage diversity focus on a certain definition of
the concept of diversity, a classification of the different diversity factors, and a set of policies and
actions to protect diversity, remove all the discriminations connected to one or more diversity
factors, and valuate individuals and groups free from prejudice.

In the management field, the concept of diversity management, introduced by Roosevelt
Thomas in 1990 referring to the US management context, refers to the business strategy adopted
by organizations to recruitment, retention, and inclusive development of individuals from a variety
of backgrounds (Thomas, 1991). Since then, due to the huge socio-cultural, political, and
economic transformations, along with the globalization of trade and business models, on the one
hand, and the migration flows of people across the globe, on the other, the degree of diversity
within organizations has grown exponentially and diversity management has become strategic (Al
Ariss and Sidani, 2016).

A copious literature on diversity management has developed over the last three decades (Yadav
and Lenka, 2020a, 2020b). A lot of research paths have examined the relationship between
diversity and organization performance under different point of view.

Although it is not among the purposes of this paper to analyze the relationship between gender
diversity and company performance, we report below some contributions found from the analysis
of the literature.

At individual level, using outcomes such as absenteeism, turnover, motivation, commitment,
and satisfaction (Tsui et al., 1992; Chatman and Flynn, 2001); at workgroup level, using outcomes
such as group performance, cohesion dynamics vs conflict dynamics, creativity, and innovation
(Williams and O’Reilly, 1998; Schippers et al., 2003; Leslie, 2017); at organizational level,
correlating diversity degree with firm productivity, financial performance (profits, return on
investment, return on equity, economic value added), and firm competitiveness (Cox and Blake,
1991, Richard, 2000; Richard and Johnson, 2001; Armstrong et al., 2010).

Within the field of diversity management, a primary role is covered by the specific issues
relating to gender diversity (Badru et al., 2015; Moreno-Gomez et al., 2018). The areas of the
greatest interest of research, both sociological, and political and managerial, concern women’s
access to the workplaces and the related education and training paths; economic treatment; career
opportunities and the possibility of having in charge leadership roles in organizations (CEO,
Chairman, Board member, Top Management, Executives). Despite the growing individual and
collective awareness of the need to reduce the gender gap (both for salaries and career
opportunities), unfortunately, the perception that “women are different” and can’t be equivalent to
men in performing certain jobs still appears far from being outdated.

Gender diversity in board and at the apical management level has become a crucial issue in
managerial debate for three main reasons (Kebede, 2017). First, although the percentage of women
at top level remains very low, it is gradually increasing year by year. Second, the first international
standards of hard and soft law for the reduction of the gender gap are being developed (the
CEDAW was adopted by UN General Assembly since 1979; in 2011 the UN Human Rights
Council adopted the UN Guiding Principles (UNGPs) on Business and Human Rights) and, in
numerous countries, the legislation is mandating a female share within the board. Third, the nature
of the question is shifting from an issue of fairness and equality to one of comparative performance
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because a lot of research found a positive relation between a greater gender diversity of the board
and corporate success (Curtis et al., 2012).

Although research on diversity management has not provided an unequivocal answers regarding
the sign of the correlation between diversity and performance, concerning the gender diversity in
top management positions some of the major benefits of women representation in the top
management positions for organizational performance are the following: strong financial
performance (Catalyst 2004, 2013; McKinsey 2007); attracting and retaining the best human
resources and enhancing the company's intellectual capital (Australian Institute of Management,
2012); better reputation and corporate governance (Curtis et al., 2012); better communication with
customers (Badal, 2014); enhance creativity and innovation (Dhir, 2015); effective leadership
(Medland, 2013; Ferrer, 2015).

In the following the theme of the gender gap is explored by presenting a snapshot of the
situation in the EU and in ltaly, also considering the consequences of the covid19 pandemic.
Subsequently, attention is focused on the current Italian regulatory framework. Finally, some
concluding remarks and a possible scenario are presented.

2. Literature review

In today’s communities and workplaces, there is increasing recognition of the importance of
gender diversity, particularly in leadership positions. Women’s representation on boards of
directors has become a crucial topic of discussion and policy debate, as it is widely acknowledged
that diversity in leadership leads to better decision-making, increased innovation, and improved
organizational performance. Research has shown that gender diversity in the workplace is not only
a matter of social justice and equality, but also has significant economic and business benefits.
Despite progress in recent years, women continue to be underrepresented on corporate boards and
in top management positions, indicating the need for continued efforts to promote gender diversity
in the workplace.

Gender diversity in board and at the apical management level has become a crucial issue in
managerial debate for three main reasons (Kebede, 2017). First, although the percentage of women
at top level remains very low, it is gradually increasing year by year. Second, the first international
standards of hard and soft law for the reduction of the gender gap are being developed (the
CEDAW was adopted by UN General Assembly since 1979; in 2011 the UN Human Rights
Council adopted the UN Guiding Principles (UNGPs) on Business and Human Rights) and, in
numerous countries, the legislation is mandating a female share within the board. Third, the nature
of the question is shifting from an issue of fairness and equality to one of comparative performance
because a lot of research found a positive relation between a greater gender diversity of the board
and corporate success (Curtis et al., 2012).

A copious literature on diversity management has developed over the last three decades (Yadav
and Lenka, 2020a, 2020b).

The literature explores various aspects of gender diversity in leadership positions and the
interventions undertaken by firms and governments to promote women’s access to these roles. It
acknowledges that while some policies have been effective, others have not yielded desired results,
and emphasizes the crucial role of public policies in promoting diversity, particularly in sectors
and countries with low representation of women.

A lot of research paths have examined the relationship between gender diversity and
organizational performance under different point of view: at individual level, using outcomes such
as absenteeism, turnover, motivation, commitment, and satisfaction (Tsui et al., 1992; Chatman
and Flynn, 2001); at workgroup level, using outcomes such as group performance, cohesion
dynamics vs conflict dynamics, creativity, and innovation (Williams and O’Reilly, 1998;
Schippers et al., 2003; Leslie, 2017); at organizational level, correlating diversity degree with firm
productivity, financial performance (profits, return on investment, return on equity, economic
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value added), and firm competitiveness (Cox and Blake, 1991; Richard, 2000; Richard and
Johnson, 2001; Armstrong et al., 2010).

Khatib et al. (2021) conducted a systematic literature review covering all publications until May
2020 (collecting 91 studies from 66 top-ranked journals in accounting, finance, and economic
fields) highlights the substantial knowledge gaps and the inconsistent findings of prior studies on
several aspects of the field. The Authors argue that there is a need to explore other board diversity
attributes rather than focusing on the relationship between gender diversity and organizational and
financial performance indicators. They suggest adding some other topics that received limited
attention from scholars, such as (but not limited to): environmental performance, capital structure,
intellectual capital, innovation and earnings quality, as well as the indirect effect of policy settings.

Deepening the analysis, the research investigates the effectiveness of diversity policies,
implementation constraints, and policy shortcomings, and offers recommendations for improving
gender diversity.

One of the recommendations is to target lower-level management positions instead of imposing
quotas on top-level executive roles. The article suggests that mentoring programs for junior
employees should consider factors beyond gender alone, and that addressing firm culture and
promoting family-friendly policies and workplace flexibility are also important steps towards
promoting gender diversity (Azmat and Boring, 2020).

The impact of the COVID-19 pandemic on the labor market is also discussed in the literature,
with a focus on the gendered nature of its effects. The pandemic has exposed and exacerbated
existing gender inequalities, and new ones may have been created. The article identifies five key
themes to create a more gender-equitable post-pandemic labor market, including addressing
gender-based labor market segregation and discrimination, building access to mutually beneficial
flexibility, ensuring a more gender-equitable distribution of unpaid care, confronting gender-based
violence at work and beyond, and mobilizing union agency through gender equality bargaining.
Various studies are reviewed to explore these themes and suggest policy changes and actions to
create a more equitable post-pandemic labor market (Foley and Cooper, 2021).

The literature also delves into the policy debate around gender board diversity, specifically the
belief that women on supervisory boards can serve as role models and mentors, leading to
increased representation of women in top management positions. The article provides an overview
of women's presence on management and supervisory boards in corporate Europe, with a focus on
countries that have implemented gender quotas for supervisory boards in public firms. Key
findings include the observation that the glass ceiling appears stronger for women seeking director
positions on supervisory boards compared to management boards, and that increased gender
equality does not necessarily correlate with higher representation of women on management
boards. The article suggests future research directions to explore new theoretical perspectives and
different methodological approaches in the study of gender diversity in corporate leadership
(Tyrowicz et al., 2020).

Amorelli and Garcia-Sanchez (2021), through a very deep literature review, found a positive
relation between gender diversity in a board of directors and CSR performance (transparency,
commitment to sustainable development, stakeholder engagement, dissemination of social and
environmental information). And it is possible to hypothesize that the better CSR performances are
a valid proxy for the adoption of active ESG policies. On the other hand, although most of the
available researches confirm the commitment of women directors to CSR and corporate
transparency, the short-term adverse financial effects due to the complexity of sustainability
strategies, can generate a significative constraint with respect the reduction of gender gap in board
of directors composition. Moreover, Authors found three main theoretical frameworks guiding
empirical research into the relationship between corporate governance and CSR: Agency Theory,
Stakeholders Theory, and Resource Dependence Theory. To enrich this theoretical framework,
they suggest delving into the organisational and institutional factors that reinforce female aptitudes
and capacities.
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Furthermore, the literature analyzes how diversity and inclusion management practices are
evolving in the Italian workplace through two case studies. The findings highlight that
organizations are seeking integration and consistency while retaining sufficient diversity to operate
and better respond to complex markets. The article suggests that developing a culture of diversity,
integrating diversity into core processes, and implementing diversity as part of the company's
purpose are three practices that can contain the risk of losing shared organizational identity and
purpose (Ravazzani et al., 2021).

Overall, we could see various aspects of gender diversity in leadership positions, including the
effectiveness of diversity policies, the impact of the COVID-19 pandemic on the labor market, the
policy debate around gender board diversity, and evolving diversity and inclusion management
practices in the workplace. They offer recommendations for improving gender diversity and
suggests future research directions to further understand and promote gender diversity in various
contexts.

Although research on diversity management has not provided an unequivocal answers regarding
the sign of the correlation between diversity and performance, concerning the gender diversity in
top management positions some of the major benefits of women representation in the top
management positions for organizational performance are the following: strong financial
performance (Catalyst 2004, 2013; McKinsey 2007); attracting and retaining the best human
resources and enhancing the company's intellectual capital (Australian Institute of Management,
2012); better reputation and corporate governance (Curtis et al., 2012); better communication with
customers (Badal, 2014); enhance creativity and innovation (Dhir, 2015); effective leadership
(Medland, 2013; Ferrer, 2015).

3. Research methodology

Since the aim of the paper is to represent the current situation and the possible future trends in
the EU and in Italy, also considering the consequences of the covid19 pandemic, in terms of
methodology we selected the qualitative document analysis.

This is a form of qualitative research in which documents are interpreted by the researcher to
give voice and meaning around an assessment topic (Bowen, 2009). Document analysis is an
efficient and effective way of gathering data because documents are manageable and practical
resources. Documents are commonplace and come in a variety of forms, making documents a very
accessible and reliable source of data. Obtaining and analyzing documents is often far more cost
efficient and time efficient than conducting your own research or experiments.

4. The gender gap in the workforce in EU

In recent years, gender-related issues have broadly concerned the entrepreneurial world, both in
qualitative and quantitative terms. Although the issue of gender within organisations is much
debated,the proportion of women in the business world and even more in leading positions within
companies is still absolutely low compared to the male components.

At the global level many international organizations and research centre have proposed indexes
to measure the gender gap. The Gender Inequality Index (GII) has been adopted within the UN
system to measure the lack of gender equity as a primary obstacle to human development. Gll is a
composite metric of gender inequality using three dimensions: reproductive health, empowerment,
and the labour market. A low GII value indicates low inequality between women and men, and
vice-versa. The World GII was 0,581 in 1990 and it is 0,465 in 2021 (Fig. 1). For lItaly, the GllI
was 0,213 in 1990 and it is 0,179 in 2021.

A different index, named as Gender Gap Index (GGI), was introduced by World Economic
Forum in 2006 to have a comprehensive view on global gender-based disparities. The GGI
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considers the following areas: economic participation and opportunity, educational attainment,
health and survival, and political empowerment. The GlI is expressed by a 0-1 scale in which 0 =
total inequality and 1 = total equality. In its first edition, the ranking was of 115 countries among
the 1° position of Sweden with a GGI of 0,8133 and the 115° position of Yemen with a GGI of
0,4594. ltaly was on 77° place with a GGI of 0,6456. After sixteen years, the ranking is of 146
countries. At the first place there is the Iceland with a GGI of 0,908 (Sweden is at the 5° place,
GGl = 0,822) and at the 146° there is Afghanistan with a GGI of 0,435. Italy is on 63° place with a
GGl of 0,72.

Fig. 1: The evolution of GlI over the years 1990-2021
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Since 2013, also EU created its own Gender Equality Index (GEI) to measure the progress of
gender equality in the EU. GEI is a tool based on a complex system of parameters. The maximum
level of GEI is 100; the more is the value the highest is the gender equality in a certain country. In
2013, the UE GEI was 63,1 (the italian GEI was 53,3) and in 2022 the correspondent value is 68,6
(the italian GEI has growth to 65,0 showing a significant raise).

The gender gap in the workforce results from - and is influenced by - many factors, including
economicshocks and the presence of long-standing structural, economic, cultural, institutional, and
technological barriers. In the past decades, an increasing number of women has indeed entered the
labour market, even holdingleadership positions, but in a global scale, the cultural expectations and
pressures, especially concerned the woman role within the family, the employer policies, and the
regulatory frame continue to play a vital role in education choices as well as career trajectories.

The decade of austerity, following the 2008 global crisis, has severely affected the social
infrastructure of families, especially in terms of primary caregivers, a role often embodied by
women. This role has become even more impactful during the pandemic period. Geopolitical
conflict and climate change are having a disproportionate impact on women. Furthermore, it is
estimated that the expected increase in the cost of living will also have a greater influence on
women than men, as women continue to earn less, for the same organizational role covered,
compared to men.

The most important trend concerns the progressive growth of women’s participation in the
labour market, which parallels the rise in education levels in all EU countries. There remain,
however, significant differences among the different countries. In fact, while Northern and Central
European countries show an increasing percentage of women in the labour market over time,
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Southern countriesshow a strong imbalance between male and female components in favor of the
former over the latter.

The gender gap across the EU 28 - analyzed here as the difference between the employment
rates of men and women of working age (20-64) - is 11.0 p.p. (percentage points) in 2020,
meaning that the proportion of men of working age in employment (equal to 77.2%) exceeds that
of women (equal to 66.2%) by 11.0 p.p. This gap was substantially the same compared to 2013:
the gender gap was 10.9 p.p. due to 69.4% of employment rate for men and 58.8% for women.
Going back ten years, a slightly higher level is recorded: in 2003 the gap was 11.5 p.p. due to
70.3% of employment rate for men and 58.8% for women. Thus, over the past 17 years, the gender
gap in terms of employment rates in the EU has narrowed only marginally, remaining consistently
above 10 p.p. (Eurostat, European Union Labour Force Survey, 2014; Eurostat, Gender Statistics,
2022).

Focusing on managerial functions, on average in the EU only, one third of managers (33%) are
women, with a higher concentration in Eastern European countries. Out of all countries, Latvia
stands out considerably, where there is close to parity (46% of managers are women).

Italy has just over a quarter of women managers (26%), placing it fifth from the last in the
European ranking. The women/men gap in management positions widens in direct proportion to
the size of the company: only 3% of large organisations have a woman at the top.

The European situation also reverberates from a global perspective. According to the World
Economic Forum, in fact, it was estimated that the global gender gap would take almost a century
toclose unless progress narrowed it (World Economic Forum, The Global Gender Gap Report,
2020).

These estimates even worsened in the 2022 report. During the last three years, unfortunately,
several factors, including pandemic shock, climate emergency, large-scale effects of geopolitical
crisis, and rising cost of living, removing this issue from the priorities of governments and
international institutions, slowed down the path to gender equality, which is currently stalled again,
and the risk of reversal trend is intensifying. The consequences of this scenario, especially in some
areas of the world, led to a worsening outcome with the risk of creating permanent scars in the
labour market.

The latter is drivenby the restriction of access to education and subsequent access to careers for
women. In 2022, the global gender gap has been identified as 68.1%. At the current rate of growth,
it will take 132 years to reach full parity. This represents a slight four-year improvement on the
2021 estimate (136 years to reach parity) but, aforesaid, a deterioration from the pre-pandemic
situation.

This situation exists despite the countless economic benefits that equality, or at least
approaching it, could bring to organisations: in this way companies are losing out on potential gains.
Indeed, diversity is a factor to be considered when discussing innovation and the financial
performance of an organization. In fact, several research shown that increasing the diversity of
leadership teams within an organization leads to greater innovation benefits and better financial
performance. An example is provided by the Boston Consulting Group (BCG) that showed a
strong correlation, also statistically significant, between management team diversity and innovation
segment performance. Furthermore, the study shows that even small changes in terms of diversity
of the composition of a firm’s management team have a significant impact in terms of financial
performance. (Lorenzo et al., 2018). In an earlier study, the BCG states that diversity is
“fundamental to the functioning and survival of any complex adaptive organism or system,
including an organization” because of diversity enables organizations to adapt faster to change,
enhancing learning capacity (Tsusaka et al., 2017).

This situation emerges even more clearly in digitally drivenorganizations, where creativity is
combined with innovation (Lorenzo et al., 2018). These theses are also supported by an EU report.
According to the EU Gender Equality Report, by 2050, improving equality is expected to lead to an
increase in EU GDP per capitaof between 6.1 and 9.6%, which would correspond to an increase in
GDP from EUR 1.95 to 3.15 trillion. In pursuit of this goal, several directives have been issued
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concerning equality betweenwomen and men in the workplace, in self-employment, in access to
goods and services, in social security, and a European legal plan has been created that guarantees
broad protection against discrimination.

5. A focus on the Italian regulatory framework

Despite the progress of the last decade, compared to the European situation, Italy shows
significantly lower values especially in some areas of the country where strong gender inequalities
persist.

Referring to the EIGE 2020 ranking®, compared to the other European countries, ltaly is sixty-
third in 2022 out of 146 countries analyzed, improving its overall score by 0.001 compared to
2021, with a global position lower than Uganda and Zambia. At the European level, it ranks
twenty-fifth out of thirty-five, far behind the European leaders (Iceland, Finland, and Norway). It
lags far behind especially in the labour market, particularly in the post-pandemic era, which has set
the situation back to an earlier generation.

Italy is historically characterized by strong gender differences in various areas: labour market,
participation in decision-making processes, education levels, and access to health. In this sense,
there has been a need to define a solid legal framework to protect women and to decrease gender
inequality in the workplace (Carletti, 2019).

A recent development concerns Registration No. 120 of 12 July 2011 (the so-called Golfo-
Mosca Law) and the Presidential Decree No. 251 of 30 November 2012, which introduced the
mandatory requirement of gender balance in leadership and management positions in the control
andadministrative bodies of companies controlled by public administrations and companies whose
sharesare listed on regulated markets. In particular, the Golfo-Mosca Law introduced amendments to
Articles 147-ter and 148 of the Consolidated Law on Financial Intermediation, pursuant to
Legislative Decreeno. 58 of 24 February 1998 (Consolidated Law on Finance), concerning the
appointment of members of the boards of directors and boards of statutory auditors in listed
companies. These companies are required to include provisions in their bylaws to ensure gender
balance on their boards of directors and boards of statutory auditors, for three consecutive terms of
office (the so-called “sunset clause ), starting from the first renewal after one year from the date of
entry into force of the same law (which took place on 12 August 2011).

Moreover, Article 3 of the aforementioned Law extended the same indications also to companies,
incorporated in Italy, controlled by public administrations pursuant to Article 2359, first and second
paragraphs, of the Italian Civil Code, which are not listed on regulated markets, thus postponing
the relevant implementation rules to a specific regulation to be issued pursuant to Article 17,
paragraph 1, of Law No. 400 of 23 August 1988. This regulation was adopted by Presidential
Decree No. 251 of the 30 November 2012, which regulated the procedures to ensure gender
balance in such companies. These legislative interventions assigned to CONSOB and to the
Department for Equal Opportunities (DPO) the task of supervising its implementation.

CONSORB is obliged to communicate annually to the Department for Equal Opportunities of the
Presidency of the Council of Ministers the results of the checks on the implementation of the new
rules on gender balance in listed companies. In addition, if the compositionof the corporate bodies
does not comply with the established criterion, CONSOB orders compliance within a maximum of
four months. In the event of non-compliance, CONSOB sanctions the company with a fine of
between EUR 100,000.00 and EUR 1,000,000.00, if the imbalance concerns the administrative
bodies, and of between EUR 20,000.00 and EUR 200,000.00, if the imbalance concerns the control
bodies, whilst setting a deadline of three months for compliance. In the event of further non-

! The European Institute for Gender Equality (EIGE - https://eige.europa.eu) was founded in 2010 to strengthen and promote gender

equality throughout the European Union. The Gender Equality Index (GEI), on which the above-mentioned ranking is based, is a
key indicator for policy to assess the evolution of gender equality over time. Each year, the index assigns each EU country, and
the EU as a whole, a value from 1 to 100, which represents complete equality between men and women. The overall value is
given by assessing the gender gap considering six values: work, money, knowledge, time, power, and health.
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compliance, forfeiture of office for all members of the corporate body concerned is provided as a
sanction.

The regulation of gender equality, with reference to corporate structures, has evolved further. In
particular, regarding unlisted publicly controlled companies, the Legislative Decree No. 175 of 19
August 2016 called the “Testo Unico in materia di societa a partecipazione pubblica” (TUSPP or
Consolidated Text), as later amended by Legislative Decree No. 100 of 16 June 2017, is important.
The TUSPP rationalized public companies to alleviate the burden on public spending and
introduced novelties in terms of application in relation to Presidential Decree No. 251/2012. A
specific obligation is being introduced, which refers to gender party, for public administrations and
not only for subsidiaries.

Lastly, the Legislative Decree No. 254/2016 stipulated that public interest entities - listed
companies, banks, insurance companies, reinsurance companies - that meet certain size
requirements must publish yearly a non-financial statement which must include a “description of
the social and personnel management aspects, including the actions put in place to ensure gender
equality, the measures aimed at implementing the conventionsof international and supranational
organisations on the matter, and the ways in which dialogue withthe social partners is carried
out”.

Thanks to the gender quota requirements dictated by this legislation, according to CONSOB?,
by the end of 2021, the percentage of women on the boards of directors of listed companies
increased to an all-time high in the Italian market (reaching 41% of positions - Fig. 2).

Fig. 2: The composition of the corporate bodies of Italian listed companies

Source: CONSOB, 2021

Moreover,in the boards of directors of the 131 companies that have implemented the two-fifths
gender quota required by law, at least four out of ten board members are women (which is the
average number of the composition of Italian boards of directors). It should be noted, however,
that there are still relatively few cases of women holding the position of CEO or Chairman of the
board, compared to the more common position of independent director.

In relation to gender diversity, the Bank of Italy, in 2014, adopted the new Supervisory
Provisions onthe organization and corporate governance of banks (Circular No. 285, implementing
Directive 2013/36/EU so-called CRD V), stipulating that the composition of the bodies with
strategic supervisory functions and with management functions of banks, should be adequately
diversified, in terms of age, skills, gender and geographical origin. Subsequently and more
recently, in December 2020, the Bank of Italy also proposed the introduction of a gender quota in

2 CONSOB, (2021), Report on the Corporate Governance of Italian Listed Companies.
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the management and control bodies of banks, to ensure an equitable distribution in the decision-
making mechanisms of intermediaries.

In line with the provisions of the Capital Requirements Directive (CRD) 2013/36/EU and the
European Banking Authority’s Guidelines on the assessment of the suitability of members of the
management body and key personnel (EBA/GL/2017/12), the Bank of Italy’s provisions speak of
gender balance as a further tool aimed at ensuring diversity. The latter will not only be gender-
related but must encompass multifaceted aspects, such as the skills, age or geographical origin of
members. This aspect of diversity aims to focus on the value of diversity: to avoid ‘group
mentality’, i.e. subjection to prevailing behaviours, and to ensure the adoption of a plurality of
approaches and perspectives when analyzing problems. The definition of a gender target (in terms
of the share of the less represented gender) and the related plan to be prepared to reach the target
points also in this direction. Women heading Italian companies are still limited in number,
although the last decade has seen significant progress, particularly for companies, falling under the
composition requirements of Law 120/2011 (Bruno et al., 2018). On November 2018, with a
Memorandum of Understanding signed by the three participating Institutions (Department for
Equal Opportunities of the Presidency of the Council of Ministers, CONSOB, and the Bank of
Italy), the Interinstitutional Observatory on women’s participation in the management and control
bodies of Italian companies was established.

The Observatory operates as a data collection and research centre to “jointly promote initiatives
aimed at the concrete implementation of female participation in the boards, with the purpose to
verify over time the effects of the application of the Law no. 120/2011, also on the basis of studies
and analyses making it possible the identification of potential critical and attention profiles”.

The following figures 3 - 5 show some evidence of the first report of the Observatory on female
participation in the administrative and control bodies of Italian companies.

Fig. 3: Share of women on boards of directors
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It is also interesting to analyze how the presence of women differs according to economic
sector. In listed companies, the proportion of women on boards of directors in 2011 was lowest in
the financial sector and highest in industry and services. Regulatory interventions have led to a
more balanced situation: in Italy, significant progress was achieved with the introduction of the
Law no. 120/2011.
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Fig. 4: Share of women on control bodies

Quota delle donne negli organi di controllo
(valori percentuali)

0

2011 2012 2013 2014 2015 2016 2017 2018 2019

- = N
[T R =

mBanche ®Societa quotate Societa a controllo pubblico W Societa di capitali private

Source: Interinstitutional Observatory, Report 2021

Fig. 5: Share of women on boards of directors by sector of economic activity
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This progress has been recognized at European and international level. However, it should also
be pointedout that heterogeneity in women’s participation on the boards of directors and control as
well as in the decision-making processes of companies persists. Moreover, only 2% of women hold
the role of CEO in listed companies and only 1% in banks. In private companies in particular, the
development has been more moderate. A wider participation of women in decision-making
processesis one of the Objectives of the European Commission’s Strategy on Gender Equality
2020-2025, which also aims at the approval of the proposal for a Directive presented in 2012,
concerning the improvement of gender balance on the boards of directors of listed companies.

6. The pre- and post-pandemic situation
The analysis of the European and Italian situation has to start with the labour market indicators
because they provide important information not only on the employment status of a regionor state,

but above all on how this contributes to national income generation. From this data derive
indications of economic growth trends in the different areas of the European Union useful for
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preparing correct intervention policies. Such indicators are crucial especially at time marred by the
pandemic and its effects on the economy and employment.

The epidemiological emergency had impacts on every economic, political, and social aspect
worldwide. The effects on labour market trends, in terms of employment and gender, as recorded
by ISTAT and EUROSTAT, were really relevant.

First of all, it should be pointed out that starting in 2021, the Labour Force Survey, the ISTAT
official source which providing data on labour market trends, has been changed in order to comply
with European legislation. In fact, Regulation (EU) 2019/1700 of the European Parliament and of
the Council, applied as of January 1% 2021, lays down stricter requirements for the collection and
processing of data on persons and households, both on individual and sample surveys, in order to
streamline harmonization. A new questionnaire is being introduced to identify the condition of
being employed, a definition based on three main aspects:

« workers in the Wage Guarantee Fund (CIG) are no longer considered employed if the absence
exceeds three months;
« workers on parental leave are classified as employed even if the absence exceeds 3 monthsand

the pay is less than 50%;

« self-employed workers are not considered employed if the absence exceeds three months,
even if the activity is only temporarily suspended.

Based on these premises, it is possible to survey both European and Italian labour market trends.
In 2020, the labour market was strongly affected by the global crisis generated by the health
emergency. In Europe, the employment rate for the 20-64 age group decreases by 1.0% to 71.7%,
while the unemployment rate increases by 0.4% to 7.2% (Fig. 6).

In Italy (Fig. 7), the drop in the employment rate wasmore intense (-1.6%), putting the country in
second from last place in the European ranking, with a rate second only to that of Greece. This
increased the gap with the EU average from 9.2% in 2019 to 9.8% in 2020. The gap is even sharper
with reference to gender for the same age group (14.1%). The difference between the EU and
Italian employment rates for the population aged between 55 and 64 is less wide: the Italian rate
(53.4%) is 5.6 percentage points lower than the European average, with smaller gaps for men and
wider gaps for women (-2.0 and -9.0 percentage points, respectively).

Fig. 6: Employment rate of European countries, 20-64 years. year 2020 (percentage values)
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Source: ISTAT, Labour Force Survey, 2022 (https://noi-italia.istat.it/)
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Fig. 7: Italian employment rate, 20-64 years, years 2018-2021 (percentage values)
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Source: ISTAT, Labour Force Survey, 2022 (https://noi-italia.istat.it/)

Given the current situation, the European strategy includes, among its objectives, an increase in
the employment rate, with specific reference to a broader participation of women and the over-50s
in the labour market. To better understand the content of these objectives, below is the pre- and
post- pandemic Italian employment situation. Compared to February, there is a growth in the
number of employed people in March 2021, as against a decrease in the number of unemployed and
inactive people. However, the situation is not evenly distributed. In fact, the growth in employment
(+0.2%, equal to +34,000) concerns men, employees on fixed-term contracts, the self-employed
and all age groups except for 35-49-year-olds who, on the other hand, are decreasing. Equally
decreasing arefemale employment and permanent employees.

Similar, is the situation for jobseekers®: there is a 0.8% decrease compared to February, butonly
for men and the over 25s, while an increase is observed among women and young people aged 15-
24. The unemployment rate dropped to 10.1% (-0.1 points) and increased among young people to
33.0% (+1.1 points). Since the beginning of the health emergency and up to January 2021, there
have been numerous downturns in terms of employment, resulting in a tendency to drop in
employment (-2.5% or -565 thousand). The decrease, this time, involves men and women,
employed (-353 thousand) and self- employed (-212 thousand) as well as all age groups. The
employment rate dropped by 1.1% in one year. Compared to March last year, the number of
jobseekers increased sharply (+35.4%, or +652 thousand) due to the exceptional drop in
unemployment that had characterized the beginning of the health emergency.

At the same time, there was a slight increase in part-time employees, whereby this consequence
reached 18.6% overall, but with insignificant differences between men (9.1%) and women
(31.6%).

Focusing on gender, the female employment rate in 2020 is 49%, is a figure which is not in line
with other European countries. There is also a significant gap when compared to men (18.2%), as
well as a distinct geographical and generational distribution: women employed in the North are
59% compared to 32.5% in the South; furthermore, women employed in the 25-34 age group are
51.9% compared to 61.8% in the 45-54 age group.

This data takes are even more significant when compared with the labour non-participation rate,
which can be defined as the percentage ratio between job seekers plus inactive persons
immediately available for work (part of the potential labour force) and the corresponding labour
force plus inactive persons immediately available for work. In this respect, constant values are

3 https://www.istat.it/it/archivio/265891
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observed for both men and women between 2019 and 2020. The gender gap is also unchanged and
is the lowest recorded since 2005. Here, too, the figure is not evenly distributed geographically. In
fact, in 2020 in southern Italy women present both the highest levels of non-participation in the
labour market and a wider gap compared to men, with even more acute peaks in three regions: the
rate of female non-participation in Calabria, Sicily and Campania stands at 46% while, conversely,
in the regions of ValleD’ Aosta, Piedmont, Liguria, Tuscany, Lombardy and Trentino Alto Adige it
is less than 14.2%.

Another aspect of the worsening employment situation for women is in the part-time trend.
From 2016 to 2020, the number of women workers in part-time employment remained almost
stable. The problem is not numerical but qualitative: more than 60% of female workers are forced
into part-timework, which is not an autonomous choice. This is well above the European average
of around 20%.

Additional worsening condition is the higher frequency of women employed in low-paying
positions* although more than one in four women are over-educated in relation to their jobs. In fact,
according to the EIGE, Italian women with the same level of education and working position, earn
46% less than their male colleagues. Women are more likely to be employed in the trade, health,
and educationsectors but, regardless of the sector of activity, the female presence tends to decrease
when considering top positions.

Finally, a fundamental factor when dealing with gender in the workplace is Work LifeBalance,
i.e. the reconciliation of work and private life, especially in relation to childcare and/or elderly or
sick family members. Although ISTAT® indicates that 35.1% of the employed, regardless of
gender, find it difficult to reconcile work and family time, in Italy it is more often women who
resort to flexible working arrangements to facilitate the coexistence of the two aspects. The
greatest difficulties are found mainly in the presence of pre-school-age children. This is reflected
in the fact that in Italy, there is the highest share of women who have never worked to care for
their children (11.1%) compared to the European average (3.7%). In this respect, too, the territorial
divide between North and South of Italy is evident.

7. Gender strategies and policies of the Italian NRPP

The National Recovery and Resilience Plan (NRRP)® is the document that Italy, like all EU
countries, submitted on 30 April 2021 and that was approved on 22 June 2022 by the European
Commission, and on 13 July by the Economic and Financial Council, to access Next Generation EU
funds. This document aims to promote recovery from the crisis caused by COVID-19.

The ItalianNRRP envisages an investment of EUR 191.5 billion, of which EUR 68.9 billion in
grants and EUR 122.6 billion in loans, financed by the European Union and a further EUR 30.6
billion in national resources from the so-called “Supplementary Fund”.

In addition to these resources, there are also those made available by the React-EU Facility,
which, according to EU regulations, must be spent inthe period 2021-2023. The NRRP, drafted
based on the European Regulation establishing the Recovery and Resilience Facility (RRF)’,
consists of six missions®. Sectoral transversality is a founding element of the Plan and is

https://www.istat.it/it/files//2021/03/REPORT_STRUTTURA_RETRIBUZIONI_2018.pdf

ISTAT, 2018, Labour Force Survey, ad hoc query “Reconciliation between work and family”.
https://www.mef.gov.it/en/focus/The-National-Recovery-and-Resilience-Plan-NRRP/

Recovery and Resilience Facility, Regulation (EU) 2021/241 of the European Parliament and of the Council of 12 February 2021.
https://eur-lex.europa.eu/legal-content/EN/TXT/PDF/?uri=CELEX:32021R0241

See also: Communication from the Commission to the European Parliament, the European Council, the Council, the European
Central Bank, the European Economic and Social Committee, the Committee of the Regions and the European Investment Bank -
Annual Sustainable Growth Strategy 2021, https://eur-lex.europa.eu/legal-
content/EN/TXT/PDF/?uri=CELEX:52020DC0575&from=en

The NRRP’s six missions are:

- Digitalization, Innovation, Competitiveness, Culture and Tourism;
- Green Revolution and Ecological Transition;

~ o o~
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underpinned by the presence of three priorities, including the promotion of gender equality by
increasing female employment and limiting gender discrimination.

Beyond combating gender inequality, the other two priorities concern reducing generational
and territorial disparities. These are not individual interventions but are priorities that are directly or
indirectly present in all sixmissions of the NRRP, considering differentiated outcomes for men and
women.’ The transversality aiming at gender equality is an essential element to no longer speak of
gender policies, which may be identified as fractional and unevenly distributed interventions. This
is in line with what was stated in 2019 in Italy’s European semester and what the European
Commission declared in 2021 about Europe’s sustainable growth. In fact, related to the first
aspect, the recommendations addressed to Italy called for the need to support the participation of
women in the labour market through a comprehensive strategy, by ensuring access to quality
childcare and long-term care services. In addition, the 2021 European Commission’s annual
strategy reiterated the need to adopt cross-cutting policies in order to reduce the employment and
pay gap between women and men, promoting a balance between work and family life, introducing
income support schemes, and implementing appropriate reforms of the social protection system,
taxation, and social security.

According to the multi-input, multi-output, and multi-sectoral MACGEM-IT model of the
Department of the Treasury (MEF), the NRRP could produce an increase in female employment of
4% until 2026. In particular, the growth would not be evenly distributed over time: in the first two
years of the Plan male and female employment evolve similarly. Only in the last three years do the
NRRP measures stimulate higher growth in female employment, with a greater impact on overall
employment in the final three years.

In terms of direct interventions, the most favorable measures to increase female employment are
education and health policies, which are the areas with the highest female employment intensity, as
well as the resources dedicated to digitalization, which characterize many components of the Plan.
These direct interventions are flanked by indirect strategic activities that create situations aimed at
fostering the reduction of gender inequalities in various areas of welfare, with medium- to long-
term effects. This segment includes, for example, the modulation of the Plan itself, organized in
specific goals, with scheduled milestones and deadlines. Some measures in the Plan adopt targets
that are closely related to gender issues. Many indicators for assessing the achievement of the
targets set provide for a breakdown by gender, to assess the actual improvements for the female
component. Furthermore, there are bonuses for organisations that hire women for the execution of
the contract defined in the Plan.

To maximize the chance of success, the actions of the NRRP must be compliant and synergetic
with those of national level. To this end, in July 2021, the Department for Equal Opportunities
drafted the National Strategy for Gender Equality 2021-2026%, in line with the European Strategy
for Gender Equality 2020-2025."

The vision for Italy, in this sense, is represented by a scheme of values and a set of policies
leading to gender equality. Recalling article 3 of the Constitution, the Italian vision aims to make
Italy a country where people of all genders, ages and social backgrounds have equal
opportunities for development. This vision is expressed within the National Strategy for Gender
Equality 2021-2026 which strategic goal is gain 5 points in the ranking of the EIGE Gender
Equality Index in the next 5 years, to rank better than the European average by 2026, with the goal

- Infrastructure for Sustainable Mobility;
- Education and Research;
- Inclusion and Cohesion;

- Health.

MINISTERO DELL’ECONOMIA E DELLE FINANZE, (2021), “Le disuguaglianze di genere in Italia e il potenziale contributo del Piano
Nazionale di Ripresa e Resilienza per ridurle”.

PRESIDENZA DEL CONSIGLIO DEI MINISTRI, DIPARTIMENTO PER LE PARI OPPORTUNITA, (2021), Strategia Nazionale per la Parita di
Genere.

COMUNICAZIONE DELLA COMMISSIONE AL PARLAMENTO EUROPEO, AL CONSIGLIO, AL COMITATO ECONOMICO E SOCIALE EUROPEO E
AL COMITATO DELLE REGIONI, “Un’Unione dell'uguaglianza: la strategia per la parita di genere 2020-2025”, (2020).
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of being among thetop 10 European countries in 10 years. To obtain this goal, an integrated system
of actions must be carried out. These actions are structured in five-year objectives divided into five
strategic priorities identified as follows: 1. Labour, 2. Income, 3. Skills, 4. Time, and 5. Power.
(Fig. 8-9).

Fig. 8: The Italian National Strategy for Gender Equality 2021-2026: Labour and Income priorities

1 - Labour

Tax breaks or incentives for companies hiring women, partly already provided for in the Budget
2021.

Increased incentives, especially in the southern regions.

Incentives to return to work after maternity leave, through one-off bonuses, payable directly or
as additional relief to existing measures, depending on ISEE.

Reducing the exit from work of new mothers through, for example, tax breaks for the employer.
Incentives for the creation of women's businesses, through the strengthening of the Women’s
Entrepreneurship Fund with direct resources or connected to the issue of grants.

Provision of subsidized credit; within the SME Guarantee Fund, a specific additional allocation
is set up for women's enterprises to access bank credit for the purchase of production equipment.
Introduction of additional flexibility for smart working for parents with dependent children in
accordance with the age of the child, through the protection of the right to voluntary remote
working, for tasks that allow such. The aim is to achieve a more rational work-life balance.
Effective use of part-time work and reduction of involuntary part-time work.

Monitoring diversity and the gender equality in both the private and PA sectors through the
establishment of dedicated responsible persons.

Adoption of a Gender Policy in both private companies and PA by extending what is already
indicated in the Ministerial Decree of 3 May 2018.

Introduction of a national gender equality certification system.

Source: National Strategy for Gender Equality 2021-2026

2 - Income

Definition of the Gender Pay Gap to legally define
wage inequalities below the 5% threshold,
according to the European Commission
guidelines.

Adoption of Equal Pay measurement systems by
defining the most effective indicators.

Definition of guidelines to help companies adopt a
Gender Policy through ad hoc legislation.

Support for working parents with increases in the
allowances and duration of parental leave, partly
already implemented in the Budget 2021 and in
the broader Family Act drawn up.

Analysis of penalizing factors for women and
creation of subsidized credit instruments.
Reduction of the Pension Gap due to maternity,
aimed at making periods of leave useful for
contribution purposes in addition to recognition of
the social role of childcare

Fig. 9: The Italian National Strategy for Gender Equality 2021-2026: Skills, Time, and Power priorities

3 - skills 4 - Time

Transversal promotion of the principle of equality at all levels of education.
Revision of textbook requirements to ensure greater visibility of texts written
by women.

Promotion of interventions to combat school drop-out and lack of education
and training, also including through formative activities aimed at “skilling”
and “reskilling”.

Enhancement of STEM disciplines with various initiatives, such as
impromptu summer camps, more characteristic curricular programs,
scholarships, enhanced school orientation, and university pathways to
empower women.

Review of ministerial activities for orientation to university or the labour
force.

Promotion for professional qualifications in fields dominated by male
employment.

Support for female students - mothers with exemption from university fees
and facilitation intaking examinations.

Introduction of gender quotas in university staff evaluation committees to
achieve gender-neutral criteria, under penalty of disqualification of the
body and sanctions for universities.

Revising the criteria for allocating MIUR funds by identifying minimum
levels of gender representation.

Improving digital literacy both through curricular and extracurricular
courses in compulsory schooling, through incentive systems for private
companies that provide courses for the female target group, and through the
creation of courses by the PA.

Mandatory training for teaching staff on gender mainstreaming and gender
stereotyping, especially in STEM and high-segregation subjects.

- Improving the distribution of parental responsibility through actions
such as parental leave for fathers, including ad hoc measures (i.e., the
so-called Child Bonus or Single Allowance for fathers).

- Improving the supply of nurseries focusing mostly on the South and
inland areas.

- Expansion of company childcare facilities, especially in large
companies, thanks also to detaxation.

- Splitting parental leave to facilitate returning to work.

- Tax relief for costs incurred in childcare (babysitters), geriatric care
(careers) or disabled care (educators) in order to support and recognize
such roles, especially of women, in caring for family members.

- Hourly and annual rescheduling of school times to strengthen curricula
and to meet parental needs.

5 - Power

- Raising the quota of the Gulf-Moscow Law, also extending its area of
application.

- Introduction of mandatory transparency and publication of selection
short-lists (i.e., lists of candidates considered for the final selection
phase) for top management levels as well as pipelines for listed
companies.

- Intervention on equal conditions legalization to ensure fair media
exposure time for candidates of both sexes.

- Implementation of existing legal provisions on gender equality in
regional electoral legalization.

- Introduction of gender quotas in PA governing bodies.

Source: National Strategy for Gender Equality 2021-2026

Alongside these specific actions, there is a need for cross-cutting measures covering broader
aspects of life, from support for fragility to the monitoring of language that may create discrimination,
from the integration of the gender perspective within health care to the definition of gender
statistics.
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8. Female Entrepreneurship

With the aim of “promoting substantive equality and equal opfortunities for men and women in
economic and entrepreneurial activity”, legislation 215 of 1992' paragraph 2 gives a definition of
women’s enterprises interms of access to benefits, according to these elements:

The following are eligible for the benefits of the law:

- cooperatives and partnerships, at least 60% of which are owned by women, joint stock
companies, at least two-thirds of whose shares are owned by women and at least two-thirds of
whoseboards of directors are made up of women, as well as sole ownerships run by women,
operatingin the industrial, craft, agricultural, trade, tourism, and service sectors;

- companies, or their consortia, associations, bodies, business promotion companies also with
mixed public and private capital, training centers and professional associations that promote
entrepreneurial training courses or consultancy and technical and managerial assistance
services with at least 70% reserved for women.

It is possible to supplement this definition with the one provided by the Unioncamere Report
2022%, whereby “female” may be qualified as:
¢ sole ownerships owned or managed by women;

e partnerships in which the majority of partners are female;

e corporations in which the majority of the shares are held by women, or in which the majorityof
the offices are held by women, or corporations in which the average of the shares are held by
women, and the shares held by women are more than 50%;

e Cco-operative enterprises where the majority of members are women.

Based on these classifications, according to the Unioncamere Report in Italy, in 2021 the
enterprises led by women will be 22% of the total in the area, with an increase in the last year of
+0.5%, despitethe COVID-19 having slowed down the pace of growth. The growth trends, from a
geographical point of view, run counter to the employment data: the highest concentration of
women’s enterprises is in the South and the region with the highest growth is Campania, where the
core activity is mainly in commerce. This results on the one hand from self-employment and on
the other from the tendency to equality of education between genders.

The role of women in doing business is difficult to evaluate if it refers only to statistical data, it
is necessary to indicate the context and the relationship with the social environment. According to
the Green ltaly 2021 report* companies run by women promote more social responsibility
activities, are more attentive to the issues of inclusion and sustainability with a desire to give back
to society what they have taken from the company they lead. An example is that given by the
Unioncamere 2020 report™®: more than 70% of women-led companies have invested in individual
well-being initiatives at work,compared to 67% of other companies.

Women-led companies also have on average a better governance than male-led companies,
partly because they use CEOs from outside the family, when necessary, thus improving the quality
ofthe company’s transparency. In addition, companies controlled by women grow more and are
less indebted.

Moreover, female entrepreneurship has long-range beneficial effects through a multiplier lever.
According to a McKinsey 2022 survey'®, women are ambitious and hardworking. The research
revealed that we’re amid a “Great Breakup.” Women are demanding more from their work, and
they’re leaving their companies. Women leaders are switching jobs at the highest rates we’ve ever
seen, and at higher rates than men in leadership. If companies don’t act, they risk losing not only
their current women leaders but also the next generation of women leaders. Young women are
more inclusive and empathetic leaders and want to work for companies that priorities cultural

12
13
14
15

The italian Law N. 215 of 1992 is titled ‘“Positive actions for women's entrepreneurship”.

ISTITUTO GUGLIELMO TAGLIACARNE, (2022), V National Report on Female Entrepreneurship in Italy.
UNIONCAMERE, (2021), 12° Green Italy Report 2021, A people-friendly economy for the future of Europe.
ISTITUTO GUGLIELMO TAGLIACARNE, (2020), IV National Report on Female Entrepreneurship in Italy.

16 McKINsEY, (2022), Women in the Workplace 2022.
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changes which improve work: flexibility, employee well-being and diversity, equity, and inclusion.
They’re watching senior women leave for better opportunities, and they’re prepared to do the
same.

9. Concluding remarks, possible scenarios, and practical implications.

Diversity in general and gender diversity in particular represent an increasingly strategic issue
in management. Workforce diversity is widely considered to improve the knowledge, perspectives,
and skills that results in creativity, innovation, and decision-making power within organizations.
On the other hand, while women play a vital role in an organization’s performance, their
representation in top positions is still limited. Furthermore, the country also needs the contribution
of female entrepreneurship to implement its ability to create value in a highly complex competitive
environment on an international scale.

To this end, however, female entrepreneurship need a strategic support to grow and public
policies can't neither be fragmentary nor occasional. Actions isolated or not coordinated with each
other with respect to a coherent overall long-term vision can be more harmful than good, creating
further inequality. Furthermore, new policies must be implemented effectively, rapidly, and
efficiently and must be constantly monitored to assess whether the implemented actions are
achieving the desired results.

They represent an essential prerequisite all the actions aimed at creating infrastructures and
supporting the work-life balance. The aim is to increase women's autonomy and to break down
gender stereotypes, as well as to encourage women to acquire skills also in scientific and
technological fields, in order to play an increasingly important role in imagination, creativity, and
innovation processes.

Another key element to be kept extremely under control is women access to credit, which, to
date, represents one of the main barriers to access for female entrepreneurs. An important aspect in
this regard could be support through the recognition of interest-free loans and facilitated access to
the special section of the Guarantee Fund for Small and Medium Enterprises - Equal Opportunities
Section. In this way, liquidity is guaranteed not in terms of direct disbursement, but as support in
terms of guarantees for access to credit, without the costs of sureties or insurance policies.

It is also necessary to encourage a radical social and cultural renewal by promoting female
entrepreneurship through collective and bottom-up processes that improve the valorization of
women’s skills and responsibilities by eliminating all forms of inequality and dangerous
stereotypes. Such cultural openness could aim at the creation and strengthening of partnerships
between countries, triggering a positive learning chain on gender issues, in order to implement
active inclusion policies and initiate a change of course within all workplaces, both large and small.

Moreover, it is desirable to strengthen, also through further legislative interventions, diversity
and inclusion management, a need which is increasinglyfelt in evolved contexts that are aware that
diversity management can represent an opportunity and not a threat. The purpose of such an
intervention is not only oriented towards promoting equality of roles between women and men but
is intended to also foster a commendable positioning of the Country within the international
markets in order to improve the factors on which its competitiveness is based.

Finally, in terms of practical implications, we believe that the main result of the paper is the
evidence of a serious acceleration of a coercive isomorphism (changes to the regulatory framework
involve pressures on some organisations from other organisations, DiMaggio and Powell, 1983)
towards the adoption of some emerging institutional logics (Thornton and Ocasio, 1999).

First of all, by regulators and policymakers, the results reveal a clear institutional pressure to
reinforce corporate governance principles to increase the presence of female directors in order to
achieve a balanced composition of gender on boards of directors. With reference to Italy, the case
of the Golfo-Mosca law (Law 120/2011) about ten years (June 28, 2011) after its approval is
emblematic. The Law imposes the presence of at least 1/5 of each gender for the first election of
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the bodies following 12 August 2012. The quota increases to 1/3 for the two subsequent elections.
Law 160/2019 extended the mechanism introduced by the Golfo-Mosca Law, initially referred to
three consecutive mandates, to six consecutive mandates and increased the women's quota to 40%.
Ten years later, the number of women on the boards of listed companies in Italy has gone from
around 7% (2012) to around 43% (2020). The Golfo-Mosca Law is the first legislation on gender
equality that can be placed at the level of regulatory compliance requirement. It provides, in the
event of non-compliance with regulatory obligations, the risk of non-compliance. Non-compliance
implies significant sanctions, not only pecuniary, but even, as a final measure, the forfeiture of the
entire board of directors. Supervision and sanctioning power is entrusted directly to Consob. The
constraints established by the law extend to investee companies, with respect to which supervision
is entrusted to the Presidency of the Council of Ministers or, upon its delegation, to the Ministry of
Equal Opportunities.

Secondly, for the ownership of companies (shareholder point of view), interested in increasing
the value creation capabilities through a greater engagement of relevant stakeholders, the analysis
of the literature shows that the most significant presence of women on boards of directors and in
the top management improves CSR performance by triggering a change in organizations that
directs them towards more sustainable and more balanced strategies among all the players
involved.

Finally, under a social point of view, companies are subject to huge pressures to increase female
representation on main decision roles, however, it seems suitable to consider certain professional
characters of female directors and their sensitivity towards sustainability in order to increase the
value of the company and achieve harmony with the stakeholders through the implementation of
sustainable strategies. In this sense, the boards would have a greater predisposition to lead a
positive change in the social and environmental impact of the business world.
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Diversity & Inclusion: una review bibliometrica

CARMELA DI GUIDA” FRANCESCO LAVIOLA® SALVATORE ESPOsITO DE FALCO*

Abstract

Inquadramento della ricerca. Il campo di ricerca accademica della diversita ed inclusione € molto vasto e abbraccia diverse
discipline come il management, la sociologia, la psicologia, le scienze dell ‘educazione e gli studi di genere. Tale varieta suggerisce
la necessita di una sua analisi da una prospettiva pit orientata agli aspetti organizzativi e manageriali.

Obiettivo del paper. Il presente studio si propone di condurre un’analisi bibliometrica della letteratura riguardante il tema
della Diversity & Inclusion e di conseguenza una mappatura scientifica della struttura concettuale, sociale e intellettuale.

Metodologia. Utilizzando Bibliometrix, un pacchetto di R Studio, sono state analizzate 592 pubblicazioni provenienti dal
database di Web of Science, a partire dal 2010.

Risultati. La ricerca evidenzia tanto le performance in termini di autori, istituzioni e paesi che si occupano della tematica
quanto le strutture concettuali (analisi della co-occorrenza delle keyword), sociale (analisi dei rapporti di co-authorship) e
intellettuale (tracciato storiografico).

Limiti della ricerca. Al pari di altre review, la scelta del database utilizzato, |'imposizione di limiti temporali e linguistici,
nonche la scelta delle keyword potrebbero aver limitato la completezza della letteratura analizzata.

Implicazioni manageriali. | risultati possono essere utili ad orientare la cultura aziendale e le decisioni strategiche nell ‘ambito
di una politica orientata alla sostenibilita e all ’inclusione sociale.

Originalita del paper. Il presente lavoro adotta una prospettiva pit ampia e attuale, che tiene conto delle performance di
studiosi, istituzioni e paesi, mappando le strutture concettuali, sociali e intellettuali della letteratura di riferimento.

Parole chiave: diversita; inclusione; equita; review; bibliometrix

Framing of the research. The academic research field on diversity and inclusion is very broad and embraces different
disciplines such as management, sociology, psychology, education sciences, and gender studies. Such variety suggests the need to
analyse these themes from a perspective more oriented to organizational and managerial aspects.

Purpose of the paper. The purpose of this study is to conduct a bibliometric analysis of the literature concerning the topic of
Diversity & Inclusion and consequently a scientific mapping of the conceptual, social and intellectual framework.

Methodology. Using Bibliometrix, an R Studio package, 592 publications were analyzed from the Web of Science database, as of
2010.

Results. The research highlights as much the performance in terms of authors, institutions and countries dealing with the topic
as the conceptual (keyword co-occurrence analysis), social (co-authorship relationship analysis) and intellectual (historiographical
tracing) structures.

Research limitations. Like other reviews, the choice of database used, the imposition of time and language limits, as well as the
choice of keywords may have limited the comprehensiveness of the literature analyzed.

Managerial implications. The results may be useful in guiding corporate culture and strategic decisions in the context of a
policy oriented toward sustainability and social inclusion.

Originality of the paper. This paper adopts a broader perspective, taking into account the performance of scholars, institutions
and countries, mapping the conceptual, social and intellectual structures of the relevant literature.

Key words: diversity; inclusion; equality; review; bibliometrix
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Introduzione

Negli ultimi anni, I’attenzione ai temi della diversita e dell’inclusione é divenuta una
prerogativa fondamentale per una corretta gestione d’impresa. Lo sviluppo della Diversity &
Inclusion (d’ora in avanti D&I) si & posto, anche in Italia, come condizione essenziale per la crescita
delle imprese e la promozione di efficienza e competitivita (Osservatorio D&I di UN Global
Compact Network Italia, 2021).

Nel contesto attuale, in coerenza con I’Agenda 2030 e I’appello “Leave No One Behind” *, le
organizzazioni imprenditoriali si sono rese conto che la gestione della D&I influenzera il
funzionamento organizzativo e la competitivita dell’impresa (Langdon et al., 2002). Diversi sono
gli studi in tale direzione. Ad esempio, secondo il report dell’Organizzazione internazionale del
lavoro (The Contribution of social dialogue to gender equality, 2019), le imprese con “culture e
politiche aziendali piu inclusive” registrano un aumento del 59% nell’innovazione e una migliore
“valutazione dell’interesse e della domanda dei consumatori” del 37%. Uno studio Kellogg Insight
(Better Decisions Through Diversity, 2010) su 49 annunci sulla diversita di genere da parte di
societa tecnologiche dal 2014 al 2018 ha rivelato che “se due societa pubblicassero i loro dati sulla
diversita lo stesso giorno, il prezzo delle azioni dell’azienda con il 40% di donne aumenterebbe di
un punto percentuale in piu, rispetto al prezzo delle azioni di un’azienda con il 30% di donne”.
Effetti positivi in termini di redditivita sono evidenti secondo uno studio di McKinsey & Company
(2015), anche se le motivazioni principali che spingono le imprese ad attuare azioni in ambito D&I
sono da ricercare nella “necessita di migliorare il benessere del personale” (WordDay, 2021).

Nonostante una consapevolezza circa la necessita per il management di occuparsi delle
questioni D&I, diversi sono gli approcci organizzativi alla gestione di tali tematiche (Roberson,
2006). La D&I come campo di ricerca accademica € molto vasto e abbraccia diverse discipline
come il management, la sociologia, la psicologia, le scienze dell’educazione e gli studi di genere.
Tale varieta, evidentemente, suggerisce I’utilizzo di diverse chiavi metodologiche e interpretative
utili ad una piu corretta interpretazione di questo ampio fenomeno.

L’obiettivo del presente lavoro é stato quello di effettuare un’analisi bibliometrica della
letteratura sulla D&I attraverso I’utilizzo del software Bibliometrix, che ha preso in considerazione
592 contributi provenienti dal database di Web of Science pubblicati a partire dal 2010.

A nostro parere il lavoro contribuisce in modo significativo al dibattito scientifico in atto
attraverso diverse prospettive: in primo luogo, si cerca di contribuire ad una corretta
sistematizzazione, in chiave manageriale e gestionale, dei concetti di diversita e inclusione. A
differenza di altre review sul tema, il presente contributo adotta una prospettiva di pitl ampio respiro
nei confronti della diversity, dato che, ad esempio, i tre lavori di review piu citati (Majumder et al.,
2017; Amorelli e Garcia-Sanchez, 2021; Khatib et al., 2021), prendono in considerazione la
diversita solo e soltanto attraverso uno specifico angolo visuale; I’analisi evidenzia, inoltre, macro-
temi e filoni principali di ricerca che insistono su Diversita e Inclusione, non mancando peraltro di
analizzare le performance di studiosi, istituzioni e paesi, nonché di mappare le strutture concettuali,
sociali e intellettuali della letteratura di riferimento?. Infine, la postura della letteratura nei confronti
del comportamento manageriale in materia di diversita e inclusione e passata da emergente a
sempre piu trainante, intrecciandosi con le questioni relative all’etica d’impresa. Pertanto, un
approfondimento tematico del presente contributo appare quanto piu originale e attuale.

Il principio “Leave no one behind” ¢ la promessa centrale e trasformativa dell’Agenda 2030 per lo Sviluppo sostenibile: esso
impegna I’Italia cosi come tutti gli altri Paesi ad affrontare discriminazioni e diseguaglianze che minano i diritti di ciascuno,
inclusi quelli delle persone con disabilita.

In particolare, una mappatura scientifica del field descrive I'evoluzione delle principali tematiche dal 2010 a oggi, evidenziando
ad esempio come la definizione di diversita si sia evoluta nel tempo e si sia articolata in sotto-temi piu specifici, come la diversita
etnica, demografica, socio-culturale, oltre che di genere.

148



DIVERSITY & INCLUSION: UNA REVIEW BIBLIOMETRICA

1. Diversita e inclusione: un inquadramento

Il termine diversita e spesso dato per scontato dalle organizzazioni e nella letteratura sulla
diversita (Harrison e Klein, 2007) e per tali motivi non e agevole pervenire ad una definizione
univoca di diversita in quanto spesso vengono usati termini diversi in modo intercambiabile (ad
esempio, dispersione, eterogeneita, dissimilarita, divergenza e variazione). Una possibile
definizione é quella riportata da Harrison e Klein (2007) secondo i quali la diversita e “la
distribuzione delle differenze tra i membri di un’unita rispetto a un attributo comune”. Tale
definizione considera dunque “le diverse prospettive e gli approcci al lavoro che i membri di diversi
gruppi identitari portano con se” (Thomas e Ely, 1996). La letteratura distingue, altresi, tra diversita
visibile o demografica (come la razza, il sesso e I’etd), da quella invisibile o informativa (come
I’esperienza lavorativa, la formazione il background educativo, il background funzionale e la
posizione in azienda), nonché la diversita di valore (ad esempio, la diversita dovuta dalla cultura o
dalla religione), ovvero da caratteristiche psicologiche come personalita e atteggiamenti (Harrison
et al., 1998). Pertanto, la diversita puo essere definita in termini di caratteristiche osservabili e non
osservabili (Milliken e Martins, 1996), quest’ultime piu difficili da misurare e pertanto da
analizzare. Larkey (1996), in effetti, definisce la diversita come una differenza di prospettive che si
traduce in potenziali differenze comportamentali tra gruppi culturali e differenze di identita tra i
membri del gruppo in relazione ad altri gruppi. La diversita, dunque, & un aspetto che caratterizza
inevitabilmente la vita organizzativa di una impresa ed & un elemento fondamentale da tenere in
considerazione per il management delle risorse umane nelle organizzazioni (Harris et al., 2007). Si
aggiunga inoltre che fenomeni economici, come I’internazionalizzazione delle imprese e la
globalizzazione dei mercati, da un lato, nonché importanti eventi sociali, come le migrazioni e la
femminilizzazione del mercato del lavoro, dall’altro, hanno prodotto una forza lavoro diversa per
genere, cultura, religione, spingendo le imprese ad affrontare le problematiche legate alla diversita
(Cox e Blake, 1991; lles, 1995; Agocs e Burr, 1996; Ayoko e Hartel, 2006; Seymen, 2006).
Pertanto per gestire una forza lavoro multiculturale, nel rispetto delle diverse tradizioni e culture
(lles, 1995), risulta necessario implementare un nuovo approccio di gestione delle risorse umane
che integri e valorizzi le diversita. La gestione della diversita, nota in letteratura internazionale
come diversity management, sembra rappresentare una possibile risposta a queste problematiche.
Nell’evoluzione del costrutto di diversity management si possono individuare tradizionalmente tre
fasi distinte che corrispondono a tre fasi dell’evoluzione organizzativa: fase monoculturale, fase
plurale, fase multiculturale (Cox, 1994, 2001). La fase monoculturale si riferisce alla presenza di
imprese culturalmente e demograficamente omogenee considerate come “monolitiche”; tali imprese
considerano i lavoratori come tutti uguali, senza fare distinzioni. Il modello dominante é quello del
“maschio bianco” e quindi le donne e le persone di colore si devono adattare a tale modello
organizzativo dominante (Cox, 1994, 2001; Gardenswartz e Rowe, 1993). La seconda fase, definita
dell’impresa plurale, € una fase non discriminatoria. Questo tipo di impresa &€ generalmente piu
eterogenea rispetto all’organizzazione monolitica. Vengono maggiormente accettate persone
provenienti da differenti background culturali che differiscono dal gruppo dominante. Ad esempio,
vengono assunte con piu facilita le donne e le minoranze e ne viene facilitata la promozione
all’interno dell’impresa. Lo scopo di questa fase & quello di eliminare i vantaggi attribuiti
ingiustamente al gruppo di maggioranza (Cox, 1994, 2001; Gardenswartz e Rowe, 1993). La terza
fase, definita multiculturale, € una fase in cui le imprese riconoscono differenze di cultura,
background, valori dei lavoratori e sostengono le differenze come aspetto fondante della cultura
organizzativa. La flessibilita delle politiche aziendali e delle procedure assicura che nessuno sia
messo in una posizione di possibile sfruttamento (Cox, 2001, 1994; Gardenswartz e Rowe, 1993).

Strettamente legata al concetto di diversita € quello di inclusione, laddove tale concetto e
diverso da quello di diversita in quanto si focalizza non solo sul mix di persone, ma anche
sull’incorporazione di ogni dipendente nei processi organizzativi e nella cultura d’impresa.
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L’inclusione & dunque “il grado in cui gli individui si sentono parte dei processi organizzativi
avendo accesso alle informazioni, alle risorse, partecipando attivamente a gruppi di lavoro ed
influenzando il processo decisionale” (Mor Barak e Cherin, 1998).

Il concetto di inclusione €, tuttavia, piu difficile da definire, in quanto € meno visibile:
valorizzare il rispetto delle persone di ogni provenienza e accettare le caratteristiche che le rendono
uniche & compito arduo; la letteratura esistente sul tema é il piu delle volte discordante anche se e
possibile individuare un fil rouge, circa la capacita di facilitare I’inclusione delle persone all’interno
dei propri gruppi di lavoro attraverso la progettazione e I’implementazione di politiche aziendali
orientate a soddisfare i suoi bisogni di appartenenza e di unicita. Infatti, Pelled, Ledford e Mohrman
(1999) hanno definito I’inclusione come “il grado in cui un dipendente & accettato e trattato come
un insider dagli altri in un sistema di lavoro”. Roberson (2006) sostiene che I’inclusione si riferisce
alla “rimozione degli ostacoli e alla piena partecipazione e al contributo dei dipendenti nelle
organizzazioni”, e Miller (1998) analogamente, descrive I’inclusione come la misura in cui gli
individui diversi “sono autorizzati a partecipare e sono messi in grado di contribuire pienamente”.

Quando gli individui percepiscono un senso di appartenenza, hanno I’opportunita di essere
presenti, di far sentire e apprezzare la propria voce e di impegnarsi in attivita fondamentali per
conto del collettivo, I’organizzazione imprenditoriale pud definirsi inclusiva (Lirio et al., 2008;
Wasserman et al., 2008).

Ricerche precedenti sostengono che maggiore € la percezione dei dipendenti di essere accettati
dall’organizzazione, maggiore € il grado di soddisfazione che essi provano nei confronti
dell’organizzazione e maggiore € il loro impegno nei confronti dell’organizzazione (Lawler,1994;
Lawler, 1995; Deming, 1986); ne & una dimostrazione concreta I’indagine condotta dal Welfare
Index Pmi 2022 che dimostra una stretta correlazione tra politiche del welfare e produttivita®,
Teorie sociopsicologiche del comportamento interpersonale e la letteratura sul comportamento
organizzativo offrono approfondimenti importanti sulla inclusione-esclusione nel contesto delle
interazioni tra i singoli dipendenti, gruppi e ambiente di lavoro. Ad esempio, Leary e Downs (1995)
sostengono che le reazioni degli altri, in particolare il grado di accettazione e inclusione, di rifiuto e
di esclusione dell’individuo, sono fondamentali per il benessere fisico e psicologico. In quello che
hanno definito il “modello del sociometro”, I’autostima & considerata un misuratore psicologico, o
sociometro, un indicatore che permette alle persone di monitorare le reazioni di inclusione o di
esclusione nei loro confronti dal loro ambiente (Leary et al., 1995). Piuttosto che enfatizzare la
differenza come un bene organizzativo che ha valore di scambio in termini di performance
economica, I’inclusione si concentra sul grado in cui gli individui si sentono parte dei processi
organizzativi critici.

L’inclusione rappresenta, quindi, la capacita di una persona di contribuire pienamente ed
efficacemente a un’organizzazione (Miller, 1998; Mor Barak e Cherin, 1998); essa €, quindi,
favorita dal raggiungimento dell’equilibrio tra I’appartenenza a un gruppo e I’essere apprezzati per
caratteristiche individuali uniche (Shore et al., 2011). Man mano che gli individui sentono di essere
membri importanti dell’organizzazione e che i loro talenti e le loro caratteristiche uniche sono
riconosciuti e apprezzati, aumentano il grado di inclusione (Nishii, 2013; Riva et al., 2011).
Ricerche emergenti hanno suggerito che quando i dipendenti si sentono inclusi nel loro ambiente di
lavoro, I’impegno organizzativo, la fiducia, il benessere, la creativita e I’innovazione migliorano
(Brimhall et al., 2014; Mor Barak et al., 2006; Riva et al., 2001).

Tale ¢ stata per anni la politica adottata da Adriano Olivetti che ¢ passato alla storia come il primo vero ideatore dell’umanesimo
imprenditoriale; la fabbrica di Olivetti tentd di costruire un ponte tra il mondo intellettuale e la classe operaia; I’impresa era
infatti composta da scrittori, artisti, disegnatori, poeti e intellettuali come ad esempio Franco Fortini, Paoclo Volponi e Ottiero
Ottieri. Prendendo le mosse da questa politica di inclusione culturale, ne discese una altrettanto forte sull'inclusione sociale: i
dipendenti dovevano operare a contatto con la natura, non subire pressanti e tristi barriere architettoniche e questo di fatto,
avrebbe sprigionato la loro creativita e produttivita.
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3. Metodologia

Il presente studio si basa su un’analisi bibliometrica. La bibliometria puo essere definita come
una branca dell’informatica che ha lo scopo di misurare I’impatto delle pubblicazioni scientifiche e
il relativo livello di diffusione della conoscenza attraverso tecniche statistiche (Broadus, 1987;
Cuccurullo et al., 2016; Merigo et al., 2015). Questo tipo di analisi consente ai ricercatori di
esaminare una quantita di dati rispetto alle review sistematiche della letteratura, mantenendo al
contempo alto il livello di rigore, solidita scientifica, trasparenza e replicabilita (Dada, 2018; Rey-
Marti et al., 2016). L’uso delle tecniche bibliometriche in questo paper é volto ad analizzare i lavori
accademici sulla diversita e I’inclusione nei settori del business e del management, con I’intento di
poter identificare punti di discontinuita, specifici macro-temi legati a determinati filoni di letteratura
sia noti che meno battuti; il tutto attraverso trend temporali molto utili a delineare le dinamiche
evolutive. Per questo & stata condotta un’analisi quantitativa, applicando I’analisi della performance
e la mappatura scientifica, utilizzando il software RStudio (RStudio Team, 2016), uno degli
strumenti piu utilizzati da ricercatori e analisti di dati. Ai fini del presente studio si é rivelato
particolarmente utile il pacchetto Bibliometrix, sviluppato da Aria e Cuccurullo (2017): questo
strumento consente di effettuare analisi descrittive a partire da database bibliografici®. Inoltre, come
in altri studi bibliometrici (Baima et al., 2020; Martinez-Climent et al., 2018), e stata effettuata
un’analisi del contenuto degli articoli piu influenti per indagare I’evoluzione tematica della
disciplina.

3.1 Raccolta ed estrazione dei dati

Il primo passaggio é stato la raccolta dei dati grezzi da cui possono essere ricavati i metadati
necessari (ad esempio, autori, paesi, riferimenti o numero di citazioni) (Carvalho et al., 2013).
Esistono diversi database scientifici, ma i due piu rilevanti in termini di numero di pubblicazioni
contenute sono Web of Science (WoS) di Clarivate Analytics e SCOPUS, di Elsevier. 1l database
d’elezione per il presente studio e stata la Core Collection di WoS, a cui alcuni studiosi riconoscono
standard qualitativi piu elevati rispetto a SCOPUS (Merigo et al., 2015).

Per la raccolta dati da WoS e stata utilizzata una query che interroga il database cercando
contributi all’intersezione di tre filoni tematici combinando diversi raggruppamenti di keyword e
stringhe di ricerca: i) la corporate governance (‘“corporate governance” OR ‘“director*” OR
“board*” OR “board* structure” OR “board* characteristic*” OR “board* composition” OR
“board* of director*” OR ‘“corporate control” OR “governance of corporation”); ii) la diversity e
I’inclusione (““diversity” OR “inclusion”); iii) la governance sostenibile (“environment* soc*
govern*” OR “ESG” OR “CSR” OR ‘“corporate* soc* respons*”). La query ha interessato in
particolare il field “Topic”, che in WoS restituisce articoli corrispondenti alle stringhe ricercate se
esse sono contenute in titolo, abstract, author keywords, e Keywords Plus®. L’operatore booleano
“OR” e I’asterisco sono stati utilizzati per catturare i paper contenenti combinazioni leggermente
differenti delle keyword selezionate e keyword tra loro affini a livello semantico. Stanti le ulteriori
restrizioni applicate alla ricerca in termini di anno di pubblicazione (successivo al 2009, lingua
(Inglese) e subject area (“Business”, “Management” e “Business Finance ”), il sample finale risulta
composto da 592 pubblicazioni, riconducibili a 191 fonti scientifiche (in maggioranza journal),
scritte da 1330 autori afferenti a 778 istituzioni in 80 paesi del mondo.

3.2 Analisi delle performance

Per I’analisi delle performance dei ricercatori e dei paper presenti nel sample sono stati utilizzati

Bibliometrix, in altre parole, & uno strumento sviluppato nel linguaggio statistico computazionale e grafico, secondo un flusso di
lavoro bibliometrico logico, usato soprattutto per la mappatura scientifica. Trattandosi di un open software, riesce ad ottenere una
notevole base di dati dalla web community degli utenti ed include tutti i principali metodi di analisi bibliometrici.

Le Keywords Plus sono parole chiave generate automaticamente da WoS in base ai termini che compaiono piu di una volta nella
bibliografia di un documento.
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indicatori quantitativi (che manifestano la prolificita del ricercatore) e qualitativi (che misurano
I’impatto scientifico). Sul versante quantitativo nella presente review I’analisi ha consentito di
evidenziare i 25 autori, istituzioni, paesi e fonti piu performanti in termini di prolificita degli output
di ricerca; su quello qualitativo, invece, si riportano i 25 paper piu influenti dell’intero sample per
numero di citazioni normalizzate. Il dato delle citazioni normalizzate é stato estratto dall’analisi del
citation network effettuata tramite VOSviewer, un altro software bibliometrico molto accreditato
presso la comunita scientifica per la mappatura scientifica della letteratura (van Eck e Waltman,
2010).

3.3 Mappatura scientifica

Un’altra tecnica ampiamente adottata nell’analisi bibliometrica e la mappatura scientifica, che
consente al ricercatore di individuare i pattern nascosti nella struttura concettuale, sociale e
intellettuale di un dato corpus di letteratura, e la loro evoluzione dinamica nel tempo (Borner et al.,
2003). La struttura concettuale si riferisce ai collegamenti che possono emergere tra diversi concetti
o0 parole. La struttura sociale evidenzia le connessioni che si verificano tra le diverse unita di analisi,
come autori, istituzioni e Paesi. La struttura intellettuale riguarda le relazioni tra diversi nodi (ad
esempio, documenti, autori e riviste), che possono svelare le dinamiche evolutive di una disciplina.

Per catturare le strutture concettuali relative a diversity e inclusion & stata condotta un’analisi di
co-occorrenza delle keyword, usando Keywords Plus come unita di analisi, ottenendo il network di
50 nodi illustrato in Fig. 3. Presentiamo inoltre I’evoluzione temporale dei principali temi presenti
in letteratura (Cfr. Fig. 7), rappresentati poi in una matrice bidimensionale i cui assi sono funzioni
di densita e centralita, per ognuno dei tre periodi presi in esame (Cfr. Fig. 8).

Riguardo la struttura sociale, e stata eseguita un’analisi di co-authorship (Cfr. Fig. 9). |
raggruppamenti isolati e periferici non sono stati scartati per fornire una visione piu completa del
livello di collaborazione esistente tra studiosi in questo ambito.

Infine, per analizzare la struttura intellettuale dell’argomento, é stata utilizzata una storiografia
(Garfield, 2004), tracciando I’evoluzione delle citazioni dei 20 documenti piu influenti nel corso del
tempo (Cfr. Fig. 10).

4. Risultati dell’analisi bibliometrica
4.1 Analisi delle performance

Nel grafico riportato in Fig. 1, & dato rilevare una forte attenzione della comunita scientifica
verso i temi della diversity e della inclusione gia a partire dal 2015, con livelli di crescita
esponenziali negli anni a venire. Sicuramente la motivazione principale risiede nella introduzione
della direttiva sulla Dichiarazione non Finanziaria (DNF) del 2014 che propose di modificare la
normativa vigente a livello europeo in materia di contabilita, ponendosi come fine il miglioramento
della trasparenza delle aziende corporate su questioni sociali, ambientali e di gestione. A rafforzare
tali orientamenti nel 2015 le Nazioni Unite sottoscrissero I’Agenda 2030 con cui furono identificati
i 17 obiettivi di sviluppo sostenibile, sottoscritti da 193 Stati®. Questi passaggi sicuramente hanno
determinato una forte spinta verso i temi sociali favorendo una crescita significativa di lavori
scientifici sulle tematiche oggetto del presente lavoro.

6 Sul tema si vedano anche i contributi Martinoli S., 2021
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Fig. 1: Distribuzione nel tempo del numero di pubblicazioni e di citazioni per anno

Fonte: nostra elaborazione su dati WoS

Alla redazione dei contributi presenti nel sample hanno collaborato 1330 autori provenienti da 80
paesi e 778 diverse istituzioni (Cfr. Tab 1): a testimonianza dell’importanza della collaborazione tra
autori come fattore critico per lo studio di questi temi, riportiamo che soltanto 119 contributi, circa
il 20% del totale, sono a singola firma, mentre 147, circa un quarto del sample, sono scritti da due

autori, e 326, piu della meta, coinvolgono tre o piu autori.

Tab. 1: Statistiche riepilogative

Publications 592
Authors 1330
Sources 191

Institutions 778
Countries 80
Cited references 19370

Fonte: nostra elaborazione su dati WoS

Passando all’analisi della rilevanza degli autori, si riportano misure sia quantitative che

qualitative della performance dei singoli autori.
Dal punto di vista quantitativo la Tab. 2 riporta i 10 autori piu prolifici del sample.

Tab. 2: Autori piu prolifici (Top 10)

S EEY

Authors Record Count % of 592
Garcia-Sanchez IM 16 2.703
Martinez-Ferrero J 12 2.027
Pucheta-Martinez MC 11 1.858
Gallego-Alvarez | 9 1.52
Ntim CG 8 1.351
Hussainey K 7 1.182
Jiraporn P 7 1.182
Bel-oms | 6 1.014
Harjoto MA 6 1.014
Albitar K 5 0.845

Showing 10 out of 1.330 entries

Fonte: nostra elaborazione su dati WoS
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Si nota subito che le tematiche trattate dai 10 autori piu produttivi coincidono perfettamente con
quelle del presente lavoro. In particolare, Garcia Sanchez e Martinez Ferrero hanno scritto insieme
molti paper sul tema dell’inclusione e della gender diversity. Lo stesso dicasi per Pucheta Martinez
e Gallego Alvarez che, insieme a Bel-Oms, hanno spesso analizzato problematiche relative alla
gender diversity. Altri autori si sono occupati della CSR, focalizzandosi chi sulla CSR disclosure
(Hussainey e Ntim), chi sul rapporto ESG disclosure e CSR (Albitar), chi sulla gender diversity o
Board diversity e CSR (Harjoto, Jiraporn). Tutto cio rileva anche - come d’altra parte si conferma
nei risultati dell’analisi bibliometrica presentati nelle successive fig. 3-4 - come [|’attenzione
maggiore alle tematiche di CSR abbia indotto gli stessi autori ad interessarsi di piu a problematiche
correlate, quali la D&I. Dal punto di vista qualitativo, invece, la Fig. 2 denota la produzione
scientifica nel tempo degli autori principali del campione preso in considerazione dalla presente
review: e utile sottolineare che i nodi piu grandi corrispondono ad una produttivita maggiore dello
specifico autore in quell’anno, mentre piu il cerchio e scuro piu citazioni ha ricevuto quell’autore
per ogni anno dalla pubblicazione.

Fig. 2 - Produzione scientifica nel tempo dei top autori

Authors' Production over Time

Fonte: elaborazione con Bibliometrix su dati WoS. Visualizzazione con Biblioshiny.

Dalla fig. 2 si evince come molti degli autori che manifestano maggiore continuita nel tempo in
termini di produzione scientifica (Garcia Sanchez, Ntim, Harjoto, Dang e Khan) risultino essere
anche i piu prolifici ed i piu citati. Questo € il segnale di una loro significativa autorevolezza,
riconosciutagli in letteratura, rispetto alle tematiche trattate.

Delle 191 fonti scientifiche (journal) che popolano il nostro sample, riportiamo in Tab. 3 le 10
piu rilevanti in termini di produttivita.

Tab. 3: Fonti piu prolifiche (Top 10)

Publication Titles Record Count % of 592
CORPORATE SOCIAL RESPONSIBILITY AND ENVIRONMENTAL MANAGEMENT | 66 11.149
JOURNAL OF BUSINESS ETHICS 39 6.588
BUSINESS STRATEGY AND THE ENVIRONMENT 32 5.405
CORPORATE GOVERNANCE THE INTERNATIONAL JOURNAL OF BUSINESS IN

28 4,73
SOCIETY
SOCIAL RESPONSIBILITY JOURNAL 17 2.872
JOURNAL OF MANAGEMENT GOVERNANCE 12 2.027
MEDITARI ACCOUNTANCY RESEARCH 12 2.027
COGENT BUSINESS MANAGEMENT 11 1.858
INTERNATIONAL JOURNAL OF ACCOUNTING AND INFORMATION 1 1858
MANAGEMENT '
CORPORATE GOVERNANCE AN INTERNATIONAL REVIEW 10 1.689

Showing 10 out of 191 entries

Fonte: nostra elaborazione su dati WoS
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Dalla Tab. 3 si evince, in particolare, che le maggiori riviste che si occupano di tematiche
riguardanti la CSR e I’etica d’impresa sono anche quelle che presentano piu pubblicazioni sui temi
della D&I. Cio a conferma dell’interesse sempre piu crescente, nella letteratura inerente la corporate
governance, per gli aspetti dell’inclusione e della diversita.

Le Tab. 4 e 5 infine presentano rispettivamente le 10 istituzioni e i 10 paesi piu prolifici sui temi
della diversita e dell’inclusione.

Tab. 4 - Istituzioni piu prolifiche (Top 10)

Affiliations Record Count | % of 592
UNIVERSITY OF SALAMANCA 28 4.73
UNIVERSITE DE SFAX 15 2.534
EGYPTIAN KNOWLEDGE BANK EKB 13 2.196
UNIVERSITY OF PORTSMOUTH 13 2.196
COMSATS UNIVERSITY ISLAMABAD CUI 12 2.027
UNIVERSITAT JAUME | 12 2.027
UNIVERSITY OF SOUTHAMPTON 12 2.027
UNIVERSITY OF VALENCIA 11 1.858
UNIVERSITA DELLA CAMPANIA VANVITELLI 10 1.689
DONGBEI UNIVERSITY OF FINANCE ECONOMICS 9 1.52

Showing 10 out of 778 entries

1 record(s) (0.169%) do not contain data in the field being analyzed

Fonte: nostra elaborazione su dati WoS

Nella Tab. 4 si nota come le principali istituzioni accademiche che si occupano di D&I non
rappresentino piu del 22-23% di tutte le pubblicazioni sull’argomento. Si tratta di un dato a nostro
parere molto interessante, poiché dimostra che, a livello internazionale, le pubblicazioni inerenti tali
tematiche sono diffuse in maniera capillare, il che denota, quindi, un notevole indice di pluralismo
tematico. In altre parole, I’argomento D&I non puo essere considerato in alcun modo una tematica
di nicchia, limitata a poche istituzioni, ma &, invece, territorialmente diffuso ovunque, anche se con
qualche picco di interesse riguardante alcune istituzioni piu di altre.

Tab. 5 - Paesi piu prolifici (Top 10)

Countries/Regions Record Count % of 592
USA 93 15.709
ENGLAND 77 13.007
SPAIN 77 13.007
ITALY 57 9.628
CHINA 57 9.628
AUSTRALIA 53 8.953
FRANCE 36 6.081
CANADA 33 5.574
MALAYSIA 29 4.899
TUNISIA 26 4.392

Showing 10 out of 80 entries

1 record(s) (0.169%) do not contain data in the field being analyzed

Fonte: nostra elaborazione su dati WoS

Dalla Tab. 5 si evince che la maggior parte degli autori che si occupano di D&I proviene da
paesi anglosassoni (USA, Gran Bretagna, Australia e Canada) e latini (Italia, Spagna, Francia).

In coda alla sezione sull’analisi delle performance prendiamo in esame i 10 paper piu influenti
del sample, classificati per numero di citazioni normalizzate (Cfr. Tab. 6), che € una misura
dell’impatto del singolo paper derivata dall’analisi secondaria effettuata con VOSviewer.
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Tab. 6 - Articoli piu influenti per citazioni normalizzate (Top 10)

Pub.

Norm.

Authors Title Source year Citations url
beji, rania; yousfi board diversit_y and ) )
ouidad: loukil, nadia; | COrPOratesecial Journal OTBUSINeSS | 5051 | 73,278 | htps://doi.org/10.1007/510551-020-04522-4
omri. abdelwahed re§p0n5|blllty: empirical ethics
' evidence from france
buallay, amina; increasing female international
he}mdan, r.eem, barone, | participation on boa_lr_ds. journal of finance 2022 |5.673 https://doi.org/10.1002/ijfe.2141
elisabetta; hamdan, effects on sustainability & eCONOMics
allam reporting
gender diversity, board
liao, lin; luo, le; tang independence, british accounting
Lt T ' | environmental committee - 2015 |56.694 https://doi.org/10.1016/j.bar.2014.01.002
gingliang review
and greenhouse gas
disclosure
. a bibliometric analysis of
tn’?t‘éiﬂu'?ﬁgﬁ g:tr:g:y | board diversity: current Journal of business | ,554 | 55 504 https://doi.org/10.1016/j.jbusres.2019.11.025
hal dar’ aruninlla ’ status, development, and research ' ’ ) ' - ' o
' future research directions
elmagrhi, mohamed h.; a st'U('jy of environmgntal .
ntim coliins 9. " | policies and regulations, business strategy )
elam’er ahme d"a' governance stlructL;res, and | and the 2019 |52.069 https://doi.org/10.1002/bse.2250
e O environmental performance: | environment
Zhang, qingjing the role of female directors
nguyen, thi h. h. envirpnmgr_\tal performance, )
elmagrﬁi mo'ha'r’ne dh. susta!nabll_lty, governance business strategy )
ntim coliins g Wu " an_d financial performance: and_the 2021 |50.332 https://doi.org/10.1002/bse.2748
yue ' R evidence from heavily environment
polluting industries in china
meguinness, paul b.; the r_ole of board_ g(_ender and )
vieito, joao paulo; | foreign ownership in the csr | journal of corporate | 517 | 49 gg3 https://doi.org/10.1016/j.jcorpfin.2016.11.001
e ’ performance of chinese finance ' ’ ' ' - ' o
wang, mingzhu listed firms
. . nudging toward diversity in
nggﬁéﬁafg\/\z ?é’riha' t_he boardroor_n: a systematic | business strategy )
elamer a{hmed ar ’ I|_teratgre review o_f board and_the 2021 | 46.631 https://doi.org/10.1002/bse.2665
abueid’ raed " ghve_rsn'y of financial environment
! institutions
garcia-sanchez, isabel- assurance of corporate .
maria: hussain’nazim' soc1a! r_esp0n5|blllty reports: corpora@e_spual
khan 'sana-akbyar' * | examining the role of resp_on5|blllty and 2022 | 45.924 https://doi.org/10.1002/csr.2186
marti’nez—ferrero ' internal and external environmental ’ ’ ' ’ ’
jennifer ' corporate governance management
mechanisms
songini, lucrezia;
pistoni, anna; integrated reporting quality | journal of
tettamanzi, patrizia; and bod characteristics: an | management & 2022 | 45924 https://doi.org/10.1007/s10997-021-09568-8
fratini, fabrizio; empirical analysis governance

minutiello, valentina

Fonte: nostra elaborazione su dati WoS e VOSviewer

Piu in dettaglio, dall’analisi dei paper predetti e dagli studi bibliometrici sul tema della diversita
del Cda (Baker et al., 2020), pur nella varieta degli approcci teorico-metodologici ed empirici,
emerge con chiarezza che la ricerca si concentra prevalentemente sulla diversita di genere con
un’attenzione relativamente minore, e solo in tempi piu recenti, a fattori quali eta, nazionalita, etnia,

background professionale e profili cognitivo comportamentali.

In particolare provando a

tratteggiare a grandi linee le tendenze maggiormente ricorrenti, nei paper maggiormente citati,
emergono tre macro-filoni: i) il tema dell’influenza della diversita nel Cda sulla governance
aziendale (Garcia-Sanchez et al., 2021) e su accountability di policy e performance (Elmagrhi et al.,
2019; Songini et al., 2018); ii) lo studio dei fattori che influenzano la diversita nel consiglio di
amministrazione (Liao et al., 2015); iii) I’analisi delle modalita attraverso le quali la diversita del
Cda influisce sulla politica aziendale in materia di responsabilita sociale d’impresa (McGuinness et
al., 2017) e sui cambiamenti nella strategia aziendale.
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4.2 Mappatura scientifica

Per completare I’analisi bibliometrica sui temi della diversita e dell’inclusione, in questa sezione
vengono forniti 1 risultati della mappatura scientifica, che identifica le strutture concettuali,
intellettuali e sociali del tema sotto indagine.

4.2.1 Struttura concettuale

L’analisi della struttura concettuale consente di evidenziare le connessioni esistenti tra keyword,
permettendo I’individuazione dei macro-temi e dei principali filoni di letteratura. Nel presente
lavoro si e deciso di rappresentare le co-occorrenze tra le 50 Keywords Plus maggiormente
ricorrenti nelle pubblicazioni presenti nel sample, come esplicitato dal network in Fig. 3. In un
network di questo tipo piu le keyword vengono usate insieme dagli autori, piu appaiono vicine tra
loro, formando archi piu brevi e robusti. La grandezza dei nodi, inoltre, rappresenta I’occorrenza
semplice della singola parola chiave: piu é grande piu quella keyword é utilizzata dagli autori del
sample, a prescindere dal rapporto di co-occorrenza che la lega alle altre keyword. 1 colori, infine,
denotano i differenti cluster tematici. Nel caso di specie si sono delineati tre macro-temi:

e Il ruolo di moderazione della presenza femminile nel Board of Directors (BoD) sulle
performance aziendali - Cluster rosso;

e L’impatto che le spinte verso la Corporate Social Responsibility (CSR) e verso la sostenibilita
anche in termini di gender diversity esercitano nei confronti della governance aziendale -
Cluster verde;

e |l ruolo della disclosure sulle componenti di sostenibilita e diversita di un’impresa - Cluster blu;

Fig. 3: Network di co-occorrenza delle keyword
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Fonte: elaborazione con Bibliometrix su dati WoS. Visualizzazione con Biblioshiny.

Al fine di fornire una visione piu completa della struttura concettuale dei lavori che insistono su
diversita e inclusione in ambito manageriale, in Fig. 4 riportiamo il diagramma di Sankey
(Riehmann et al., 2005) che lega i riferimenti piu citati (anche e soprattutto quelli esterni al cluster e
anteriori all’epoca di pubblicazione dei lavori analizzati), agli autori piu influenti del cluster e questi
a loro volta ai filoni tematici piu rilevanti. Una visualizzazione di questo tipo e molto potente,
poiché lega i contributi piu autorevoli della letteratura di riferimento ai principali autori del sample,
che ispirati dal contributo dei primi producono nuova letteratura scientifica che insiste sui temi piu
rilevanti in ambito di governance sostenibile e diversity.

157



CARMELA D1 GUIDA - FRANCESCO LAVIOLA - SALVATORE EsposiTo DE FALCO

Fig. 4: Diagramma di Sankey (Top Cited References -> Top Authors -> Top Themes)
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Fonte: elaborazione con Bibliometrix su dati WoS. Visualizzazione con Biblioshiny.

Con I’intento di offrire, inoltre, una prospettiva sui trend che hanno interessato negli anni i filoni
tematici principali e secondari, riportiamo in Fig. 5 il grafico della frequenza anno per anno delle
keyword piu rilevanti: si rileva, ad esempio, che temi quali “diversity”, “gender diversity” e
“corporate social responsibility” siano sempre piu caldeggiati dagli autori del sample, mostrando
un evidente incremento nella frequenza di utilizzo a partire dal 2018, fino a raggiungere un picco
rilevante nel 2022.

Fig. 5: Words’ frequency over time

Torm

Fonte: elaborazione con Bibliometrix su dati WoS. Visualizzazione con Biblioshiny.
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Nella successiva Fig. 6 tale trend € ancora piu evidente e indica chiaramente come alcuni
argomenti (“attitudes”, “stakeholders management”, “Ceo duality”, et cetera) abbiano perso
d’interesse e risultino sempre meno studiati e/o citati in letteratura, laddove, invece, argomenti
come “gender diversity”, “sustainability”, “environmental performance”, siano, al contrario, sempre
piu d’attualita dal 2018 in poi, confermando I’importanza delle tematiche riguardanti I’inclusione e
la diversita nelle imprese, che appaiono sempre piu dibattute e discusse in letteratura.

Fig. 6: Trend Topics
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Fonte: elaborazione con Bibliometrix su dati WoS. Visualizzazione con Biblioshiny.

Infine, € ancor piu interessante notare come, nel periodo di tempo considerato (2010-2022), le
tematiche che si riferiscono alla diversita sono state sempre meno citate nell’ambito di
pubblicazioni riguardanti specificamente la diversita e I’inclusione e sempre piu citate, invece, in
pubblicazioni aventi ad oggetto tematiche piu generali di corporate governance. Ad esempio, nella
Fig. 7 si evidenzia come tematiche quali I’ethnic diversity o la board diversity siano sempre meno
riconducibili a paper focalizzati sulla demographic diversity e trovino, invece, sempre piu spazio,
dal 2016 in poi, in paper focalizzati su tematiche piu propriamente specializzate nella governance.
Questa e la dimostrazione che la letteratura accoglie sempre di piu queste tematiche di diversity e
inclusion nell’ambito del management e della corporate governance, anche in chiave ESG.
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Fig. 7: Evoluzione dell ’interesse in letteratura per i temi di diversita ed inclusione
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Fonte: elaborazione con Bibliometrix su dati WoS. Visualizzazione con Biblioshiny.

Un’ulteriore e piu raffinata analisi, in coerenza con la precedente, rileva come, nell’ambito dei
tre periodi di analisi considerati (2010-2015; 2016-2019; 2020-2022), specifiche tematiche
riguardanti la diversita e I’inclusione siano emerse e poi declinate a vantaggio di altre. La
rappresentazione in Fig. 8, infatti, esplicita in maniera efficace i principi della mappatura tematica
della letteratura. Le mappe tematiche sono molto intuitive e permettono ai ricercatori di analizzare
I’evoluzione dei filoni nei quattro diversi quadranti (Cobo et al., 2011), individuati in base alla loro
centralita (tracciata sull’asse delle X) e densita (tracciata sull’asse Y). Piu precisamente, la
centralita misura il livello in cui un argomento é collegato ad altri argomenti di cluster tematici
differenti e, a sua volta, significativo in un dominio specifico. La densita, d’altra parte misura la
forza con cui le parole chiave in un determinato cluster sono collegate tra loro e quindi il grado di
sviluppo di un tema. In questo senso, il quadrante in alto a destra contiene temi con elevata
centralita e densita (Motor Themes), in grado di influenzare la ricerca esterna al cluster e ben
sviluppati anche internamente. Il quadrante in basso a destra mostra temi trasversali a una
disciplina (Basic Themes), in grado di influenzare altri argomenti, poiché hanno un’alta centralita,
ma debolmente consolidati internamente per via della bassa densita. Il quadrante in basso a sinistra
evidenzia gli argomenti che stanno emergendo o scomparendo (Emerging or Declining Themes),
poiché hanno bassa centralita e densita. Infine, il quadrante in alto a sinistra include temi di nicchia
tra gli studiosi (Niche Themes), che sono ben sviluppati internamente, in virta dell’alta densita, ma
non sono in grado di influenzare altri temi a causa della bassa centralita.

Dalla Fig. 8, che fotografa i tre periodi e considera, come gia ribadito, il rapporto tra sviluppo e
rilevanza di un argomento nella letteratura considerata, si rilevano dei sostanziali cambiamenti nel
posizionamento della letteratura che insiste su diversity e inclusione rispetto ai principali filoni, con
I’attenzione dei ricercatori che si muove gradualmente nel tempo da macro-temi a carattere
generalista a sotto-temi piu specifici e dai contorni meno sfumati. Piu in particolare sembrano
emergere alcune importanti considerazioni:

e un forte aumento dei temi di nicchia con la comparsa di topics quali quelli connessi alle ESG
performance, all’environmental disclosure composition, leadership femminile e la diversita
demografica;

e una elevata numerosita dei temi trasversali in grado di influenzare altri argomenti tra i quali si
segnala: voluntary disclosure; CSR disclosure; risk taking e tematiche connesse alla Social
emotional wealth theory

e una sensibile concentrazione su pochi temi trainanti fortemente concentrati sull’istitutional
ownershep e managerial behavior
In estrema sintesi sembra emergere una maggiore consapevolezza delle tematiche della diversity

and inclusion maggiormente focalizzati sulla ridefinizione del concetto di proprieta e di

comportamento imprenditoriale. Lungo tale nuova direttrice le tematiche oggetto della review
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sembrano piu concentrate sulla ricerca di nuovi sistemi di misurazione alla ricerca spasmodica di un
nuovi meccanismi regolatori.

Fig. 8: Mappe tematiche dei tre periodi considerati
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Fonte: elaborazione con Bibliometrix su dati WoS. Visualizzazione con Biblioshiny.
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4.2.2. Struttura sociale e intellettuale

In maniera del tutto simile all’analisi della struttura concettuale, e possibile applicare i principi
della co-occorrenza allo studio della struttura sociale, costruendo, come in Fig. 9, un network
collaborativo basato sulla co-authorship, svelando le connessioni tra studiosi che si interessano di
diversity e inclusion in ambito business. I nodi piu grandi rappresentano gli autori piu prolifici e le
coppie di autori che collaborano piu spesso sono posizionate in nodi piu vicini connessi da archi piu
spessi.

A tal proposito, come si e commentato nella tab. 2, si rileva, almeno relativamente ai 10 autori
pit prolifici, che 7 su 10 lavorano insieme: Garcia Sanchez e Martinez Ferrero; Pucheta Martinez,
Gallego Alvarez e Bel-Oms; Hussainey e Ntim. Queste cooperazioni riguardano specifici
argomenti, da cui si potrebbe presumere I’esistenza di una sorta di scuola tematicamente
specializzata. Non vi sono, infatti, dati sufficienti per poterlo affermare cosicché, anche in questo
caso, si rimanda la verifica di tale ipotesi a future ricerche.

Fig. 9 - Network collaborativo tra autori (Co-authorship)
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Fonte: elaborazione con Bibliometrix su dati WoS. Visualizzazione con Biblioshiny.

Infine, per ricostruire la struttura intellettuale delle pubblicazioni relative a diversity e inclusion é
stata sviluppata la storiografia rappresentata in Fig. 10. In questo tipo di visualizzazioni I’unita di
analisi e la co-citazione, che misura il numero di volte che i paper rappresentati dai nodi del
network in figura sono stati citati insieme da altri documenti presenti nel sample. In questo modo €
possibile storicizzare I’impatto dei contributi piu rilevanti, collocandoli sequenzialmente nel tempo
e rilevandone le connessioni intertemporali. Mentre & normale, per I’impostazione metodologica
dell’analisi storiografica, che i 10 contributi piu citati a livello locale dagli autori del sample (Cfr.
Fig. 11) sebbene siano tutti presenti nel network, appare notevole che dei 10 paper piu influenti a
livello globale per numero di citazioni assolute ben 8 siano presenti nella storiografia in Fig. 10. In
altri termini, questi 8 contributi dimostrano non solo rilevanza interna, ma anche esterna al sample.
Questo porta a due considerazioni: i) i paper considerati storicamente piu influenti dagli autori del
sample di riferimento, su cui si e basata la produzione scientifica piu recente, sono considerati di
alta rilevanza anche al di fuori della letteratura che insiste specificamente su Diversity e Inclusion;
ii) la rilevanza esterna dei lavori presenti nel network storiografico conferma la solidita delle
fondamenta della letteratura sotto indagine, e consente con ogni evidenza di individuare dei
capostipiti, che hanno ispirato i contributi successivi. Appare inoltre interessante notare che ben 3
dei 10 paper piu influenti per numero di citazioni normalizzate (Liao et al., 2015; McGuinness et
al., 2017; Beji et al., 2021), di cui si é gia discusso, siano anche parte del network storiografico,
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nonostante siano relativamente recenti.

Passando infine all’analisi del network vero e proprio, sebbene a prima vista il tracciato
storiografico appaia intricato, a ben vedere moltissimi paper recenti (sulla destra) sono riconducibili
a radici comuni. | contributi piu riconoscibili in tal senso sono: i) Post et al. (2011); ii) Liao et al.
(2015); iii) Jo e Harjoto (2011); iv) Bear et al. (2010), che e peraltro il paper con il piu alto numero
di citazioni assolute, sia locali (217) che globali (844). | quattro lavori capostipite individuano
altrettanti cluster tematici, che presentano un certo grado di sovrapposizione coi cluster evidenziati
dall’analisi della co-occorrenza delle keywords. | paper, nei rispettivi cluster, indagano:

e ispirandosi a Post et al. (2011), il ruolo che la diversita in termini di BoD esercita rispetto alle
performance piu spiccatamente ambientali delle imprese - Cluster rosso;
e ispirandosi a Liao et al. (2015), I’influenza esercitata dalla diversita di genere sulla Disclosure

Non Finanziaria - Cluster verde;

e ispirandosi a Jo e Harjoto (2011), I’effetto esercitato dalle scelte strategiche di CSR da parte
delle imprese sul valore societario - Cluster blu;
e ispirandosi a Bear et al. (2010), la piu generale influenza della diversita sulle politiche di CSR -

Cluster giallo.

E necessario sottolineare tuttavia che non ha senso immaginare questi cluster come partizioni a
tenuta stagna, posto che, sebbene i quattro lavori capostipite abbiano generalmente ispirato con
maggior forza i contributi interni, presentano, come visibile in Fig. 10, anche molte frecce entranti
provenienti da nodi esterni al cluster di appartenenza.

Fig. 10: Storiografia

Fonte: elaborazione con Bibliometrix su dati WoS. Visualizzazione con Biblioshiny.
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Fig. 11: Paper piu citati a livello locale nel sample
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Fonte: elaborazione con Bibliometrix su dati WoS. Visualizzazione con Biblioshiny.
5. Discussione e conclusione
Nell’ultimo decennio il dibattito scientifico intorno ai macro-temi della diversita e

dell’inclusione in ambito organizzativo ha assunto un carattere di estrema vivacita e pluralita in
termini sia di innalzamento della prolificita degli output di ricerca pubblicati sull’argomento, che di
arricchimento e complessificazione della visione dei ricercatori e delle aziende stesse nei confronti
di tali temi. Cio potrebbe essere dovuto agli interventi regolatori dei policymaker, come ad esempio
quello europeo, che con I’emanazione della Direttiva 2014/95/EU ha disposto I’obbligo per le
grandi societa quotate, le banche e le compagnie di assicurazione (“enti di interesse pubblico™) con
pitt di 500 dipendenti di pubblicare rapporti sulle politiche che attuano in materia di: i)
responsabilita sociale e trattamento dei dipendenti; ii) rispetto dei diritti umani; iii) anticorruzione;
iv) diversita nei consigli di amministrazione delle societa (in termini di eta, sesso, background
educativo e professionale) (Hahnkamper-Vandenbulcke, 2021). Questo, pur rappresentando un
importante vincolo in termini di compliance per le realta organizzative, ha spianato la strada ai
ricercatori, che hanno cosi ottenuto accesso diretto ad una mole di dati significativa sul
comportamento sostenibile, anche in termini di diversity, di tali imprese.

In questo contesto di vivace complessita si incardina il presente lavoro, che in un intento di
sistematizzazione tematico-concettuale degli argomenti sotto indagine evidenzia i filoni e i sotto-
temi legati a diversity e inclusione maggiormente caldeggiati dai ricercatori, adottando come
knowledge base un sample di 592 paper indicizzati su WoS pubblicati dal 2010 al 2023.

Sul fronte dell’analisi delle performance la presente review delinea un panorama variegato in
termini di paesi, istituzioni, e ricercatori coinvolti nel dibattito su diversita e inclusione. In questo
senso la diversita culturale dei ricercatori e del contesto sociale in cui operano le aziende offrono un
interessante spunto per future ricerche, che potrebbero indagare come tali fattori influiscono sulla
concezione di diversita e inclusione.

L analisi delle performance, pur non ignorando la complessita sinora descritta, hon manca
tuttavia di mettere in evidenza gli autori piu influenti e i contributi piu significativi al dibattito
scientifico sul tema. Emerge chiaramente dalla discussione sui contributi degli autori pit importanti
il legame che intercorre tra le tematiche di CSR e quelle legate alla diversity, con un sempre piu
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rilevante interessamento agli aspetti etici. Sul punto tali considerazioni ci appaiono da subito
fortemente allineate ai dati forniti dal Welfare Index Pmi 2022, che dimostrano un impatto positivo
delle politiche di inclusione anche sulla produttivita: nell’anno 2021, infatti, I’utile delle Pmi con
livello di welfare ed inclusione elevato (6,7%) é risultato doppio rispetto a quelle con welfare a un
livello base (3,7%).

Il maggiore contributo del presente lavoro & pero la mappatura scientifica dei temi affrontati
dalla letteratura di management in relazione alla diversity, all’inclusione, e piu in generale all’agire
imprenditoriale socialmente sostenibile. La mappa tematica ben descrive I’evoluzione del field a
partire dal 2010, cristallizzando I’attenzione su tre distinti periodi: i) 2010-2015; ii) 2016-2019; iii)
2020-2022. Le spinte di cambiamento piu significative si possono osservare in merito all’aumentata
complessita, vieppiu negli ultimi anni, del concetto di diversity: nel periodo 2010-2015, infatti,
diversita ed inclusione emergevano nella letteratura soprattutto in associazione alle piu generali
tematiche di governance. Tale accezione sfuma gradualmente nel tempo, fino ai giorni nostri, per
essere declinata in sotto-temi concettualmente piu articolati e specifici, come la “ethnic diversity” e
la “demographic diversity”. In altri termini, la letteratura affronta le tematiche di diversity dapprima
con piglio generalista, per poi aprirsi negli anni successivi a ramificazioni ed interpretazioni piu
complesse, con la diversity che da origine per gemmazione a nuovi temi di nicchia, come la
leadership femminile e la diversita demografica, che stanno per assumere un ruolo trainante nel
dibattito scientifico. Col trascorrere degli anni si assiste anche alla trasformazione della postura
della letteratura nei confronti del tema del comportamento manageriale in ambito di diversita e
inclusione, che da emergente diviene via via sempre piu trainante, intrecciandosi, come peraltro
precedentemente gia rilevato, a questioni che tendono a ridefinire il ruolo della proprieta e del
comportamento manageriale che in alcuni casi sfocia con I’utilizzo dei concetti di etica d’impresa
ed umanesimo imprenditoriale. Questo risultato stimola la riflessione, nonché future ricerche in
questa direzione, aprendo interessanti riflessioni sul rapporto tra shareholderismo e
stakeholderismo, ovvero sul ruolo dell’azionista e sul comportamento manageriale, nonché su
quanto tali tematiche siano in grado di influenzare la diversity, o se di converso sia proprio la
diversity a ingenerare un cambiamento nelle organizzazioni che le orienti verso un agire d’impresa
maggiormente votato a comportamenti sostenibili e piu equilibrati tra gli attori in gioco. A livello
pit generale poi si evidenzia una tendenza a coniugare negli ultimi anni i temi della governance e
della CSR: mentre fino al 2015 quello della governance era considerato un tema trainante
apparentemente slegato dalla CSR, nei periodi successivi le due tematiche entrano a far parte dello
stesso raggruppamento logico e divengono entrambe di base, trasversali alla letteratura e con un alto
grado di rilevanza. Parimenti interessanti sono infine le considerazioni intorno ai temi della
disclosure: mentre fino al 2015 la disclosure rientrava nei Motor Themes in associazione con la
performance aziendale, dal 2016 al 2019 la letteratura € andata consolidandosi, considerando
sempre piu quello della disclosure un tema trasversale. C’é da notare inoltre che in quel periodo
mentre il dibattito sulla disclosure sic et simpliciter ha assunto caratteri di generalizzabilita, emerge
come nuovo tema trainante la voluntary disclosure, segnale che qualcosa stava iniziando a cambiare
nella sensibilita dei ricercatori e del mercato riguardo la sostenibilita, anche sociale, dell’agire
d’impresa. Questo trend e confermato dal comportamento della CSR, che da tema di base
scarsamente sviluppato e solo mediamente rilevante nel primo periodo consolida fortemente la
propria posizione con un’accresciuta rilevanza ed un discreto aumento del grado di sviluppo. Nel
periodo post-pandemico poi, il dibattito scientifico intorno alla disclosure si € arricchito di ulteriori
sfumature di significato, con la voluntary disclosure che e divenuta un tema di base che lascia il
passo all’emergere di temi di nicchia ancora poco trasversali a livello di disciplina, ma che
mostrano un elevato grado di coerenza interna, come I’environmental disclosure e I’ESG
performance, legate alla sostenibilita, anche ambientale, dell’azione imprenditoriale.

Il presente studio presenta, tuttavia, alcune limitazioni ineludibili.

In primo luogo, la raccolta dati € stata intenzionalmente diretta e limitata al database Web of
Science, che, sebbene sia uno dei piu ricchi in termini di letteratura scientifica indicizzata, potrebbe
averci fornito una visione parziale dell’intero panorama della ricerca che insiste sui temi della
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diversita e dell’inclusione, escludendo ad esempio i prodotti scientifici indicizzati su SCOPUS e
Google Scholar ma non su WoS.

In secondo luogo, il numero di contributi inclusi nel sample é senz’altro stato influenzato dai
limiti temporali e linguistici imposti in fase di raccolta dati, dato che sono stati esclusi i paper
pubblicati in data anteriore al 1 gennaio 2010 e quelli scritti in lingua diversa dall’inglese. Cio puo
astrattamente aver ridotto la generalizzabilita dei risultati, e le future ricerche nell’ambito
potrebbero prendere in considerazione criteri di selezione maggiormente inclusivi.

In terzo luogo, la fase di raccolta dati potrebbe essere stata viziata dai bias cognitivi dei
ricercatori, e la scelta delle keyword potrebbe non aver catturato I’intero panorama della letteratura,
a causa, ad esempio, della mancata inclusione di sinonimi rilevanti.
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Effetti sulla performance delle leggi sulle quote di genere
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Abstract

Inquadramento della ricerca. L introduzione di leggi sulle quote di genere in molti Paesi ha ricevuto molta attenzione nella
letteratura e nel discorso politico. Da un lato, i sostenitori delle leggi sulle quote di genere sottolineano la possibilita di aumentare
le opportunita per le donne e la loro partecipazione ai consigli di amministrazione (CDA). Dall altro lato, gli oppositori
sottolineano il rischio di ridurre | efficacia dei CDA, con un impatto negativo sulla performance delle imprese.

Obiettivo del paper. L obiettivo di questo studio & valutare I'impatto delle leggi sulle quote di genere sulla performance
aziendale (misurata con ROE, ROA e ROI).

Metodologia. L ‘analisi utilizza un database di 14136 imprese italiane e il treatment effect model.

Risultati. L analisi econometrica rivela che le leggi sulle quote di genere hanno un impatto negativo sulla performance
aziendale.

Limiti della ricerca. L analisi non considera tutti i fattori (e.g., obiettivi aziendali, livello iniziale di performance, contesto
istituzionale) che possono influenzare la relazione esaminata. Inoltre lo studio considera solo il contesto italiano.

Implicazioni manageriali. Nonostante |’analisi econometrica riveli un impatto negativo sulla performance aziendale, la
presenza femminile nei CDA ha enormi effetti positivi ben noti in letteratura. Gli enti pubblici a fare di piu e ad aggiungere ulteriori
incentivi oltre alla semplice imposizione di leggi sulle quote per promuovere la presenza delle donne.

Originalita del paper. Lo studio avanza la letteratura precedente analizzando |’impatto delle leggi sulle quote di genere anni
dopo la loro introduzione e utilizzando un approccio teorico (la resource based theory).

Parole chiave: Leggi sulle quote di genere; performance aziendale

Framing of the research. The introduction of gender quota laws in many countries has received much attention in the literature
and political discourse. On the one hand, supporters of gender quota laws emphasise the possibility of increasing opportunities for
women and their participation in boards of directors. On the other hand, opponents point to the risk of reducing the effectiveness of
boards of directors, with a negative impact on company performance.

Purpose of the paper. The aim of this study is to assess the impact of gender quota laws on corporate performance (measured
by ROE, ROA and ROI).

Methodology. The analysis uses a database of 14136 Italian firms and the treatment effect model.

Results. The econometric analysis reveals that gender quota laws have a negative impact on firm performance.

Research limitations. The analysis does not consider all factors (e.g. corporate objectives, initial level of performance,
institutional context) that may influence the examined relationship. Moreover, the study only considers the Italian context.

Managerial implications. Despite the fact that the econometric analysis reveals a negative impact on corporate performance,
the presence of women on boards of directors has enormous positive effects that are well known in the literature. Public bodies to do
more and add further incentives beyond the simple imposition of quota laws to promote women ’s presence.

Originality of the paper. The study advances previous literature by analysing the impact of gender quota laws years after their
introduction and using a theoretical approach (the resource-based theory).

Key words: Gender quota laws; firm performance
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1. Introduzione

Le donne sono ancora sottorappresentate in molti ambiti, tra cui la politica, il mercato del
lavoro, la dirigenza e i vertici aziendali (Atinc et al., 2022; Pastore e Tommaso, 2016). Negli ultimi
anni sono aumentate le donne nei consigli di amministrazione (CDA), ma rappresentano ancora una
minoranza e i CDA equilibrati dal punto di vista del genere restano pochi (e.g., Comi et al., 2020;
Ferrari et al., 2022; Kirsch, 2021). Nel 2022 le donne rappresentavano solo il 32% degli
amministratori delle maggiori societa quotate dell’Unione Europea e nel 2020 solo 1’8% di tutti gli
amministratori delegati e dei presidenti dei CDA (European Institute for Gender equality, 2022).

La sottorappresentazione delle donne nei CDA e dovuta alle barriere irragionevoli che le donne
devono affrontare per avanzare di carriera (Kogut et al., 2014). Promuovere la rappresentanza
femminile nei CDA ¢ diventata una priorita in molti Paesi (e.g., Atinc et al., 2022; Post e Byron,
2015). A tal fine, in Europa sono stati adottati tre tipi di politiche: leggi sulle quote di genere, che
obbligano le imprese a raggiungere una certa quota di membri di gruppi sottorappresentati entro un
certo periodo di tempo; raccomandazioni per I’inclusione delle donne nei CDA; leggi che
impongono la disclosure della presenza femminile nei CDA (Kirsch, 2021; Leszczynska, 2018). Tra
queste politiche, le leggi sulle quote di genere hanno ricevuto molta attenzione in letteratura e nel
discorso politico (e.g., Atinc et al., 2022).

Da un lato, le leggi sulle quote di genere rappresentano promuovono I’uguaglianza delle
opportunita (Ferrari et al., 2022), la rimozione delle barriere nell’accesso alle posizioni di comando
(Atinc et al., 2022) e I’inclusione delle donne nella governance aziendale con tutti gli effetti positivi
che la loro presenza comporta (il cosiddetto “business case”) (Hamplova et al., 2019). Tuttavia,
queste leggi sono considerate illegittime e antidemocratiche (e.g., Chandler, 2016), ostacolano il
diritto degli stakeholder di nominare liberamente gli amministratori (e.g., Velkova, 2015), violano
la meritocrazia (Ferrari et al., 2022), favoriscono il tokenismo (Leszczynska, 2018) e influiscono
negativamente sul funzionamento dei CDA (e.g., Hamplova et al., 2019).

Gli studi che analizzano I’impatto delle leggi sulle quote di genere si dividono in due filoni. Il
primo esamina se queste leggi sono efficaci nell’aumentare la presenza femminile (I’obiettivo della
legge) (e.g., De Masi et al., 2018; Pastore e Tommaso, 2016). Il secondo filone esamina se
I’introduzione di queste leggi ha un effetto sugli indicatori economici dell’impresa interessata (e.g.,
valore di mercato, performance, profitti, produttivita) (e.g., Ahern e Dittmar, 2012; Comi et al.,
2020; Greene et al., 2020); questi impatti vanno al di la degli obiettivi della legge. 1l presente studio
si inserisce nel secondo filone.

Sebbene gli studi che analizzano I’impatto delle leggi sulle quote di genere sugli indicatori
economici delle imprese soggette identificano generalmente un impatto negativo, non € ancora
chiaro come il coinvolgimento delle donne nei CDA in seguito all’introduzione di queste leggi
influisca sulla performance delle imprese (Comi et al., 2020). Inoltre, i pochi studi esistenti
presentano importanti limitazioni. In primo luogo, gli studi esistenti adottano normalmente un
approccio di tipo difference-in-difference, considerando sempre il confronto tra le imprese soggette
alla legge sulle quote di genere prima e dopo I’intervento pubblico; non esistono percio studi che
confrontano imprese soggette a leggi sulle quote di genere e imprese che non ne sono soggette.
Secondo, solo pochi studi analizzano I’impatto della legge sulle quote di genere anni dopo la sua
introduzione, data la recente introduzione di queste misure. Infine, gli studi esistenti generalmente
non utilizzano un approccio teorico per esaminare la questione; gli studi di Comi et al. (2020) e
Pastore e Tommaso (2016) sono gli unici che adottano una teoria, in particolare la resource based
theory.

Partendo da questi gap, il nostro studio adotta la resource based theory e analizza I’impatto
delle leggi sulle quote di genere sulla performance aziendale nel contesto italiano attraverso un
approccio controfattuale (Bondonio, 2000). Nel 2011, I’ltalia ha adottato la Legge Golfo Mosca
(Legge 120/2011), che si applica ai CDA delle societa quotate e delle imprese statali e richiede che i
CDA (indipendentemente dalla loro dimensione) siano composti da almeno il 20% di ciascun
genere entro il 2012 e dal 33% entro il 2015. Nel 2019 la legge é stata modificata e a partire dal
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2020 il 40% degli amministratori dovra essere costituito da donne. L’Italia rappresenta un contesto
di analisi interessante in quanto nel 2020 si e classificata al 14° posto nell’Unione Europea per
quanto riguarda il Gender Equality Index (European Institute for Gender Equality, 2020) e nello
stesso anno solo il 37% degli amministratori era donna (European Institute for Gender Equality,
2020).

Dal punto di vista metodologico, questo studio adotta un two-stage traditional treatment effect
model (Lee, 2005). La prima regressione stima la probabilita che un’impresa sia soggetta alla legge
sulle quote di genere attraverso una regressione probit; la seconda regressione stima la performance
dell’impresa (misurata con ROE, ROA e ROI) in funzione del trattamento (i.e., dell’essere soggetta
alla legge), prendendo in considerazione altre variabili dipendenti che potrebbero influenzare la
performance dell’impresa. L’analisi utilizza un database riferito al 2019 e composto da 14136
imprese italiane. L’analisi econometrica rivela un impatto negativo della legge sulle quote di genere
sulla performance aziendale (misurata con ROE, ROA e ROI).

Da questo lavoro derivano importanti implicazioni politiche e manageriali, che saranno
discusse nella Sezione 5 Discussione e Conclusioni.

2. Literature review
2.1 L’impatto delle donne sulla performance aziendale (“business case )

Le leggi sulle quote di genere promuovono una maggiore presenza di donne nei CDA per
ragioni di equita (e.g., Ferrari et al., 2022). Tuttavia, le leggi sulle quote di genere possono anche
favorire indirettamente I’efficienza economica e la redditivita (De Vita e Magliocco, 2018).

| benefici economici che le imprese possono trarre dall’inclusione di donne nei CDA e da CDA
equilibrati dal punto di vista del genere, una volta capitalizzate le opportunita create, sono
identificati con il termine “business case” (Kirsch, 2021; Oberfield, 2014).

| gender-diverse CDA hanno risultati migliori rispetto a quelli composti da soli uomini per
diverse ragioni (Terjesen e Sealy, 2016). L’inclusione significativa di donne nei CDA migliora i
processi di corporate governance (Kirsch, 2021) perché la presenza delle donne promuove
discussioni pit ampie, che prendono in considerazione diverse alternative (Atinc et al., 2022;
Hamplova et al., 2019; Pastore e Tommaso, 2016), e consente di riconoscere meglio gli interessi e
le esigenze degli stakeholder e dei clienti dell’impresa (Atinc et al., 2022; Pastore e Tommaso,
2016). Le pratiche di governance aziendale diventano piu trasparenti (Terjesen et al., 2009). Inoltre,
poiché le donne tendono a essere piu indipendenti dal management consentono un migliore
monitoraggio e una maggiore vigilanza (Atinc et al., 2022; Mateos de Cabo et al., 2019). Il
processo decisionale migliora e diventa piu completo (Bart e McQueen, 2013; Pastore e Tommaso,
2016; Terjesen et al., 2009).

Inoltre, alla luce della resource based theory (Barney, 1991, 1996), le donne direttrici
apportano al CDA molte risorse preziose (e.g., Comi et al., 2020) quali competenze, conoscenze,
idee e punti di vista diversi (cioe eterogenei rispetto a quelli degli uomini) (Ferrari et al., 2022;
Pastore e Tommaso, 2016) e consentono I’accesso a reti diverse (Atinc et al., 2022).

Le donne nei CDA hanno infine un impatto sulla performance, il cui impatto perd non € chiaro:
secondo alcuni studi I’impatto & positivo (e.g., Campbell e Minguez-Vera, 2008; Erhardt et al.,
2003; Post e Byron, 2015; Terjesen et al., 2009); secondo altri I’impatto e negativo (e.g., Adams e
Ferreira, 2009; Shehata et al., 2017); infine, alcuni studi individuano un effetto nullo (e.g., Carter et
al., 2010; Rose, 2007).

2.2 Ragioni pro e contro le leggi sulle quote di genere

Sono state avanzate varie ragioni di tipo etico ed economico a favore e contro I’imposizione di
leggi sulle quote di genere (De Vita e Magliocco, 2018; Hamplova et al., 2019).
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Le leggi sulle quote di genere sono un riconoscimento che la sottorappresentazione delle donne
e inaccettabile (Atinc et al., 2022) e una soluzione valida per equiparare le opportunita (Ferrari et
al., 2022), promuovere la partecipazione delle donne al mercato del lavoro e il loro coinvolgimento
in posizioni qualificate (De Vita e Magliocco, 2018). Le leggi sulle quote di genere consentono
inoltre di superare I’inefficacia delle raccomandazioni di genere, che non sempre riescono a
promuovere un cambiamento (Fagan e Gonzales Menéndez, 2012; Mensi-Klarbach e Seierstad,
2020). Le leggi sulle quote di genere consentono alle donne di mettersi alla prova (Hamplova et al.,
2019; Seierstad, 2016).

A livello aziendale, le leggi sulle quote di genere consentono di aumentare il numero di donne
direttrici (e.g., Chandler, 2016; Dahlerup e Freidenvall, 2005) poichée consentono di distruggere le
barriere nell’accesso alle posizioni di comando (e.g., glass ceiling) (Atinc et al., 2022; De Vita e
Magliocco, 2018; Ferrari et al., 2022). Le leggi sulle quote di genere consentono infine di ottenere i
benefici indicati con il termine “business case” (Hamplova et al., 2019). Gli effetti positivi
raggiunti all’interno delle imprese non riguardano solo gli stakeholder dell’azienda, ma anche la
societa nel suo complesso (Kirsch, 2021).

Parallelamente alle ragioni a favore dell’imposizione delle leggi sulle quote di genere, alcuni
studi ne evidenziano i limiti. Secondo alcuni autori, le leggi sulle quote di genere sono solo un
“falso progresso verso I’uguaglianza di genere” (Bagues e Esteve-Volart, 2010; Fagan e Gonzéales
Menéndez, 2012). Inoltre queste leggi possono essere considerate illegittime e antidemocratiche e
causano discriminazioni e disparita di trattamento nei confronti degli uomini (Chandler, 2016; Dale-
Olsen et al., 2013; Velkova, 2015).

Anche a livello aziendale, si osserva che le leggi sulle quote di genere possono ostacolano il
diritto degli stakeholder di nominare liberamente amministratori uomini e donne (e.g., Chandler,
2016; Dale-Olsen et al., 2013; Velkova, 2015). Le leggi sulle quote di genere possono anche violare
la meritocrazia (Ferrari et al., 2022) e costringere le imprese a nominare donne meno qualificate o
incapaci di svolgere con successo la posizione pur di rispettare la legge (Ferrari et al., 2022;
Leszczynska, 2018; Pastore ¢ Tommaso, 2016). Le conseguenze sono due. Primo, le donne saranno
sempre messe in discussione per quanto riguarda le loro competenze (Freidenvall e Hallonsten,
2013), facilitando il tokenismo e gli stereotipi di genere verso le donne (Fagan e Gonzéles
Menéndez, 2012; Leszczynska, 2018; Piscopo e Clark Muntean, 2018). Secondo, la modifica
“forzata” del CDA puo ridurre efficacia del consiglio e la qualita delle decisioni e aumentare il
rischio di conflitti (Ferrari et al., 2022; Hamplova et al., 2019; Leszczynska, 2018), con
conseguente riduzione del valore di mercato e della performance dell’impresa (e.g., Ahern e
Dittmar, 2012; Behren e Staubo, 2016; Meyerinck et al., 2018).

2.3 Leggi sulle quote di genere e impatto sulla performance anziendale

Gli studi che analizzano I’impatto della legge sulle quote di genere sulla performance aziendale
utilizzano vari indicatori e giungono a risultati contrastanti.

Le leggi sulle quote di genere riducono il ROA (Bghren e Staubo, 2016). In particolare, queste
leggi aumentano la quota di amministratori indipendenti perché le donne tendono a essere piu
indipendenti degli uomini; questo, a sua volta, riduce il ROA perché i consigli degli amministratori
dipendenti sono piu importanti per la performance dell’impresa rispetto al monitoraggio degli
amministratori indipendenti (Bghren e Staubo, 2016). Yang et al. (2019) confermano I’impatto
negativo delle leggi sulle quote di genere sul ROA.

Al contrario, secondo altri studi le leggi sulle quote di genere hanno un effetto positivo sul
ROAE (return on average equity) e sul ROAA (return on average assets) (Mazzotta e Ferraro,
2020). In particolare, I’impatto delle donne nei CDA sul ROAE e sul ROAA era nullo prima
dell’introduzione della legge sulle quote di genere e positivo dopo (Mazzotta e Ferraro, 2020).
Questo perché prima dell’introduzione della legge sulle quote di genere, le donne nei CDA erano
poche e percepite come incapaci di influenzare la performance aziendale (Mazzotta e Ferraro,
2020).
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Altri autori stimano un effetto nullo delle leggi sulle quote di genere sul ROA (Dale-Olsen et
al., 2013; Ferrari et al., 2022).

Secondo altri studi, I’impatto delle leggi sulle quote di genere sul ROA dipende dal contesto: le
leggi sulle quote di genere diminuiscono il ROA in Francia e Spagna, ma hanno un effetto nullo in
Italia (Comi et al., 2020).

2.4 La domanda di ricerca

L’impatto delle leggi sulle quote di genere sulla performance aziendale non e chiaro a priori
(Comi et al., 2020; Dale-Olsen et al., 2013; Meyerinck et al., 2018).

Da un lato, in linea con il “business case”, le leggi sulle quote di genere potrebbero aumentare
la performance delle imprese grazie una maggiore parita di genere nei CDA e agli effetti positivi
che essa comporta: processi di governance aziendale migliori; processi decisionali migliori grazie a
discussioni piu approfondite, maggiore trasparenza e migliore monitoraggio; apporto di competenze
e conoscenze diverse e preziose (e.g., Atinc et al., 2022; Ferrari et al., 2022; Pastore e Tommaso,
2016; Terjesen et al., 2009). Ci si aspetta quindi che le leggi sulle quote di genere aumentino la
performance dell’impresa.

D’altra parte, le leggi sulle quote di genere potrebbero ridurre la performance dell’impresa per
due ragioni principali. In primo luogo, le leggi sulle quote di genere impongono un cambiamento
nell’attuale consiglio di amministrazione (Comi et al., 2020; Ferreira, 2015). Questo cambiamento
potrebbe rappresentare uno “shock negativo” che pud costringere le imprese a modificare un
consiglio di amministrazione efficiente (Ahern e Dittmar, 2012; Dale-Olsen et al., 2013). Secondo,
poiché le imprese sono costrette a nominare amministratori donne per rispettare la legge
(Leszczynska, 2018), queste donne potrebbero essere meno qualificate o incapaci di ricoprire con
successo la posizione (Comi et al., 2020; Ferrari et al., 2022). Si prevede quindi che le leggi sulle
quote di genere riducono la performance aziendale quando le donne vengono nominate solo per
rispettare la legge e senza tener conto del merito (Mazzotta e Ferraro, 2020).

Pochi studi esistenti che stimano I’impatto delle leggi sulle quote di genere sulla performance
aziendale danno risultati in linea con entrambe le ipotesi. Pertanto, ulteriori ricerche sono necessarie
per chiarire questa relazione. Lo studio si propone percio di rispondere a questa domanda di ricerca:
Qual e I'impatto delle donne nei CDA sulla performance delle imprese quando sono in vigore le
leggi sulle quote di genere?

3. Metodologia
3.1 Dati

Per valutare I’effetto delle leggi sulle quote di genere sulla performance delle imprese, viene
utilizzato un database riferito al 2019. Il database & composto da 14,136 imprese italiane, di cui 371
sono imprese soggette alla legge italiana sulle quote di genere ovvero imprese quotate (pari al
98,93% del numero totale di imprese soggette alla legge). La scelta del campione di controllo
avviene in modo casuale e test ¥° hanno confermato la rappresentativita della popolazione.

Per ogni azienda sono state raccolte le seguenti informazioni: presenza di amministratori
donna, anno di fondazione, sede, situazione finanziaria ed economica, innovazione e status di
multinazionale. | dati sono stati estratti dal database Orbis Bureau van Dijk (Orbis Intellectual
Property per i dati relativi all’innovazione), ad eccezione dei dati relativi allo status multinazionale
dell’impresa, che sono stati ricavati da Reprint (Mariotti e Mutinelli, 2017).

3.2 Modello

L’effetto di una politica pubblica (cioé il trattamento) si ottiene attraverso la differenza tra una
variabile osservabile nei soggetti del campione trattato e il valore controfattuale (Ferraro, 2009).

175



MARIASOLE BANNO - EMILIA FILIPPI - CHIARA LEGGERINI

Quest’ultimo puo essere attribuito alla situazione in cui si sarebbero trovati i soggetti se non fossero
stati esposti a una certa politica pubblica (Ferraro, 2009). Questa stima e importante per capire se
I’effetto del fenomeno studiato e effettivamente il risultato della politica pubblica, evidenziando la
relazione causa-effetto (Crano, 1991). | problemi nella stima dell’effetto riguardano: la dinamica
spontanea dovuta a fattori esterni, cioé il diverso andamento della variabile risultato nella
popolazione controfattuale e in quella target; la variabile omessa, cioé i cambiamenti esterni alla
politica pubblica che possono influenzare I’esito dello studio; il bias di selezione, che dipende dalle
caratteristiche del campione target e del controfattuale senza trattamento (Bartik e Bingham, 1995;
Gramillano, 2012). Il bias di selezione puo essere causato dall’autoselezione nel trattamento dei
soggetti studiati o dalla decisione di selezione presa da chi controlla le politiche pubbliche
(Heckman, 1979). Nel nostro caso, il bias di selezione € dato dalla presenza di donne nel board, che
e il risultato dell’introduzione della Legge Golfo Mosca (cioe del trattamento). Non esiste quindi un
problema di autoselezione (che spesso € il piu difficile da controllare empiricamente) ma solo
I’effetto di selezione dato dalla legge.

Per evitare il problema della dinamica spontanea e quello delle variabili omesse (tipico dei
modelli one group design) (Bondonio, 2000), utilizziamo un modello appartenente alla comparison
group design family, nello specifico un two-stage traditional treatment effect model (Lee, 2005).
Vengono stimati due tipi di regressioni: la prima stima la probabilita che un’impresa sia soggetta
alla legge (cioe la probabilita di essere trattata) attraverso una regressione probit, la seconda stima
la performance dell’impresa in funzione della variabile di trattamento, tenendo conto di altre
variabili indipendenti che potrebbero influenzare la performance dell’impresa. Il primo stadio € un
modello in cui la probabilita di essere trattati € rappresentata da D*; per spiegare la differenza tra
un’impresa trattata e una non trattata. x; rappresentano le covariate osservate, che sono variabili
indipendenti utilizzate per spiegare i diversi atteggiamenti tra un’impresa trattata e una non trattata.
L’equazione di selezione ha anche una componente casuale u;. L’equazione di selezione e definita
come segue:

D*; = x; + u; (primo stadio, equazione di selezione)

Nel nostro caso, I’equazione per il primo stadio, comune a tutti i modelli proposti, & definita
come in Tab. 3 Modello 0.

Nel secondo stadio del modello, D; (variabile binaria endogena) e definita come il risultato
della variabile dipendente del primo stadio D*;:

Di=1se D* >0,
D; = 0 altrimenti.

Il secondo stadio, che si concentra sulla performance dell’impresa y;, prevede una regressione
lineare. Questa funzione comprende la variabile di trattamento del primo stadio D;, altre variabili
dipendenti esogene w; e una variabile latente u;. L’equazione di valutazione e definita come segue:

yi = w; + D; + u; (secondo stadio, equazione di valutazione)

Nel nostro caso, I’equazione per il secondo stadio prevede I’analisi dell’impatto sul ROE, ROA
e ROI. Le equazioni sono definite come in Tab. 3, Modello 1la (ROE), Modello 1b (ROA) e
Modello 1c (ROI).

Infine, per analizzare I’impatto congiunto sulla performance dell’essere soggetti alla legge sulle
quote di genere e della presenza di amministratori donne, utilizziamo modelli di interazione, definiti
come in Tab. 3, Modello 2a (ROE), Modello 2b (ROA) e Modello 2c (ROI).
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3.3 Definizione delle variabili

La Tab. 1 riporta le definizioni e le fonti delle variabili utilizzate.

Tab. 1: Definizione delle variabili

Variabili Definizioni Fonte

Variabili dipendenti

Impresa trattata Variabile dummy pari a 1 se I’impresa € quotata in borsa e a 0 | Orbis
altrimenti

ROE Rendimento del patrimonio netto, dato dall’utile netto sul | Orbis
patrimonio netto

ROA Rendimento delle attivita, dato dall’utile netto sulle attivita Orbis

ROI Rendimento del capitale investito, dato dal reddito netto degli | Orbis
investimenti

Variabili indipendenti

Presenza di donne nel board Percentuale di donne nel board Orbis

Dimensione dell’impresa Logaritmo del numero di dipendenti Orbis

Eta dell’impresa Numero di anni dalla fondazione dell’impresa Orbis

Innovazione Variabile dummy pari a 1 se I’impresa detiene un brevetto e a 0 | Orbis  Intellectual
altrimenti Property

IDE Numero di IDE completati dall’impresa Reprint

Rischio Deviazione standard del rendimento delle attivita negli ultimi 5 | Orbis
anni

Nord Italia Variabile dummy pari a 1 se I’impresa ¢ situata nel Nord Italia, e | Orbis
0 altrimenti

Centro ltalia Variabile dummy pari a 1 se I’impresa & situata nell’ltalia | Orbis
centrale e a 0 altrimenti

Pavitt suppliers dominated Variabile dummy pari a 1 se I’impresa & un suppliers dominated | Orbis
e a 0 altrimenti

Pavitt scale and information Variabile dummy pari a 1 se I’impresa & un scale and information | Orbis

intensive intensive e a 0 altrimenti

Pavitt specialized supplier Variabile dummy pari a 1 se I’impresa € un specialized supplier e | Orbis
a 0 altrimenti

Pavitt science based Variabile dummy pari a 1 se I’impresa & un science based e a 0 | Orbis
altrimenti

Fonte: ns. elaborazioni

Variabili dipendenti. Nel primo stadio del modello, la variabile dipendente & Impresa trattata,
una variabile dummy che assume il valore 1 se I’impresa e soggetta alla legge sulle quote di genere
e 0 altrimenti. Nel secondo stadio dei modelli, le variabili dipendenti sono gli indicatori di
performance ROA, ROE e ROI in linea con gli studi precedenti (Comi et al., 2020; Dale-Olsen et
al., 2013; Mazzotta e Ferraro, 2020).

Variabili esplicative. Le variabili indipendenti utilizzate nell’analisi includono la Presenza di
donne nel board, che misura la percentuale di donne nel board delle imprese (De Masi et al., 2018;
Ferrari et al., 2022; Latura e Weeks, 2022; Meyerinck, 2018). Si sono considerate anche le variabili
Dimensione dell'impresa (misurata come il logaritmo del numero di dipendenti) e Eta dell impresa
(misurata con il numero di anni dalla fondazione dell’impresa). Il grado di innovazione e
internazionalizzazione sono considerati con le variabili Innovazione (variabile dummy pari a 1 se
I’impresa detiene un brevetto e a 0 in caso contrario) e IDE (numero di IDE completati
dall’impresa). Si considera la variabile Rischio, data dalla deviazione standard del rendimento delle
attivita negli ultimi 5 anni (Miller e Chen, 2004). Il contesto & considerato con le variabili Nord
Italia e Centro Italia (variabili dummy pari a 1 se I’impresa si trova rispettivamente nel Nord Italia
o nel Centro Italia, e O altrimenti). Infine, & considerato il settore di appartenenza secondo la
tassonomia di Pavitt (Bogliacino e Pianta, 2016, Pavitt, 1984): Pavitt suppliers dominated, Pavitt
scale and information intensive, Pavitt specialized supplier e Pavitt science based, sono tutte
variabili dummy.
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4.1 Statistiche descrittive

La Tab. 2 riporta le medie, le deviazioni standard, i valori minimi e massimi delle variabili.

Tab. 2: Statistiche descrittive

Variabili Media/% Dev. Std. Min Max
Impresa trattata 2.62% 0.16 0.00 1.00
ROE 2.78 % 13.11 -99.07% 97.17%
ROA 2.72% 13.12 -99.07% 97.17%
ROI 5.44 % 7.95 -29.97% 29.94%
Presenza di donne nel board 17.52% 0.23 0.00% 100.00%
Dimensione dell’impresa 4.06 1.30 1.61 11.68
Eta dell’impresa 22.58 19.19 0.00 188.00
Innovazione 20.69% 0.41 0.00 1.00
IDE 0.36 3.22 0.00 155.00
Rischio 6.33 14.47 0.00 369.34
Nord Italia 73.41% 0.44 0.00 1.00
Centro ltalia 18.60% 0.39 0.00 1.00
Pavitt suppliers dominated 32.11% 0.47 0.00 1.00
Pavitt scale and information intensive 13.57% 0.34 0.00 1.00
Pavitt specialized supplier 27.12% 0.44 0.00 1.00
Pavitt science based 9.73% 0.30 0.00 1.00

Fonte: ns. elaborazioni

In media, nell’intero campione di imprese, il ROE é pari al 2,78%, il ROA al 2,72% e il ROI al
5,44%. La Percentuale di donne nel board e del 17,52% nell’intero campione di imprese.

4.2 Risultati econometrici

La Tab. 3 mostra i risultati della regressione per i modelli.

Tab. 3: Risultati econometrici

[ Modello0 Modello 1a Modello 1b Modello 2a Modello 2b Modello 3a Modello 3b
Primo stadio Secondo stadio  Secondo stadio | Secondo stadio  Secondo stadio | Secondo stadio  Secondo stadio
VARIABILI Impresa ROE ROE ROA ROA ROI ROI
trattata
Impresa trattata 2.267 8.013 2.151 7.940 5.726** 8.168***
(4.784) (5.249) (4.788) (5.254) (2.801) (3.037)
Presenza di donne nel board 0.860* 0.982** 0.933** 1.055** 0.015 0.067
(0.475) (0.477) (0.475) (0.477) (0.289) (0.291)
Impresa trattata x Presenza di donne -11.113** -11.194%*** -4.722*
nel board (4.330) (4.335) (2.414)
Dimensione dell’impresa 0.152*** -0.137 -0.155 -0.144 -0.162 -0.039 -0.047
(0.017) (0.099) (0.100) (0.099) (0.100) (0.060) (0.061)
Eta dell’impresa 0.003*** 0.042%** 0.042%** 0.043*** 0.043*** -0.002 -0.002
(0.001) (0.006) (0.006) (0.006) (0.006) (0.004) (0.004)
Innovazione 0.442 0.396 0.398 0.440 1.155*** 1.154%***
(0.291) (0.291) (0.291) (0.291) (0.176) (0.176)
IDE 0.041%** -0.039 -0.056 -0.037 -0.054 -0.097*** -0.105***
(0.005) (0.056) (0.056) (0.056) (0.056) (0.033) (0.033)
Rischio -0.085*** -0.085*** -0.084*** -0.083*** -0.010** -0.010**
(0.008) (0.008) (0.008) (0.008) (0.005) (0.005)
Nord Italia 0.167 0.286 0.261 0.360 0.334 -0.129 -0.140
(0.110) (0.413) (0.414) (0.413) (0.414) (0.254) (0.255)
Centro Italia 0.244** 0.251 0.207 0.322 0.278 -0.322 -0.340
(0.119) (0.467) (0.469) (0.467) (0.469) (0.287) (0.289)
Pavitt science based 0.705*** 1.233** 1.100** 1.337%** 1.202** 0.687** 0.630**
(0.101) (0.484) (0.487) (0.484) (0.487) (0.295) (0.297)
Pavitt specialized supplier 0.484*** 0.886** 0.836** 0.953*** 0.903** -0.105 -0.126
(0.092) (0.354) (0.355) (0.354) (0.355) (0.217) (0.218)
Pavitt scale and information 0.608*** 0.686 0.611 0.806* 0.731* -0.678*** -0.710***
intensive (0.097) (0.427) (0.428) (0.427) (0.428) (0.261) (0.262)
Pavitt suppliers dominated 0.167* 0.474 0.461 0.572* 0.558* 1.083*** 1.077***
(0.096) (0.331) (0.331) (0.331) (0.332) (0.203) (0.204)
Constante -3.288*** 1.782%** 1.829*** 1.562** 1.609*** 5.222%** 5.242%**
(0.151) (0.611) (0.612) (0.611) (0.612) (0.374) (0.375)
Osservazioni 14,136 14,136 14,136 14,136 14,136 14,136 14,136
Lambda -1.959 -3.293 -1.898 -3.241 -3.606*** -4.173***
(2.084) (2.131) (2.086) (2.133) (1.219) (1.236)

Fonte: ns. elaborazioni
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Considerando il primo stadio (Modello 0), comune a tutti i modelli, emerge che la Dimensione
dell'impresa e I’Eta dell’impresa hanno coefficienti positivi e significativi (rispettivamente
b=0,152, p<0,01 e b=0,003, p<0,01). Anche gli IDE hanno un coefficiente positivo e significativo
(b=0,041, p<0,01). Per quanto riguarda la localizzazione geografica, il Nord Italia ha un
coefficiente positivo ma non significativo (b=0,167) e il Centro Italia ha un coefficiente positivo e
significativo (b=0,244, p<0,05). Le variabili dummy che rappresentano la tassonomia Pavitt hanno
tutte un coefficiente positivo ma con un diverso livello di significativita: Pavitt science based
(b=0,705), Pavitt specialized supplier (b=0,484) e Pavitt scale and information intensive (b=0,608)
hanno un livello di significativita p<0,01, mentre Pavitt suppliers dominated (b=0,167) un livello di
significativita p<0,1.

Concentrandosi sul secondo stadio dei modelli, nel Modello 1a (impatto sul ROE), |'Impresa
trattata ha un coefficiente positivo ma non significativo (b=2,267), mentre la Presenza di donne nel
board ha un coefficiente positivo e significativo (b=0,860, p<0,1). Nel Modello 2a (impatto sul
ROA), I'lImpresa trattata ha un coefficiente positivo ma non significativo (b=2,151), mentre la
Presenza di donne nel board ha un coefficiente positivo e significativo (b=0,933, p<0,01). Infine,
nel modello 3a (impatto sul ROI), I'Impresa trattata ha un coefficiente positivo e significativo
(b=5,726, p<0,05), mentre la Presenza di donne nel board ha un coefficiente positivo ma non
significativo (b=0,015). Passando ai modelli con il termine di interazione, nel modello 1b (impatto
sul ROE), I'Impresa trattata e la Presenza di donne nel board hanno entrambi un coefficiente
positivo (rispettivamente b=8,013, non significativo e b=0,982, p<0,05), mentre il termine di
interazione Impresa trattata x Presenza di donne nel board ha un coefficiente negativo e
significativo (b=-11,113, p<0,05). Nel modello 2b (impatto sul ROA), I’Impresa trattata e la
Presenza di donne nel board hanno entrambi un coefficiente positivo (rispettivamente b=7,940, non
significativo e b=1,055, p<0,05), mentre il termine di interazione Impresa trattata x Presenza di
donne nel board ha un coefficiente negativo e significativo (b=-11,194, p<0,01). Infine, nel modello
3b (impatto sul ROI), I’lmpresa trattata ha un coefficiente positivo e significativo (b=8,168,
p<0,01), la Presenza di donne nel board ha un coefficiente positivo ma non significativo (b=0,067),
mentre il termine di interazione Impresa trattata x Presenza di donne nel board ha un coefficiente
negativo e significativo (b=-4,722, p<0,1).

Per guanto riguarda le altre variabili, la Dimensione dell impresa ha un coefficiente negativo e
non significativo in tutti i modelli. L’Eta dell impresa ha un coefficiente positivo e significativo nei
modelli 1a, 1b, 2a e 2b, mentre nei modelli 3a e 3b & negativo e non significativo. L’Innovazione €
non significativa e positiva, tranne che nei modelli 3a e 3b dove € significativa. Gli IDE non sono
significativi, tranne che nei modelli 3a e 3b, dove sono negativi e significativi. Il Rischio & negativo
e significativo in tutti i modelli del secondo stadio. Il Nord Italia e il Centro Italia non sono
significativi in tutti i modelli del secondo stadio. Le differenze in termini di settore hanno un effetto
sulla performance.

5. Discussione e conclusioni

Il presente ha cercato di chiarire I’impatto delle leggi sulle quote di genere sulla performance
aziendale. Abbiamo adottato la lente teorica della resource based theory e un approccio
controfattuale, trovando evidenza che le leggi sulle quote di genere hanno un impatto negativo sulla
performance aziendale (misurata con ROE, ROA e ROI).

La nostra analisi suggerisce che le leggi sulle quote di genere sono controproducenti. Tuttavia,
va notato che la relazione tra le leggi sulle quote di genere e la performance aziendale é piu
complessa in quanto pud dipendere anche dagli obiettivi dell’impresa, dal livello iniziale di
performance e dal contesto istituzionale in cui I’impresa opera (Comi et al., 2020). Inoltre, €
difficile distinguere il ruolo e I’impatto di questi aspetti sulla performance aziendale quando si
valuta I’impatto delle leggi sulle quote di genere (Comi et al., 2020). Il primo limite di questo
studio e rappresentato dalla mancata considerazione di questi aspetti.
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Un ulteriore limite della nostra ricerca riguarda il metodo adottato. Questo studio adotta un
approccio quantitativo e utilizza un treatment effect model per valutare I’impatto delle leggi sulle
quote di genere. Studi futuri potrebbero adottare un mixed method per considerare fattori di natura
diversa che moderano la relazione tra le leggi sulle quote di genere e la performance aziendale.
Inoltre, questo studio prende in considerazione il contesto italiano; studi futuri potrebbero
considerare altri contesti di analisi poiché i nostri risultati potrebbero non essere validi in altri
contesti.

Un’altra limitazione del nostro studio riguarda la misura utilizzata per calcolare la presenza
delle donne nel consiglio di amministrazione. Nel nostro studio, abbiamo classificato le donne in
base al sesso invece di considerare il genere.

Siamo fermamente convinte dell’importanza dell’introduzione delle leggi sulle quote di genere
in quanto hanno contribuito notevolmente ad aumentare la presenza delle donne nei CDA (Dale-
Olsen et al., 2013; Kirsch, 2021) e possono promuovere fortemente l’uguaglianza di genere
(Hamplova et al., 2019). A questo proposito, le leggi sulle quote di genere hanno avuto successo
(Dale-Olsen et al., 2013). Riteniamo inoltre che I’impatto negativo delle leggi sulle quote di genere
sulla performance aziendale non debba essere al centro delle valutazioni a favore o contro
I’introduzione di queste leggi. Vogliamo incoraggiare gli enti pubblici a fare di piu e ad aggiungere
ulteriori incentivi oltre alla semplice imposizione di leggi sulle quote per promuovere la presenza
delle donne.
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Abstract

Framing of the research. The issue of sustainability and corporate social responsibility (CSR) is rapidly moving up
the priority list of business leaders as the awareness of incorporating “green” into corporate strategy is also becoming
an urgent item on the agenda of key stakeholders.

Purpose of the paper. This study explores specific employees’ outcomes in terms of sustainability behaviors
developing a framework focusing on the impact of some internal and external CSR activities on employees’ commitment
toward sustainability under the theoretical lenses of Humane Entrepreneurship theory and Sustainable Human
Resources Management.

Methodology. A survey on 242 employees of 14 mechanical firms operating in the Province of Salerno has been
administered. To test the research hypotheses an OLS Regression Analysis is performed.

Results. Employees tend to be more committed when they perceive a concrete engagement of their organization in
achieving green goals oriented toward sustainability. The perceived clarity of firms’ communication about
sustainability goals and the perceived importance of firms educational programs devoted to improve sustainability
knowledge positively impact on employees’ commitment toward sustainability.

Research limitations. Sampling (exclusively firms located in small regional area limits the scope of interpretation
of the results only to the countries or regions that can be compared to the Province of Salerno ecosystem in terms of
legislation, regulation, and culture) and measurement (future research could take a more holistic view on the
effectiveness of the educational process and not only to its availability inside the firm).

Managerial implications. Training and empowering workforce to identify and support innovative strategies for
sustainability goals is a critical issue for the success of any firm sustainability oriented strategy.

Originality of the paper. The effectiveness of CSR on employees’ commitment has remained largely neglected.
Moreover, scholars have suggested that the impact of CSR on employee commitment depends on individual perception
so the study assesses sustainability trough perceptual perspective of human resources.
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1. Introduction

The issue of sustainability and corporate social responsibility (CSR) is rapidly moving up the
priority list of business leaders as the awareness of integrating “green” into corporate strategy is
also becoming an urgent item on the agenda of key stakeholders (Wirtenberg, Harmon, Russell and
Fairfield, 2007). In fact, in the last decades there has been an extraordinary increase in the request
for resources driven on the one hand by the fast industrialization of emerging economies and on the
other by the continued high levels of consumption of materials and resources in developed countries
which is not in line with an infinite evolution of economic systems based on limited resources
(Veleva et al., 2017). It is now clear that economic organizations and the business world must
necessarily review their business models and find ways and techniques to address the reduction of
ecological impact, focusing on environmental and social factors, without neglecting traditional
financial and economic goals (Daily et al., 2007).

The pandemic has accelerated the need to transform the development model in a perspective that
knows how to combine the economic needs of a balanced and far-sighted recovery with both the
environmental (for a more systematic attention to the erosion of natural capital and the search for a
new balance with nature) and social needs (connected to a fair transition that leaves no one behind)
recognizing the role assumed by employees and more in general by humane resources.

In recent national and international academic literature, numerous authors have proposed a real
field of study of ‘sustainable entrepreneurship’, addressing this concept towards the defense of the
environment and society (Shepherd and Patzelt, 2011) and/or, more generally, in the attention to
others (Gruber and MacMillan, 2017). The idea that the entrepreneurial action is today strongly
intertwined with the theme of sustainability is therefore widespread in the literature (Hall et al.,
2010; Perrini and Tencati, 2008a, b; De Clercg and VVoronov, 2011). The Humane Entrepreneurship
theory (HumEnt), a recent framework that encapsulates a vision according to which companies
should extend their priorities beyond the profit margin, shifting the focus to people, the environment
and society (White Book, 2016) enclose the idea that, taken for granted the firms’ pursuit of profit
and economic outcomes, hopes that entrepreneurial action will generate value by caring for the
interests of the community, respecting society, the environment and valuing the contribution of
human resources (Parente et al., 2018; Kim et al., 2018). The theory also highlights the need for all
the forces operating within the company to have the environmental issue concretely at heart and for
employees to perceive the need for the role they play in supporting the change towards
sustainability. In fact, human resources’ is a function that has the greatest potential for including
sustainability postulates in the organizational boundaries and in the company’s mission itself
(Vickers 2005) since employees are the best ambassadors of a company to identify and implement
innovative sustainability initiatives (Sharma et al., 2009; Mirvis, 2012).

Accordingly, in the last ten years, a new paradigm to the strategic management of human resources
has made its way, defined as “Sustainable Human Resources Management” (SHRM) (Ehnert, 2009;
Ehnert and Harry, 2012). It links the classic approaches to the strategic management of human
resources to issues of environmental sustainability and valorization of natural resources. Unlike
traditional approaches to Strategic HRM (which mainly focuses on economic-financial
performance), SHRM is configured as a holistic way to human resource management with the aim
of enhancing employees’ commitment in the direction of sustainability (Jabbour and Santos, 2008a,
b; Wang, 2019). In this sense, the recent stream of academic research has enlightened the need of
focusing on the themes of social and environmental health, and on the relationship between HRM
and results in terms of corporate social responsibility (CSR) and the Triple Bottom Line, i.e.,
processes that conduce to human and environmental results in accordance with the achievement of
the classic economic-financial objectives (Vecchi et al.,, 2021). Educating and empowering
employees to identify and support innovative strategies in the perspective of sustainability and
circular economy (Veleva et al. 2017) is indeed fundamental for the success of any strategy oriented
towards ecological transition. Taking up the reflections offered by Veleva et al. (2017) it is essential
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that management involves employees, through continuous communication and empowerment, to
participate and initiate innovative approaches related to environmental sustainability issues.

Nevertheless, literature identifies that along certain streams of enquiry, CSR is somehow
relatively embryonic for both academicians and practitioners and therefore it requires more
empirical evidences and scholarship to support the theoretical framework (McWilliams et al., 2006;
Jones et al., 2017). In fact, research to date has been mainly concentrated on founding an
association between social performances and the overall financial attainment of organizations,
whereas the effectiveness of CSR on the significant internal stakeholder - i.e., the employees - has
remained largely neglected (Larson et al., 2008; Turker, 2009; Jones et al., 2017; Harvey et al.,
2017; Schons and Steinmeier, 2016; Kim et al., 2010). Moreover, academics have suggested that
the effect of CSR on employees’ commitment is determined by individual perceptions (Mahmoud et
al., 2017; Rupp et al., 2013; Bridoux et al., 2016), so studies that assess sustainability trough
perceptual perspective are still required. This study, also answering the call of Hameed et al. (2016)
on the necessity to understand specific employees’ outcomes in terms of sustainability behaviors,
will address these gaps by developing a framework focusing on the impact of CSR on employees’
commitment toward sustainability under the theoretical lenses of Humane Entrepreneurship theory
(Parente et al., 2018; Kim et al., 2018) and Sustainable Human Resources Management. A survey
on 242 employees of 14 mechanical firms operating in the Province of Salerno has been
administered to investigate the influence of different internal and external CSR practices on
commitment toward sustainability.

This study contributes to CSR and HRM literature in several ways. First, it examines how
perceived internal (communication and educational programs) and external (some firms® pro-
environmental and sustainability behaviors) firms’ CSR actions influence employees’ commitment
toward sustainability. Second, exploring the impact of some sustainability best practices, it could
also help in strengthening firms’ capacity for generally managing the impact of CSR initiatives
(Shen and Zhang, 2019; Farooq et al., 2019; Hameed et al., 2016). Third, this study, adopting an
individual perception perspective in assessing firms’ sustainability actions, expands the body of
knowledge related to employees’ perceptual perspective.

The paper begins with a literature review of the theoretical frameworks of the research, continues
with hypotheses’ development and methodology and concludes discussing the main findings and
implication for theory and practice.

2. Literature Review
2.1 The Humane Entrepreneurship theory (HumEnt)

The Humane Entrepreneurship (HumEnt) theory is expression of the need of new business
models to answer to the United Nations 2030 Agenda and has been further developed by the
unexpected event of COVID-19. Its epistemology (Parente et al., 2018) and capability of creating
decent jobs (Kim et al., 2018) represent a clear theoretical support to those new firms’ business
models that aims to answer to the dynamic characteristics of actual economic system together with
the increasing relevance of social and environmental issues.

Parente et al. (2018) propose a model of HumEnt that integrates the traditional Entrepreneurial
Orientation with the orientation toward social and environmental sustainability. Starting from the
triple bottom line (TBL) model (Elkington, 1994), authors qualify the entrepreneurial behaviors in
terms of integration of three different elements: the attention for profit, the attention for people, and
attention for the planet. More specifically, Parente et al. (2018, p. 32) suggest HumEnt as an
enlarged Strategic Posture “based on EO theory, corporate social responsibility (CSR) theory, and
servant leadership theory (SLT)”, which is able to better address the even more relevant challenges
of social and environmental sustainability that characterize modern organizational contexts (Dyllick
and Hockerts, 2002). From this perspective, the HumEnt model sustains that such enlarged strategic

185



ANTONIO BOTTI - CHIARA CRUDELE - ROSANGELA FEOLA - MASSIMILIANO VESCI

posture involves new processes of identification and exploration of entrepreneurial opportunities
characterized by an active involvement of internal and external stakeholders.

Further, discussing the HumEnt model, Kim et al. (2018) mainly focuses on the necessity to
combine EO with a specific orientation toward employees. In particular, Kim et al. (2018) propose
a model of HumEnt based on the integration of leadership and entrepreneurship domains, generally
considered as separate streams of inquiry. Starting from the key elements proposed by Pfeffer
(1998a), and according to the basic principles of humanistic management (Melé, 2003), Kim et al.
(2018) sustain that the integration of entrepreneurship, leadership, and human resource management
(HRM) is a necessary condition to create wealth and quality jobs. Authors define Humane Resource
Orientation (HRO, Vesci et al., 2022; Kim et al., 2018) through the identification of four
components, that are empathy, equity, enablement, and empowerment. In this sense, employee
engagement is considered as an effective firm’s strategic behavior for reaching organizational
improvement (Carmeli Schaubroeck and Tishler, 2011; Finkelstein and Hambrick,1996).

The HumEnt as entrepreneurial behavior, therefore, is to be understood as the conjugation of the
classic entrepreneurial strategic posture (i.e. risk-oriented, innovation and proactive action) with
what the entrepreneur shows an orientation to sustainability (in broad sense) and how much it
shows an orientation that enhances human resources (by including in this category both
management and employees), compared to the company and the performance of the entrepreneurial
function itself (Parente et al., 2018). The term ‘humane’ therefore assumes a pregnant meaning
since the notion of ‘humane entrepreneurship’ was born with the aim of analyzing the attention of
the company and the Entrepreneurial function to local communities, the planet, the problems of
society and the engagement of executive and employees (Parente et al., 2018).

2.2 Sustainable Human Resources Management (SHRM)

Sustainable management of human resources (SHRM) has gained an increasing attention in
academic research in the late nineties (Muller-Christ and Remer, 1999; Zaugg et al., 2001; Gollan,
2000; Wilkinson et al., 2001; Avery and Bergsteiner, 2011). Starting from previous research on
environmental management, human relations and corporate sustainability (Ehnert and Harry, 2012),
SHRM literature highlights the role of sustainability issue for the management of human resource.
To date, a unigque definition of SHRM does not exist and a fragmentation of related literature can be
found. In this context, three different groups of studies can be distinguished based on the common
assumption of sustainability as a long-term and durable outcome but characterized for a different
vision about the relationship between sustainability and HRM. The first group highlights economic
outcomes and the creation of “sustainable competitive advantage” and focuses on the internal
effects of HRM policies (Wilkinson et al., 2001; Ehnert, 2009; Clarke, 2011).

A second group of studies focuses the attention on external outcomes, considered in terms of an
enlarged performance that includes environmental, social and human outcomes (Mariappanadar,
2003, 2012; Orlitzky et al., 2003; Branco and Rodrigues, 2006; Collinson et al., 2007). This group
of research identifies a relationship between HRM and such external outcomes that represent typical
elements of CSR and triple bottom line literature. The main assumption of this stream of research is
that positive results in terms of social/human and environmental performance, represent a sort of
strategic investment able to produce positive impact on economic performance and a means to
satisfy expectations of different categories of stakeholders.

A third group - that is probably the largest and that includes the literature on sustainable
leadership (Avery 2005) - investigates the relationship between HRM policies and environmental
sustainability (Dunphy et al., 2007) and emphasizes the direct connection between internal and
external outcomes and HRM practices. Some authors in this stream (see Dunphy et al., 2007;
Renwick, Redman and Maguire, 2011) sustain that environmental and human/social outcomes are
strictly related and contribute to the sustainability of organization. According to these studies, the
implementation of environmental policies requires the development of HRM practices able to create
trust between employees, the organization and the local communities in which the organization is
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involved. Dunphy et al. (2007) sustain the necessity for firms to adopt specific management
strategies for their staff in order to reach positive ecological/environmental outcomes. According to
these authors, a sustaining organization is one “which fully incorporates the tenets of human and
ecological sustainability into its own operations and also works to support the application of
sustainability more widely” (Dunphy et al. 2007, p. 62). This kind of organization is based on
strong corporate values and a large commitment of senior executive. At the same time, it is
characterized for a flexible structure and HRM practices able to develop capabilities of employees,
stimulate a participative decision-making context and promote high levels of workplace health and
safety. Similarly, Jabbour and Santos (2008) focuses the attention on relationships between
environmental management and HRM. In this context, expanding Strategic HRM, some authors
include sustainability issues (Osland and Osland 2007; Kramar 2012) and emphasize the role of
HRM on environmental outcomes such as pollution (Jackson et al., 2011; Renwick et al., 2011). A
wide range of HRM policies related to employee management (attraction, retaining, training and
rewarding) and in particular related to employee involvement, empowerment and engagement, have
been defined to develop an environmental culture and related capabilities (Renwick et al., 2011). In
this context, some sustainable leadership practices, such as training and constant development, work
relation improvements, the recognition of employees work, are also considered as relevant elements
for a sustainable management of human resource (Avery and Bergsteiner, 2011; Jabbour et al.,
2008; Lozano and Huisingh, 2011). What emerges from the analysis is that human resource
management plays a key role for the environmental sustainability: it creates the condition to
mobilize employees and promote changes in the work place and in the behavior of people (Dubois
and Dubois, 2012). In sum, the different streams of research about SHRM highlight a conceptual
multiplicity of the theme with particular reference to the issues of human resource management
supporting organizational sustainability and sustainability practices (Cohen et al., 2012; Ehnert et
al., 2013; Guerci and Pedrini, 2014). They sustain the role of human resource management in
supporting business sustainability (Cleveland et al., 2015) through the adoption of practices that
could help people and groups, in the development of attitudes and behaviors consistent with a
sustainable approach (Avery and Bergsteiner, 2010; Cohen et al., 2012; Parkes and Borland, 2012).
Such practices include the training and education for knowledge acquisition and development of
abilities that contribute to the goals of organizational sustainability, organizational support to
promote behaviors aimed at corporate sustainability, internal communication to reinforce the
importance of corporate sustainability (Yang et al., 2013; Cohen et al., 2012; Jabbour and Santos,
2008).

In conclusion, within the current uncertain global economic, social and ecological climate, the
literature on SHRM strongly needs to continue to evolve because it represents a new approach to
managing people, by identifying broader purposes for HRM able to address the complexities of
workplace and the need to avoid negative impacts of HRM practices.

2.3 Sustainability issues, CSR, and Employees’ commitment toward sustainability

In a time where companies are ever more attentive to employees’ attraction and retention and
developing human resources is a unique form of competitive advantage (Zhou et al., 2018),
employees’ commitment and their subsequent work behavior (e.g., job performance, employee
health, labor turnover) (Harvey et al., 2017) become really crucial. Even though the growing
attention in CSR and financial performances of organizations (Mahmoud et al., 2017), the influence
of a variety of sustainability practices on firms’ internal stakeholders (and in particular of
employees) is still mostly under searched (Larson et al., 2008; Mahmoud et al., 2017). Due to the
inconclusive findings resulted in the relation between sustainability practices and the overall
performances of organizations (Harvey et al., 2017; Luo and Bhattacharya, 2006), scholars suggest
to pay attention to the influence of these practices on one specific stakeholder category - i.e.
employees (Peterson, 2004; Harvey et al., 2017;). Employees, in fact, are crucial for the success of
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sustainability initiatives and the concept of employee commitment is therefore a constant challenge
for firms (Mclnerney and Niewiarowski, 2022).

There is an extensive growth of CSR studies investigating its effects on a variety of stakeholders,
such as suppliers, investors, governments, employees, consumers, and suppliers (Hameed et al.,
2016; Shen and Zhang, 2019; O’Connor et al., 2017). Among all these groups, the human resource
function is essential to any kind of CSR investigation (Aguilera et al., 2007; Shen and Zhang, 2019;
Mitonga- Monga and Hoole, 2018) even though the mainstream CSR research concentrates on
external stakeholders such as customers and investors (Luo and Bhattacharya, 2006; Lichtenstein et
al., 2004), overlooking the significance of the workforce as a strategic and essential stakeholder
group to any socially responsible organization (Larson et al., 2008; Shen and Zhang, 2019). For
decades, academics have inspected the influence of CSR efforts on financial performances of
organizations (McWilliams et al., 2006; Shen and Zhang, 2019; Mahmoud et al., 2017). Moreover,
the majority of studies have broadly deepened the relation between the effect of CSR activities on
overall organizational performances in terms of sustainability, reputation and competitiveness
(Johnson, 2003; Porter and Kramer, 2002). Nevertheless, academic analysis on the impacts of CSR
and sustainability practices on employees’ commitment is still narrow (Larson et al., 2008; Kim et
al., 2017; Rodrigo and Arenas, 2008; Kim et al., 2010; Turker, 2009).

In general terms, employees’ commitment refers to “the intentions to behave in some way that is
beneficial to the organization” (Sharma et al., 2021, p. 21). Employees’ commitment to the
sustainability relies on their desire to take part in the environmental care of their organizations
(Paille and Valeau, 2020). The concept of employees’ commitment sustains the idea that the firms’
“green goals” can be attained if the workforces are really committed to sustainable outcomes
(Sharma et al., 2021). Accordingly, scholarship has enlightened that higher levels of employees’
sustainability commitment is directed to greater organizational performances (Owens 2006) and
similarly increases firms’ overall productivity. Most important, it has been emphasized that the
management commitment towards environmental issues positively affects their employees’
commitment (Aguinis and Glavas, 2012).

With specific reference to sustainability issues, employees’ commitment toward sustainability is
considered an essential component for renovating firms’ sustainability mission, strategy, and values
into measurable outcomes (Galpin and Whittingyon, 2012). In particular, starting from the idea that
“employees are a company’s best ambassadors for identifying and implementing innovative
sustainability initiatives” (Veleva et al., 2017, p. 520), some research has surveyed the relationship
between CSR and employees’ commitment finding that it significantly influences sustainability in
enterpirses (Markos and Sridevi, 2010; Saratun, 2015). Moreover, in the MSME context, evidences
suggest that it is mostly the leader orientation to sustainability and the endeavors directed toward
key human resources practices that promote and strengthen employees’ engagement to
sustainability (Mishra, 2017; Ehnert, 2014). Studies have also established that better employees’
commitment is related to enhanced employees’ retention and satisfaction on the workplace, firm
profitability, organizational citizenship behavior and customer loyalty (Valentine and Fleischman,
2008; Veleva et al., 2012; Markos and Sridevi, 2010).

3. Research Framework and Hypotheses development

Since sustainability practices often drives against firms’ production goals, which might define
employees’ rewards, it is clearly problematic to engage managers and human resources, as they are
fronting their own cost and time pressures. At the same time, researches confirm that the workforce
is the firm’s best ambassador for the identification and implementation of innovative sustainability
initiatives (Veleva et al., 2017; Du et al., 2010; Sharma et al., 2009; Mirvis, 2012). So, exploring
the drivers of employees’ commitment toward sustainability becomes crucial.

Educating and empowering human resources in identifying and supporting innovative strategies
for sustainability goals is in fact critical for the success of any sustainability-oriented strategy.
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Robinson et al. (2004) revealed that the key driver of employees’ commitment is fostering in them a
“sense of feeling valued and involved”. Accordingly, the CIPD survey that involved a sample of
2000 employees in Great Britain found that communication represents the highest priority for
cultivating employees’ commitment. This includes not only “being kept informed about what is
going on in the organization” but also providing opportunities for employees “to feed their views
and opinions upward” (Markos and Sridevi, 2010 p. 90).

The importance of communicate sustainability has been examined in a greater detail by Kim et
al. (2010). The scholars investigated the connection between employees’ perception of CSR
initiatives compared to those who actively participated in such activities and found that CSR
communication has a direct influence on employees’ identification with the corporate culture and
thus is a more effective way for firms to preserve a constructive relation with the human resources.
Mirvis (2012) identifies three different ways in which firms can better foster their workforce
sustainable oriented behaviors: developing courses and specific programs to fulfil the requirements
of workforces passionate about sustainability and promote actions to overall educate and empower
human resources in taking sustainable actions in both their workplace and personal lives. Constant
communication, education, training and empowering human resources to behave social and
environmental responsibly are indeed critical.

Some authors (see e.g. Kramar et al., 2014; Veleva et al., 2017) have recently observed what
could be the best practices, which management should follow for an effective and complete
integration of sustainability objectives within the management of human resources:

e translating the environmental commitment into concrete communication actions towards
employees with the aim of holistically changing the organizational culture;

e encourage the empowerment of workers by increasing their delegation and decision-making
space, thus being able to be an active part of the company’s evolutionary process;

e plan specific “environmental training” projects to train them

e communicate to the employees the environmental performance standards and indicators chosen
by the firm in order to establish and promote an internal dialogue. Management can foster this
performance by assigning specific goals to individual employees or work teams and providing
them with regular feedback.

Employees’ commitment to sustainability issues also relies on their wish to share and care about
the environmental concerns of their company (Paille and Valeau, 2020). Hence, organizational
sustainability goals can be attained if the employees are really engaged and committed. Importantly,
it has been highlighted how the top management engagement towards the environment and
sustainability issues stimulates their human resources commitment toward sustainability (Aguinis
and Glavas, 2012). So we can argue that employees tend to be more committed when they perceive
a concrete engagement of their organization in achieving green goals oriented toward sustainability,
and overall sustainability practices.

Moving from this literature we put the following hypotheses (Fig. 1):

Hpl: Firms’ sustainability behaviors positively impact on employees’ commitment toward
sustainability

Hp2: Clarity of firm’s communication about its sustainability performance positively impacts on
employees’ commitment toward sustainability

Hp3: Firms’ sustainability education programs provision positively impacts on employees’
commitment to sustainability
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Fig. 1: Empirical model and hypotheses

Firms’ sustainability H1

behaviors

Communication about Employees’ commitment

sustainability toward sustainability

Sustainability education
programs

Source: Authors’ elaboration (2023)

4. Data and Method

To test the hypotheses of this study, a survey on employees of mechanical’s firms located in the
Province of Salerno (Campania Region, Italy) was developed administering to a convenience
sample a paper-based structured questionnaire in April-May 2022. To boost the response rate and to
ensure as much as possible the confidentiality of the data collected, respondents were not required
provide their names for the survey.

Following Churchill (1979) and Kline (2005), all the measures in this study were measured with
items adapted from the previous study of Veleva et al. (2017).

To assess employees’ commitment toward sustainability, participants were asked to rate their
current effort in achieving the environmental sustainability goals of the company on a 5-point Likert
scale. To obtain a measure for clarity of firms’> communication, employees were asked to rate on a
5-point Likert scale how clear they find the company’s communication of its environmental
sustainability goals. To assess firms’ sustainability education programs provision participants were
asked to rate on a 5-point Likert scale how important they feel is that their company offers
educational and training events to reduce environmental impact and achieve sustainability goals.
Finally, the employees’ awareness of firms’ sustainability behaviors has been assessed with four
items respectively capturing how employees judge important or not important (on a scale ranging
from 1=not important to 5=very important) that the firm put in place actions devoted to: (1) Use
compostable materials; (2) Expand recycling programs; (3) Eliminate plastic use; (4) reduce energy
consumption. To assess the psychometric qualities of the awareness measure, a principal component
analysis with Varimax rotation was performed. The Kaiser-Meyer-Olkin (KMO) measure of
sampling adequacy (0.79) and the Bartlett test (p=.000) provide assurance that the scale is
homogenous and adequate. This is also confirmed by Kaiser’s criteria (unidimensional
measurement scale) and the explained total variance (75.12%). The reliability of the scale is also
acceptable based on Cronbach’s alpha (0.89).

Finally, the empirical analysis also considers a group of control variables that possibly could
impact employees’ commitment toward sustainability, namely education level, the role of the
employee inside the firm and employees’ monthly income (economic status).

To test the research hypotheses (i.e., the impact on employees’ commitment toward
sustainability of awareness of firms’ sustainability behaviors, sustainability education programs