JOURNAL FOR SOCIAL SCIENCES

SOCIAL

HORIZONS

=1 Vol V(4 Issue 9 &1 JUNE 2025

FDN
FACULTY OF SOCIAL SCIENCES ISSN 2787-0693 elSSN 2787-1207 uDc 3

A RTI CL E S

Candida Bussoli, llenia Fraccalvier
CIRCULAR ECONOMY DISCLOSURE IN EUROPEAN BANKS:
A SUBSTANTIVE COMMITMENT OR SYMBOLIC COMPLIANCE?

Alessia Anna Ditrani, Annunziata Tarulli, Domenico Morrone
FROM WASTE TO WEAR:
AN EXPLORATORY FACTOR ANALYSIS OF ITALIAN CONSUMERS’
ACCEPTANCE OF FOOD WASTE-BASED TEXTILES

Gaia Fiore, Annunziata Tarulli, Chiara Colamartino
SAME GENERATION, DIFFERENT HABITS?
UNPACKING SECOND-HAND FASHION CONSUMPTION
AMONG ITALIAN EARLY AND LATE GEN 2

Michele Rubin, llaria Mastrorocco, Elisa Gerbasi
CHILD LABOUR IN CORPORATE SUSTAINABILITY REPORTS:
A CONTENT ANALYSIS OF DISCLOSURES
AND CORRECTIVE ACTIONS

Vitiana L’Abate, Filippo Vitolla, Nicola Raimo
FOOTBALL AND SUSTAINABILITY:
LOVE OR DISCORD? A CASE STUDY ANALYSIS



THE JOURNAL FOR SOCIAL SCIENCES

SOCIAL
HORIZONS

PUBLISHED TWICE A YEAR /VOL. V /ISSUE 9 / JUNE 2025

Published by

Faculty of Social Sciences
11070 Belgrade, Bulevar umetnosti 2a
https:/www.fdn.edu.rs

For the publisher
Srdan Ziki¢ PhD, Dean of the Faculty of Social Sciences

Editor in Chief
Dragana Trifunovi¢ PhD

Guest Editors of this issue
Endre Orban PhD & Péter Krisztian Zachar PhD (Hungary)

Editorial Board
Mike Friedrichsen PhD (Germany), Arulchelvan Sriram PhD (India), Sebastian Stepien PhD (Poland),
Valentina Marinescu PhD (Romania), Predrag Terzi¢ PhD, Goran Lali¢ PhD, Milica Nestorovi¢ PhD,
Marko Dordevié PhD, Nenad Peri¢ PhD, Srdan Ziki¢ PhD, Andrija Blanuga PhD,
Slobodan Petrovi¢ PhD (Serbia), Zdravko Sordan PhD (Slovenia),
Guillermo de Haro Rodriguez (Spain), John Carey PhD (USA)

Scientific Council
Juan Carlos Radovich PhD (Argentina), Giorgi Kvinikadze PhD (Georgia),

Gydngyvér Hervainé Szabé PhD (Hungary), Manish Verma PhD (India), Jan Polcyn PhD (Poland),
Francisco José Bernardino da Silva Leandro PhD (Portugal), Slobodan Pajovi¢ PhD - President,
Ljubisa Mitrovi¢ PhD, Marko Cari¢ PhD, Ljubisa Despotovi¢ PhD, Jovan Bazi¢ PhD, Mirko Kuli¢ PhD,
Predrag Kapor PhD, Mirko Mileti¢ PhD (Serbia)

Reviewers
All members of the Editorial Board and Tamas Téth PhD (Hungary), Pawel Dahlke PhD (Poland),
Srbobran Brankovi¢ PhD, Zoran Jevtovi¢ PhD, Dragana Gnjatovi¢ PhD, Vesna Milanovi¢ PhD,
Biljana Ratkovi¢ Njegovan PhD, Tatjana Milivojevi¢ PhD, LJiljana Mani¢ PhD, Maja Vukadinovi¢ PhD,
Nataga Simeunovié Baji¢ PhD, Boris Labudovi¢ PhD, Marija Vujovi¢ PhD, Iva Sidanin PhD (Serbia)

Secretary of the Editorial Board
Ana Jevtovi¢ MA

Language editors
Nevena Mileti¢ Sari¢ MA, the Serbian language
Natasa Katani¢ MA, the English language

Graphic Design
Dusan Olui¢

Printed by
.Donat Graf”, Belgrade

Circulation
300 copies
ISSN 2787-0693
elSSN 2787-1207
ubC 3
INDEXED IN: SCIndex/Serbian Citation Index




SOCIAL
HORIZONS

OPYWTBEHMW
XOPU3OHTMU



CIP — Karajorusanuja y myoJMKanuju

Hapongna 6udauorexa Cpouje, Beorpan

3
JPYIITBEHMU xopu30HTH: 4aconuC 3a APYIITBEHE
HayKe/IIaBHH M OATOBOPHU ypeauuk Jparana Tpudynosuh.

—Bou. 3, 6p. 5 (jyn 2023) — . — Beorpan : ®akynrer
JpYyIITBeHUX Hayka, 2023 — . (beorpan: Donat Graf).
—24 cm

IMomyropumimse. — [{pyro u3aame Ha APYTOM MEIHjyMYy:
Jpymreenu xopusontd (Online.) = ISSN 2787-1207

ISSN 2787-0693 = JIpy1iTBEHH XOPH30HTH
(IItamnano u3a.)
COBISS.SR-ID 38326025




CAOPXAJ / CONTENTS

ARTICLES / MNAHUM

Candida Bussoli, llenia Fraccalvier

CIRCULAR ECONOMY DISCLOSURE IN EUROPEAN BANKS:
A SUBSTANTIVE COMMITMENT OR SYMBOLIC COMPLIANCE?

KaHauga Byconu, UneHuja dpakansujepu

OTKPUBAE NOOATAKA O LNPKYJIAPHOJ EKOHOMUIN
Y EBPOINCKUM BAHKAMA: CYLUTUHCKA MNMOCBEREHOCT
nin CUMBOJTUYHO MOKOPABAKLE? . . . . ... ... ... ... . ... .. ... 13-25

Alessia Anna Ditrani, Annunziata Tarulli, Domenico Morrone

FROM WASTE TO WEAR: AN EXPLORATORY FACTOR ANALYSIS OF ITALIAN
CONSUMERS’' ACCEPTANCE OF FOOD WASTE-BASED TEXTILES

Anecuja AHa OutpaHu, AHyHuumjata Tapynu, JJomeHuKko MopoHe
o4 OTNAOA OO OOETRE: EKCMJTIOATOPHA ®GAKTOPCKA AHAJTU3A

MPUXBATAHA TEKCTUNA HA BA3U NMPEXPAMBEHOTI OTNALOA
o[ CTPAHE UTAJTMJAHCKUX TTOTPOLUAYA . . ... ... ... ... ..... 27-37

Gaia Fiore, Annunziata Tarulli, Chiara Colamartino

SAME GENERATION, DIFFERENT HABITS? UNPACKING SECOND-HAND
FASHION CONSUMPTION AMONG ITALIAN EARLY AND LATE GEN Z

Faja ®uope, AHyHuumnjata Tapynu, Kujapa KonamapTuHo
UCTA TEHEPALIUIA, PASJTUMUTE HABUKE?

AHAJIU3A KYNMOBUHE NOJTOBHE MOJE MEBY PAHOM
M KACHOM rEHEPALIMIOM BEAAY UTAJNTUIN . .. .. . ... .. ... ... ... 39-49



Michele Rubin, llaria Mastrorocco, Elisa Gerbasi

CHILD LABOUR IN CORPORATE SUSTAINABILITY REPORTS:
A CONTENT ANALYSIS OF DISCLOSURES AND CORRECTIVE ACTIONS

Mukene Py6uH, Unapuja Mactopoko, Enuca lep6acu

AOEYIN PALL Y USBELUTAJUMA O OPXXNBOM MOCJIOBAbY:

CAOPXAJHA AHAJIU3A OBEJTOAAHKUBAA U KOPEKTUBHUX MEPA .

Vitiana L’Abate, Filippo Vitolla, Nicola Raimo

FOOTBALL AND SUSTAINABILITY: LOVE OR DISCORD?
A CASE STUDY ANALYSIS

ButujaHa JTA6ate, ®ununo Butona, Hukona Pammo

OYOBAT U OOPXXUBOCT: JbYBAB UJTU HECJIATAHE?
AHAJIN3A CTYOMIE CITYYAJA . ..

Notes about authors/BeneLKe 0 QYTOPUMA . . . v v v v v v v v v v e e e e et e e e

Instructions for authors/YnyTcTBO 3 QYTOPE . . . v v v v v v v v v e e e e e e e

51-63



PREFACE






This special issue of our scientific journal Social Horizons is dedicated to
the Republic of Italy as one of the most important EU strategic partners of our
country.

It is important to mention that the current issue is the result of successful
cooperation with Libera Universita Mediterranea (LUM «Giuseppe Degennaro»)
from Bari (Puglia) under the coordination of Professor Candida Bussoli PhD. We
could also underline that the content of articles published in this issue is varied
in relation to topics and scientific areas. There is no doubt that these topics cover
contemporary problems like a circular economy, disclosure in European banks,
child labor in corporate sustainability reports, the analysis of Italian consumers,
acceptance of food waste-based textiles second hand fashion consumption
among young ltalians, football and sustainability among others.

In this way, the Editorial Board of our journal continues the strategy to publish
special issues dedicated to one country that is important for Serbian international
positioning. For example, so far, we have had the issue dedicated to Hungary as
the main strategic partner in the region as well as Brazil, having in mind its status
as an emerging global power which is one of the most important partners of
Serbia in Latin America.

The Faculty of Social Sciences and the Editorial Board of the scientific journal
Social Horizons are taking this opportunity to thank colleagues from Libera
Universita Mediterranea (LUM «Giuseppe Degennaro») from Bari (Puglia) for
excellent cooperation in the preparation of this issue.

Prof. Dragan Trifunovic, PhD
Editor-in-Chief
Vice - Dean for Science
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CIRCULAR ECONOMY DISCLOSURE
IN EUROPEAN BANKS:

A SUBSTANTIVE COMMITMENT

OR SYMBOLIC COMPLIANCE?

Abstract: This study investigates the relationship between Circular Economy
Disclosure (CED) and environmental performance in European banks by analysing
the information published on their official websites. Grounded in legitimacy theo-
ry, it examines whether higher environmental performmance corresponds to more
extensive CED, distinguishing between substantive and symbolic approaches. The
findings, based on a sample of 107 listed European banks, reveal a positive associa-
tion between environmental performance and CED. This supports the substantive
legitimacy perspective, indicating that CED practices tend to align with actual sus-
tainability engagement rather than serving as mere symbolic commitment.

Key words: BANKS, CIRCULAR ECONOMY, DISCLOSURE, ENVIRONMENTAL
PERFORMANCE, LEGITIMACY THEORY



Introduction

Sustainability has become a global priority for organizations, driven by regulatory
pressures, stakeholder expectations, and pressing environmental challenges such
as climate change and resource depletion (Meza-Ruiz et al., 2017). Linear production
models — based on extraction, production, and disposal — pose significant threats to
ecosystems and human well-being (Ludeke-Freund et al.,, 2019). In response, many
organizations are incorporating sustainability into their business strategies, recog-
nizing its benefits for both society and the environment (Sardana et al., 2020).

Within this context, the Circular Economy (CE) is increasingly recognised as a
crucial strategy for promoting sustainability, as it aims to minimise environmental
impacts and support long-term sustainable development (Tukker, 2015). By extend-
ing the lifecycle of resources, the CE promotes waste reduction and enhances over-
all resource efficiency.

Though commonly associated with manufacturing, CE practices are also rele-
vant for the banking sector (Zahid et al.,, 2024). Indeed, banks can support the CE
transition externally — by offering tailored financial products, networks, and strate-
gic support — and internally — by adopting sustainable operations such as energy
efficiency, waste recycling, and new technologies (Fraccalvieri et al., 2025).

Given their influential role, banks are expected to disclose CE practices transpar-
ently, ensuring stakeholders understand both external initiatives and internal sus-
tainability efforts, including adherence to the 3R principles: reduce, reuse, recycle
(Fraccalvieri et al., 2025).

Despite its growing importance, CE Disclosure (CED) in banking remains still un-
derexplored. Therefore, this study aims to address this gap by examining whether
banks’ environmental performance aligns with their CED, investigating the pres-
ence of greenwashing using the substantive and symbolic legitimacy framework.

Specifically, this study focuses on banks' official websites as primary communi-
cation channels for sustainability (Schroder, 2021), specifically within the European
banking context, characterised by distinct structures and strong stakeholder pres-
sure (Lazarides & Drimpetas, 2016).

The remainder of this work is organised as follows: Section 2 provides a review of
the relevant literature on the topic; Section 3 presents the theoretical framework
and the hypothesis development; Section 4 describes the research methodology;
Section 5 presents the empirical results along with their discussion; Section 6 pro-
vides the conclusions.
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Literature review

The critical relevance of banks in advancing the transition to a CE has attracted
the attention of academics who have started to investigate this topic.

A first strand of research has explored the role of banks in supporting the CE.
Goovaerts & Verbeek (2018) identified two key contributions: enabling the CE tran-
sition through financial, legal, and advisory services, and adapting internal models
to address linear and circular risks. Yet, as Zhelyazkova (2020) noted, the lack of har-
monised regulations — especially in developed countries — limits banks' proactive
involvement, unlike in countries such as China, Brazil, and Peru, where CE lend-
ing is incentivised. To address this gap, Ozili & Opene (2021) proposed a structured
CE approach, including shared definitions, standardized finance guidelines, green
banks, dedicated credit lines, staff training, and stronger governance. Rataj et al.
(2025) further observed that while sustainability goals dominate early CE initiatives,
financial returns become central over time, with frontline staff playing a key role in
promoting CE values and fostering stakeholder knowledge exchange.

A second research strand has focused on the benefits of CE adoption in bank-
ing. Ozili (2021) highlighted advantages such as loan diversification, enhanced rep-
utation, and profitability in circular sectors. Broader financial system benefits in-
clude CE-linked insurance innovations, better sustainability-adjusted returns, and
expanded microfinance and collaborative funding for circular ventures.

Athird strand has examined CED in the banking sector. Zahid et al. (2024) showed
that both Islamic and conventional banks in Pakistan disclose CE practices aligned
with the SDGs. Keskin & Esen (2025) identified key CE themes — waste, renewables,
emissions, and sustainable investing — but noted poor readability of reports. Frac-
calvieri et al. (2025) uniquely investigated CED determinants, finding that size, on-
line visibility, and international presence foster disclosure.

Theoretical background
and hypothesis development

In line with prior research on disclosure practices in banking (e.g., Branco & Rod-
rigues, 2006; Fraccalvieri et al., 2025), this study considers legitimacy theory to ana-
lyse the determinants of CED.

Legitimacy theory posits that organisations rely on societal approval to operate,
which they gain by aligning with the norms and expectations embedded in an im-
plicit social contract (Suchman, 1995; Deegan, 2002).



To achieve, maintain, and repair legitimacy, disclosure represents a crucial link
between organisations and society. Indeed, disclosure serves as a tool to commu-
nicate conformity with stakeholder expectations (Farneti et al., 2019). However, the
process of legitimation is not uniform and can be examined through two main be-
havioural perspectives: substantive and symbolic approaches (Ashforth & Gibbs,
1990).

According to the substantive approach, meeting societal expectations requires
realistic and material modifications to organisational strategies and operations
(Ashforth & Gibbs, 1990; Lodhia et al., 2023). Therefore, sustainability disclosure
serves as a tool for stakeholders to evaluate whether strategic adjustments have
been effectively translated into concrete actions (Nicolo et al., 2023). In line with this
perspective, banks with stronger environmental performance are expected to dis-
close more CE information.

Conversely, the symbolic approach is primarily concerned with impression man-
agement and greenwashing, wherein organisations focus more on shaping stake-
holder perceptions rather than implementing substantive changes to their oper-
ations (Ashforth & Gibbs, 1990; Lodhia et al.,, 2023). In this perspective, a gap exists
between disclosure practices and effective organisational performance and activi-
ties (Ashforth & Gibbs, 1990). Hence, banks with weaker environmental performance
may use CED to create the appearance of sustainability, aiming to protect their im-
age without making substantive changes.

Given their high public visibility, banks face intense legitimacy pressures (Dowl-
ing & Pfeffer, 1975; Hossain & Reaz, 2007), with growing expectations for transpar-
ency and environmental accountability (Zahid et al., 2024). Hence, voluntary disclo-
sure becomes a strategic tool to build trust and signal environmental commitment
(Mobus, 2005; Fraccalvieri et al,, 2025). In light of this, the following hypothesis is
proposed:

H1: There is a relationship between environmental performance and the level of
CED provided by European banks.

Methodology

This study analyzes 107 publicly listed European banks from 26 countries. In the
first phase, 330 banks were identified from the Refinitiv Eikon database as of 2023.
However, after accounting for missing values, 223 institutions were removed.

The CED Score (CEDS) is the dependent variable of this study, which captures
the extent to which banks disclose CE information through their official websites.
To measure this variable, a content analysis on banks’ official websites was con-
ducted.
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This study employs the coding framework originally developed by Fraccalvieri
et al. (2025). It provides a comprehensive assessment of banks’ engagement with
CE principles, and it is structured into two primary areas: (A) supporting the circular
transition of firms and (B) internal implementation of CE practices. These two cat-
egories provide a holistic evaluation of both external and internal commitments to
CE principles.

For this study, an unweighted dichotomous scoring approach was applied (Vitol-
la et al,, 2022). Therefore, each item in the index was assigned a score of 1if relevant
information was found on the bank’s website and O if it was absent. Consequently,
the dependent variable ranges from O to 50, reflecting the comprehensiveness of a
bank's CED.

The independent variable of this study is represented by ENV_PILLAR. It indi-
cates a bank’s environmental impact by evaluating different ecological factors — air
quality, land use, water resources, and broader ecosystem considerations. It serves
as an indicator of a bank’s effectiveness in managing environmental risks. It is used
as a measure of environmental performance (Duque-Grisales & Aguilera-Caracuel,
2021) and can assume values ranging from O to 100, expressed as a percentage.

The control variables included in the model are Profitability, Size, Age, Liquidity,
Internet_Visibility, Social_Media. Profitability is proxied by the ratio of net income
to total assets (Kilic & Kuzey, 2019). Size is expressed as the natural logarithm of the
number of bank branches (Branco & Rodrigues, 2006). Age is measured as the nat-
ural logarithm of the number of years elapsed since the bank was established (Tala-
vera et al,, 2018). Liquidity is proxied by the loans-to-deposits ratio, which measures
the extent to which a bank’s lending activity is covered by its deposit base (Tamu-
nosiki et al,, 2017). Internet_Visibility is obtained by taking the natural logarithm of
the number of search results on “Google.com” that included the bank’'s name in the
year 2023 (Fraccalvieri et al.,, 2025). Social_Media indicates the presence of banks
on the main social media. It can take values from O to 9, relating to the presence
of the bank on the following social media platforms: LinkedIn, Facebook, Twitter,
Instagram, Youtube, TikTok, Bluesky, Threads, and WeChat (L'Abate et al,, 2023). To
test the hypothesis made explicit in the previous Section, an OLS regression was
employed. Specifically, the formal equation is as follows:

CEDSi = O +B1 ENV_PILLARI +82 Profitabilityi +83 Sizei+
+B4 Agei +B5 Liquidityi +6 Internet_Visibilityi +86 Social_Mediai + €i



Results and discussion

Table 1 illustrates the descriptive statistics, while Table 2 shows the correlation
matrix and the Variance Inflation Factor (VIF) analysis.

The descriptive statistics indicate a low average value of the dependent variable
CEDS. Indeed, it is equal to 16.21, thus showing that, on average, banks disclose little
CE information through their official websites. Additionally, the highest value for
this variable is 43, demonstrating that no sample bank provides information on all
50 items considered in the disclosure index. As regards the independent variable of
this study, ENV_PILLAR shows an average value of about 79%, thereby indicating
that the European banks, on average, demonstrate a strong commitment to
environmental performance.

Table 1: Descriptive statistics

Variable Obs Mean Std. Dev. Min Max
CEDS 107 16.206 11.616 0] 43
ENV_PILLAR 107 78.955 14.9M 28.741 98.069
Profitability 107 1102 1.227 -0.944 6.285
Size 107 5.043 1.961 o] 9.050
Age 107 4.355 0.858 1.792 6.314
Liquidity 107 1.217 2.893 0.213 30.658
Internet_Visibility 107 7.462 1.669 1.609 11.093
Social_Media 107 3.869 1.649 0] 9

Regarding the correlation analysis, the highest coefficient equals 0.58, between
ENV_PILLAR and Size. Since it does not exceed the critical thresholds commonly
accepted in literature, it can be concluded that multicollinearity is not a concern in
this analysis. The absence of multicollinearity issues is further reinforced by the VIF
analysis.
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Table 2: Correlation matrix and VIFs

Variable 7 2 3 4 5 6 7 8 VIF
1.CEDS 1
2ENV_PILLAR | 039 | 1 166
3Profitability | -020* | 010 1 114
4.Size 034 | 058" | -002 1 198
5Age 009 | 004 | -003 | om 1 106
6 Liquidity 014 | o010 | 024t | -023* | -0.00 1 122
C,Q:,::;L 029%* | 019 |-025"*| 036** | 006 | -016 1 123
8Social_Media | 027 | 027%* | 001 | 034** | -015 | -001 | 013 1 119
Mean VIF 1.35

Notes: *** p<0.01; ** p<0.05; * p<0.10

Table 3 shows the empirical results of the analysis. In particular, the findings
show a positive ($=0.262) and highly significant (p<0.01) relationship between ENV_
PILLAR and CEDS, thus supporting the research hypothesis of this study (H1). This
indicates that European banks with higher environmental performance tend to dis-
close more information related to CE practices on their official websites. The align-
ment between actual performance and disclosure supports the substantive view of
legitimacy theory, which holds that organisations gain legitimacy by transparently
communicating genuine achievements (Ashforth & Gibbs, 1990; Mobus, 2005).

This positive association reflects banks' response to increasing transparency de-
mands in the context of the CE transition. By engaging in environmental initiatives
and communicating results effectively, banks reinforce their credibility and long-
term legitimacy, helping to mitigate stakeholder scepticism. Moreover, using offi-
cial websites as a disclosure channel allows banks to reach a wide audience quickly
and dynamically. Consistent with prior research (e.g., Fraccalvieri et al.,, 2025), web-
sites serve as strategic tools for delivering sustainability-related information.
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Table 3: Regression results

Variables CEDS

Coeff. Std. Err.
ENV_PILLAR 0.262*** 0.075
Profitability -1.660** 0.807
Size 0.207 0.644
Age -1.383 -1.216
Liquidity -0.405** 0.154
Internet_ 0.542
Visibility 1.001*
Social_Media 0.978 0.693
Constant -8.417 -9.128
Observations 107
Adj. R? 0.281

Notes: *** p<0.0T; ** p<0.05; * p<0.10

Conclusions

This study aimed to investigate the relationship between environmental perfor-
mance and CED provided by banks through their official websites. More specifically,
the objective of this work was to determine whether the environmental practices
adopted by banks were substantive or symbolic in relation to the CE information
disclosed. The results revealed a positive association between environmental per-
formance and the level of CE information disseminated by European banks through
their official websites. Therefore, a substantive commitment related to CE actions
and practices is observed within the European banking context.

This study contributes to the literature by examining how banks disclose their
environmental performance through CED, addressing a gap in research that has
largely overlooked the banking sector. It highlights the growing use of corporate
websites for sustainability communication — offering real-time, accessible informa-
tion — yet still underexplored in banking. It also analyzes the link between environ-
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mental performance and CED, adding to the debate on whether disclosures reflect
real actions or are symbolic.

Practically, banks are encouraged to use websites transparently to build trust
and legitimacy. Standard setters should create clear guidelines for CED, while pol-
icymakers could introduce incentives to promote transparent and genuine disclo-
sure.

Limitations of this study include the sample size and the use of environmental

performance as a proxy for CE commitment. Future research should broaden the
sample and develop more specific CE performance measures.
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OTKPMBAFE NOLATAKA O
LIVPKYJTTAPHOJ EKORHOMWMJIV
Y EBPOINCKNM BAHKAMA!
CYLWTMHCKA TTOCBERERHOCT
N1 CNMBOJTNHHO
[TOKOPABAFDBE?

CakeTak: OBa CTyauja UCTpaxkyje ogHoc 1M3Mehy obenogarbmBarba Nogataka o
LMPKyNapHOj] eKoHoMMjM (CED) 1 ekonowkmx nepdopMaHCK Yy eBpOrnCcKMM BaHka-
Ma, aHanu3unpajyhm nipopmaumje objaBrbeHe Ha HUXOBUM 3BaHUYHUM UHTEPHET
cTpaHunuama. Ocnamsajyhu ce Ha TeopUjy NermMTuMmnTeTa, UCTPaXKyje ce da Nnv BuLle
eKosnollke nepdopMaHce KopecnoHgupajy ca obuMHujum CED-oMm, Npasehun pas-
NNKY M3Mehy CyWTUHCKOT U CMMBOMMYKOr MpucTyna. Pe3ynTtaty, 3acCHOBaHM Ha
y30pKy of 107 KOTUPaHMX €BPOMNCKMX BaHaKa, MoKa3yjy No3nTUBHY NOBE3aHOCT U3-
Mehy ekonoLwkmx nepdopmarHcm n CED-a. OBoO nogpyKaBa CTAaHOBULLTE O CyLUTMH-
CKOj NerMTMMHOCTK, yKalyjyhu Ha To ga cy npakce CED-a yrnaBHOM y cKflagy ca
CTBAPHUM aHraXKoBarbeM y 06/1aCTu OOPXKMBOCTU, @ HE CaMO CMMOOMMYAH M3pas3
noceeheHocTw.

KmbyuHe peun: GAHKE, UMPKYJTAPHA EKOHOMKNIA, OBJAB/bNBAMSE, EKO-
JNNOWKE YYNHKE, TEOPUIA TTETUTUMUNTETA
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FROM WASTE TO WEAR:

AN EXPLORATORY FACTOR
ANALYSIS OF ITALIAN
CONSUMERS' ACCEPTANCE

OF FOOD WASTE-BASED TEXTILES

Abstract: Food waste fashion applies circular economy principles to transform
food industry by-products — such as citrus peels and grape skins — into innovative
textile fibres. As a sustainable alternative to fast fashion, it addresses the sector’s
environmental impact and promotes ethical consumption. While industry and
media attention is increasing, academic research remains scarce, especially
regarding consumer responses. Most existing studies focus on technological or
environmental metrics, neglecting emotional and symbolic aspects of consumer
behaviour. This study investigates Italian consumers’ perceptions of garments made
from food waste, aiming to fill this gap. Data were collected via an online survey,
and Exploratory Factor Analysis (EFA) was used to identify underlying dimensions
shaping attitudes. Findings reveal that openness to food waste fashion is influenced
by sustainability values, perceived novelty, and concerns about materials. These
insights contribute to circular fashion literature and provide actionable guidance for
managers seeking to enhance consumer engagement with bio-based innovations.

Key words: FOOD FASHION, SUSTAINABLE FASHION, CIRCULAR ECONOMY,
SUSTAINABLE CONSUPTION, CONSUMER BEHAVIOR



Introduction

The global fashion industry is increasingly criticised for its environmental and so-
cial impacts. As a highly resource-intensive sector, it contributes significantly to wa-
ter use, carbon emissions, and waste generation. Fast fashion, in particular, exempli-
fies the unsustainable “take-make-dispose” model, promoting rapid production, low
durability, and excessive consumption. It generates over 92 million tonnes of textile
waste annually and perpetuates social inequalities within global supply chains (Niin-
imaki et al,, 2020; Bick et al., 2018). In response, sustainable and circular fashion mod-
els have gained traction. These approaches aim to minimise environmental harm,
extend product lifecycles, and repurpose waste into new resources (Schiaroli et al,,
2025). One innovative development is food waste fashion, which transforms agricul-
tural by-products — such as citrus peels, grape skins, and coffee grounds - into alter-
native textile fibres. This practice addresses sustainability challenges in both fashion
and agri-food systems by reducing landfill waste and decreasing reliance on virgin
materials (Chi, 2015; Shen, 2014; Provin and de Aguiar Dutra, 2021).

Interest in food waste fashion is also growing among environmentally conscious
younger consumers (Joy et al,, 2012). However, enthusiasm does not always trans-
late into action. Research has consistently highlighted the attitude-behaviour gap
in sustainable fashion, whereby consumers support sustainability in principle but
fail to reflect these values in their purchasing decisions (McNeill and Moore, 2015).
Several barriers contribute to this disconnect. Consumers often prioritise price, con-
venience, and brand familiarity over environmental attributes (Achabou and Dekhili,
2013). Moreover, in the case of food waste-based garments, scepticism about quali-
ty, hygiene, and material unfamiliarity may hinder adoption. Recycled and upcycled
fashion is still often perceived as lower in quality or less fashionable (Henninger et
al., 2016), which can deter even sustainability-oriented consumers.

Despite these dynamics, there is a notable lack of academic research specifically
focused on consumer attitudes toward food waste fashion. Existing studies tend
to examine broader categories like “eco-fashion” or “sustainable textiles,” overlook-
ing the unique challenges and perceptions linked to garments derived from food
by-products (Thorisdottir et al., 2024). The Italian context, in particular, remains un-
derexplored, despite its leadership in both the fashion and agri-food sectors. Under-
standing ltalian consumers is especially relevant given the country’s cultural affinity
with both industries and its strategic potential for circular innovation. To address
this gap, the present study investigates Italian consumers’ awareness, perceptions,
and behavioural responses to food waste fashion. Using an online survey and Ex-
ploratory Factor Analysis (EFA), it identifies the main drivers and barriers influencing
engagement. The study aims to offer theoretical contributions to circular fashion
research and practical insights for brands and policymakers seeking to promote
more sustainable consumption behaviours.
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Theoretical Background

The environmental and social impacts of the fashion industry have spurred in-
creasing academic and institutional attention to alternative production and con-
sumption models. The dominant fast fashion paradigm, based on rapid production
cycles, low-cost materials, and planned obsolescence, has been identified as a ma-
jor contributor to global environmental degradation. It accelerates water use, ener-
gy consumption, chemical pollution, and generates vast volumes of textile waste
— estimated at over 92 million tonnes annually (Niinimaki et al., 2020). Furthermore,
it reinforces exploitative labour structures within international supply chains (Bick
et al., 2018). These systemic issues have prompted calls for a shift toward circular
and sustainable fashion models. Circular fashion, grounded in circular economy
principles, aims to decouple fashion production from virgin resource extraction and
waste creation. It promotes strategies such as reuse, recycling, upcycling, and the
incorporation of bio-based or waste-derived inputs (Schiaroli et al.,, 2025). Within this
framework, food waste fashion represents a novel and promising innovation. This
emerging segment involves transforming agricultural and food industry by-prod-
ucts — such as citrus peels, grape skins, and coffee grounds — into textile fibres suit-
able for apparel and accessories. It not only diverts organic waste from landfills but
also reduces dependence on synthetic and virgin fibres, thereby lowering the en-
vironmental burden of both the fashion and agri-food sectors (Chi, 2015; Jung &
Jin, 2014; Shen, 2014; Provin & de Aguiar Dutra, 2021). Prominent cases like Orange
Fiber, an Italian start-up that produces fabrics from citrus waste and collaborates
with luxury brands, show that such innovations can merge sustainability with aes-
thetic and commercial appeal (Gain et al., 2024; Karaosman et al., 2020). These ex-
amples highlight the market potential of food-derived textiles, particularly when
supported by strong narratives of ethical production, technological innovation, and
design excellence. The convergence of sustainability and style resonates especially
with younger, environmentally conscious consumer segments, including Millenni-
als and Gen Z, who tend to value authenticity, ethical alignment, and social impact
in their purchasing decisions (Joy et al,, 2012). Nonetheless, a persistent challenge
in sustainable fashion adoption is the well-documented attitude-behaviour gap:
while consumers frequently express concern for environmental issues and claim
to support sustainable products, this does not consistently translate into actual
purchasing behaviour (McNeill and Moore, 2015). Various studies have shown that
factors such as price sensitivity, limited product availability, and low trust in sustain-
ability claims can act as barriers to adoption (Achabou and Dekhili, 2013). Moreover,
in the specific case of upcycled or waste-based fashion, additional psychological
and symbolic factors come into play. Consumers may question the quality, hygiene,
and performance of garments made from waste materials or associate them with
unattractive aesthetics and lower status (Henninger et al,, 2016). These perceptions



may conflict with the desire for fashionable, high-quality clothing and can inhibit
consumer engagement.

Despite growing interest in food waste-based textiles, academic research re-
mains limited, particularly on the demand side. Most existing studies prioritise the
technological development and environmental assessment of innovative materials,
with far less emphasis on the social, symbolic, and behavioural dimensions of con-
sumer responses (Thorisdottir et al., 2024). Where consumer research does exist, it
tends to treat sustainable fashion as a broad category, often neglecting the specific
material origins of garments, which are likely to influence perceptions in distinct
ways. For instance, recycled plastic fibres may evoke different concerns and expec-
tations than fibres derived from fruit or vegetable waste. Furthermore, the Italian
context offers unique conditions for studying consumer engagement with food
waste fashion, yet it remains underexplored in the literature. Italy is a global leader
in fashion design, luxury branding, and craftsmanship, as well as a major producer
of agricultural outputs such as citrus fruits and grapes — both of which are already
being used in food-to-fashion innovation. This intersection of cultural, economic,
and environmental relevance makes Italian consumers a particularly meaningful
case for understanding the social acceptance and symbolic legitimacy of circular
fashion models. There is also a growing need to examine how digital ecosystems
— including online platforms, influencer marketing, and brand-led sustainability
communication — shape consumer awareness, trust, and acceptance of such in-
novations. Consumers are increasingly exposed to sustainable fashion messaging
through social media, where transparency, storytelling, and aesthetic appeal all play
crucial roles in building credibility and engagement. However, little is known about
how these digital interactions influence the reception of bio-based, waste-derived
materials in particular.

To address these knowledge gaps, this study focuses on three key research ques-
tions:

RQ1I: What are the main drivers and barriers affecting Italian consumers’
engagement with food waste fashion?

RQ2: How do sustainability values and innovation-oriented attitudes shape
perceptions and adoption of garments made from food-based fibres?

RQ3: What role do digital platforms and brand communication play in fostering
awareness and acceptance of food waste-based textiles?

Methodology and Data

To address the study’s objectives, a quantitative approach was adopted through
an online survey targeting ltalian consumers. The primary aim was to investigate
perceptions, values, and barriers associated with garments made from food-de-
rived materials, contributing to a better understanding of consumer engagement
with circular fashion. The questionnaire combined five-point Likert scales, multi-
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ple-choice, and open-ended items and was informed by existing literature on sus-
tainable consumption, green innovation, and circular textiles. A pre-test ensured
clarity and internal consistency. The final version was distributed via Google Forms
between August and September 2024, collecting 421 valid responses.

The survey was structured into four sections. The first explored general fashion
purchasing behaviour, including frequency, channel preferences (online/offline),
and the influence of price, quality, and aesthetics. It also assessed familiarity with
sustainable fashion, considered a key factor in shaping pro-environmental choices
(Niinimaki et al., 2020). The second section examined awareness and perceptions of
sustainable materials, such as hemp and linen, extending to textiles derived from
food waste. Drawing on Henninger et al. (2020), it assessed willingness to buy and
pay for garments made from food waste, and motivations such as environmental
concern or interest in innovation. The third section focused on the role of digital
media and communication. Based on work by McNeill and Venter (2019), it ana-
lysed preferred information sources, responsiveness to sustainability messages, and
the influence of branding and influencers on consumer decisions. The final section
gathered socio-demographic data to allow segmentation analysis.

Table 1: Sample composition

Gender Age Education Occupation Income (€)
High school or Student, 29
Male 39 18-25, 42 %elovv A Employed, 56 <999, 33
Female. 60 25-35,38 College or Self-employed or [ 1.000-1.999, 36
Other 1 36-50, 15 universgit 43 entrepreneur, 7 2.000-2.999, 15
' >50,5 Y, Retired or >3.000,16
Postgraduate, 3
unemployed, 8

Source: Authors’ elaboration

Table 1 outlines the socio-demographic profile of the sample. The gender dis-
tribution shows a female majority (60%), followed by males (39%) and 1% identify-
ing as non-binary or preferring not to answer. The sample is predominantly young,
with 42% aged 18-25 and 38% between 26-35. Respondents aged 36-50 make up
15%, while only 5% are over 50. Educational levels are mixed: 54% completed sec-
ondary education or less, 43% hold a university degree, and 3% have postgraduate
qualifications. Employment status reflects early career stages, with 56% employed,
29% students, and 15% self-employed, unemployed, or retired. Income distribution
is diverse: 33% earn under €999/month, 36% between €1,000-1,999, 15% between
€2,000-2,999, and 16% over €3,000. The majority of respondents are based in the
Apulia region, offering useful territorial insight. Overall, the sample is youthful, mod-
erately educated, and economically varied, thus providing a relevant foundation for
investigating consumer attitudes toward food waste fashion and broader circular
fashion innovations.
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Results

An Exploratory Factor Analysis (EFA) was conducted using IBM SPSS Statistics to
identify the latent dimensions shaping Italian consumers’ attitudes and behaviours
toward food waste fashion (Abdi & Williams, 2010). Correlation analysis confirmed
the relevance of all variables while the dataset's suitability was validated through
the Kaiser-Meyer-Olkin (KMO) test and Bartlett's Test of Sphericity (BTS). In particu-
lar, the KMO value exceeded 0.7 and the BTS was statistically significant (p < 0.05),
indicating strong sampling adequacy. Next, commmunality values showed satisfac-
tory variance explained, with 67.33% of total variance accounted for. Based on these
results, six latent factors were extracted. A summary of these factors is provided in
Table 2.

Table 2: Summary of the latent factors

Latent factor

Description

Value-Driven
Sustainability
Orientation

This factor captures consumers'’ inclination to support food
waste fashion based on ethical, environmental, and personal
value systems.

Sustainable Fashion
Associations

This factor reflects how consumers cognitively associate
sustainable fashion with a set of core principles related to
environmental, ethical, and transparency concerns.

Marketing Influence
and Communication
Levers

This factor captures the impact of marketing communication
on consumer decisions regarding sustainable fashion.

Product Evaluation
Criteria

This factor encompasses the functional and aesthetic
considerations that consumers apply when evaluating
garments made from food waste-derived fibres.

Material
Sophistication
Orientation

This factor reflects consumers’ sensitivity to the nature and
quality of fabrics when making purchasing decisions.

Purchase Intention
and Willingness to
Pay

This factor captures the consumer’s overall propensity to adopt
food waste fashion, encompassing both behavioural intention
and economic commitment.

Source: Authors’ elaboration.
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Discussion and Conclusion

This study provides a comprehensive understanding of the factors shaping con-
sumer engagement with food waste fashion, revealing a complex interplay between
sustainability values, product-related expectations, and communication dynamics.
The first factors indicates that consumers assess garments made from food-derived
fibres primarily through an ethical and environmental lens. Therefore, transparency,
innovation, traceability, and alignment with personal beliefs emerge as critical evalua-
tive criteria, confirming that consumption is increasingly guided by non-material mo-
tivations. This dimension is further reinforced by a cognitive mapping of sustainability
principles — such as fair labour, responsible consumption, and the use of eco-materi-
als — which consumers readily project onto this emerging niche. These findings sug-
gest that food waste fashion is not perceived as an isolated innovation, but rather as
an extension of broader sustainable fashion values. In relation to RQ], this highlights
that core drivers are both ideological —i.e,, rooted in personal and social ethics — and
cognitive, grounded in established perceptions of what sustainable fashion entails.
However, these are not the only variables of the equation.

Consumers also respond to external stimuli, as revealed by the Marketing Influence
and Communication Levers factor. Social media, influencer endorsement, brand
storytelling, and sustainability messaging play a central role in shaping awareness,
desirability, and trust — especially among Gen Z consumers who operate in highly
digitalised environments. This finding directly addresses RQ3, suggesting that digital
platforms are not just distribution or promotion tools but cultural interfaces where
meanings around innovation and responsibility are constructed. Still, pragmatic con-
cerns remain central to consumer decision-making. The Product Evaluation Criteria
factor demonstrates that attributes such as price, aesthetics, comfort, and perceived
durability significantly influence acceptance. Even the most sustainability-conscious
consumers are unlikely to purchase garments that do not meet conventional expec-
tations of quality or usability. These results expand on RQ2, showing that sustainability
values shape perception and intention, but must be reinforced by tangible, credible
product performance to translate into adoption. Ethical commitment, in this sense,
is a filter rather than a guarantee: it sets expectations, but the decision is contingent
upon the product satisfying practical standards.

The study also reveals a Material Sophistication Orientation, highlighting that
consumers associate refined, innovative, and unusual textiles with uniqueness, de-
sign relevance, and personal identity. This suggests strategic potential for food waste
fashion to be positioned not only as ethical but also as aspirational, aligning with Gen
Z's desire for self-expression through distinctive products. Finally, the presence of a
Purchase Intention and Willingness to Pay dimension reflects the transition from
attitude to action, thus confirming that consumers are willing to support food waste
fashion when sustainability values, high-quality design, and compelling communica-



tion converge.

Together, these six dimensions offer a rich and multidimensional response to the
research questions. They show that consumer acceptance of food waste fashion is
driven by a synergy of ethical alignment, product integrity, and digital influence -
each component reinforcing the others. However, barriers such as lack of familiarity
with materials, concerns about performance, and price sensitivity may still hinder
broader adoption.

These insights carry relevant managerial implications. First, fashion brands and
start-ups must develop value-driven communication strategies that transparently
convey the environmental and ethical benefits of food waste-based garments. Cer-
tifications, traceability tools, and clear messaging can build trust and differentiate
such products in a crowded market. Second, product development should focus on
ensuring high standards of design, comfort, and material performance to address
the persistent influence of traditional evaluation criteria. Third, digital marketing
should leverage influencers, visual storytelling, and interactive formats to normalise
and aspirationally frame food waste fashion, particularly for younger, digitally native
audiences. Collaborations with designers or artists, limited editions, and pop-up ex-
periences may further reinforce perceived originality and desirability.

Despite the strong insights, this study is not without limitations. The sample, pri-
marily from the Apulian region, may not fully represent the diversity of Italian con-
sumers. Additionally, the reliance on self-reported measures could introduce social
desirability bias. Nonetheless, the findings offer a valuable starting point for further
investigations into circular fashion behaviours. In conclusion, food waste fashion has
the potential to gain traction if it is communicated as both ethically meaningful
and functionally reliable, with digital platforms serving as key amplifiers. Brands
that successfully align these dimensions will be best positioned to engage Gen Z
consumers and drive forward sustainable fashion innovation.
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OL OTHNALA 1O OLERE:
EKCTTJTTOATOPHA

DAKTOPCKA AHATTN3A
[TPVIXBATAFDA TEKCTUTTA

HA BA3N TTPEXPAMBEHOI
OTHNALA OL CTPARHE
NTAJTNIAHCKNX TTIOTPOLLAYA

AncTpaKT: Mofa 3acHOBaHa Ha npexpaMbeHoM oTnagy npuMerbyje npuHumMne
UMPKy/TapHe eKoOHOMMje Kako 61 HycrpousBode npexpamMbeHe nmHOycTpuje — no-
MyT KOpa LUMTPYyCca 1 KoxXuMLe rpoxxna — TpaHchopmMmcana y MHOBaTUBHA TEKCTUHA
BNakHa. Kao oapykrBa antepHaTMBa 6p30j Moau, OBaj MPWCTYN agpecrpa Heratu-
BaH yTuLaj] MOOHE UHOYCTPUjE Ha XMBOTHY CpeauHy U MoacTuye eTUdKy MoTpo-
WwhHby. Mlako MHTepecoBarbe MHOYCTPMjE U MefdMja pacTe, akageMCKa UCTPaXKMBaHba
CYy W garbe orpaHuMYyeHa, Hapo4YmMTO KaJa je ped o peakumjama notpoluada. BehuHa
noctojehux cTyaomja Gokycupa ce Ha TEXHOMOLLUKE UMM eKOMOLLKE acrekTe, 3aHe-
Mapyjyhn eMouMoHanHe 1 cnuMbonmyke OMMeH3uje noHalwara notpoluada. OBa
CTyOMuja UCTpaXKyje mepuenuunje ntanmnjaHCcKmnx noTpolladva o ogehu nspaheHoj og
npexpambeHor oTnaaa, ¢ LbeM oa NnonyHu Taj UCTpaXkKmnBadkm jas. MNogaum cy npum-
KyM/beHW MyTeM OHMAjH aHKEeTe, a 3a aHanM3y je kopumwheHa ekcnnoaTtopHa dak-
Topcka aHanmsa (EFA) pagn noeHTMdMKaLumje OCHOBHUX OAUMMEH3M]ja Koje 0BnunKyjy
cTaBoBe. Pe3ynTaTi nokasyjy Aa Cy OTBOPEHOCT Ka MoAdM of npexpaMbeHor otTrnaga
HajBMLLIE YCNOBIbEHM BPEAHOCTVMMA OAPKMBOCTM, MEPLUMMNUPAHOM MHOBATUBHOLLNY
n 6puromM y Besmn ca Mmatepujanmma. OBM Hanasm goNpurHOCE NUTepaTypu O LIMPKY-
NapHOj MOAM N HyOde KOHKPETHE CMEPHMLE MeHaLlepMMa KOjU efe ga yHanpege
aHra)koBarbe MnoTpoLlada ka 6MOMOLWKM 3aCHOBAaHMM MHOBaLMjaMa.

KmbyuHe peun: MOLA Y MCXPAHW, OOPXNBA MOLA, UMPKYJTAPHA
EKOHOMWIA, OOPXUMBA MNMOTPOLUMA, MOHALLUARSE MOTPOLLAYA
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SAME GENERATION,

DIFFERENT HABITS?

UNPACKING SECOND-HAND
FASHION CONSUMPTION AMONG
ITALIAN EARLY AND LATE GEN Z

Abstract: The environmental and social criticisms about fast-fashion have boost-
ed interest in second-hand clothing, especially among Generation Z. This cohort val-
ues sustainability, digital engagement, and ethical consumption, increasingly align-
ing their purchasing decisions with environmental and circular economy concerns.
While existing studies recognise Gen Z's role in driving sustainable consumption,
there is limited empirical evidence from the Italian context and little exploration of
intra-generational differences. This study addresses these gaps by analysing how
sustainability values influence second-hand fashion among Italian Gen Z consum-
ers, using data from 428 survey respondents and Exploratory Factor Analysis meth-
odology. Findings reveal that sustainability, uniqueness, and identity expression are
key motivations, with digital platforms playing a central role. Early Gen Z is more
focused on sustainability and product quality, while late Gen Z prioritises personal
style and diverse purchasing channels. These insights offer strategic implications
for fashion brands and policymakers promoting circular consumption.

Key words: GENERATION Z, FAST FASHION, SECON-HAND FASHION, SUSTAINA-
BLE CONSUPTION, CONSUMER BEHAVIOR



Introduction

In recent years, sustainability has become a defining priority in both policy
agendas and corporate strategies, reflecting mounting concerns over climate
change, environmental degradation, and social inequalities (Becchetti et al,
2022). This shift is particularly marked in the fashion industry, where the negative
externalities associated with fast fashion - including overproduction, waste
generation, and exploitative labour practices — have come under increasing scrutiny
(Mokyr, 1990; Bocken et al., 2014). As a response, second-hand fashion has emerged
as a viable and attractive alternative for consumers seeking to align their values
with their purchasing behaviour. Once stigmatised or associated with economic
necessity, second-hand clothing now dominates a central place in discourses on
ethical consumption and circular economy models (Djafarova and Foots, 2022).

Within this context, Generation Z — broadly defined as individuals born between
1996 and 2012 - stands out as a particularly influential demographic. Unlike
previous generations, Gen Z has grown up in a digital environment saturated with
sustainability discourse, social media activism, and economic precarity (Seemiller
and Grace, 2018). These conditions have fostered a generation that is both digitally
fluent and ethically conscious, placing considerable emphasis on transparency,
inclusivity, environmental protection, and social justice in their consumption choices
(Dorsey and Villa, 2020; Fromm and Read, 2018). Second-hand fashion, in particular,
resonates with this cohort due to its perceived authenticity, uniqueness, and
alignment with ecological values (Busalim et al., 2022; Xiao et al,, 2023). Moreover,
according to Epifani (2020) and Tovar et al. (2023), the widespread use of digital
re-commerce platforms and social media has significantly lowered the barriers to
entry, making second-hand shopping more accessible, normalised, and socially
rewarding.

Although existing literature recognises the role of Gen Zin promoting sustainable
consumption, current research presents notable limitations. First, most studies
are situated within Anglo-American or global frameworks, often neglecting the
cultural and symbolic importance of fashion in national contexts such as Italy. Given
Italy's strong heritage in fashion production and consumption, understanding how
Italian Gen Z engages with second-hand fashion offers a unique and underexplored
perspective. Second, while scholars have identified key values driving Gen Z's
sustainable behaviour, they rarely examine the generational heterogeneity within
this group — particularly the behavioural differences between early and late Gen Z
cohorts (Balon, 2024). Additionally, few studies address how digital ecosystems, such
as peer-to-peer re-commerce platforms and influencer-driven content, mediate
sustainable practices among youth consumers (Dabija et al., 2019; McDonald and
Oates, 2006). Against this backdrop, the present study aims to investigate how
sustainability values influence second-hand fashion consumption among Italian
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Generation Z consumers. In particular, it explores the motivational, behavioural,
and cultural dimensions that shape this phenomenon, paying close attention to
the role of digital platforms and the intra-generational differences within Gen Z. By
addressing these issues, the research contributes to a more nuanced understanding
of youth-led sustainable consumption and provides practical insights for fashion
brands, digital retailers, and policymakers seeking to promote responsible and
circular consumption behaviours in culturally specific markets.

Theoretical Background

Sustainable consumption, broadly defined as the use of goods and services that
meet basic needs while minimising environmental and social impacts (UNEP, 2011),
has gained increasing attention in academic, institutional, and consumer discourse.
Within this framework, fashion stands out as a sector of critical concern due to its
resource-intensive production processes, complex global supply chains, and high
ecological footprint. As critiques of fast fashion’s unsustainable practices continue to
intensify, second-hand fashion has emerged as a meaningful response, increasingly
associated with ethical responsibility, circular economy principles, and consumer
resistance to overconsumption (Bocken et al,, 2014; Frank, 1997). This shift reflects
not only environmental motivations but also a broader transformation in consumer
values and priorities. To understand what drives this change, various theoretical
models have been employed. The Theory of Planned Behaviour (Ajzen, 1991) is
particularly useful for interpreting sustainability-oriented decisions among younger
consumers. It emphasises how attitudes, social norms, and perceived behavioural
control jointly shape behavioural intentions. In the context of second-hand fashion,
Gen Z's concern for the environment and appreciation for originality often align
with social influences and a growing confidence in navigating online second-hand
markets. In line with this framework, the study poses its first research question:

RQI: What are the key factors driving second-hand fashion consumption among Italian
Gen Z consumers?

Alongside behavioural intention, sustainability values are central to shaping
Gen Z's fashion-related choices. The Stimulus-Organism-Response (S-O-R) model
(Mehrabian and Russell, 1974) provides further insight into how external stimuli
— such as digital content, platform design, or peer recommendations - influence
internal attitudes, values, and emotions, which then drive consumer behaviour. This
model highlights the relevance of both cognitive and affective processes in shaping
ethical fashion practices. As Gen Z is often exposed to sustainability narratives
through digital and social channels, these values become embedded in their
consumption habits. This leads us to define the second research question:



RQ2: How do sustainability values shape Gen Z's perception and adoption of second-
hand fashion?

Another key component is identity formation. As noted by Belk (1988), material
possessions are deeply connected to how individuals construct and express
the self. For Gen Z, second-hand fashion serves not only utilitarian purposes but
also symbolic ones, enabling expressions of individuality, ethical alignment, and
belonging to value-based commmunities. This is reinforced by literature on identity-
driven consumption, which suggests that personal and social identities are shaped
through what and how individuals consume (Ahuvia, 2005; Koay et al., 2022). The
uniqueness, authenticity, and narrative richness of second-hand items make them
particularly appealing to a generation that prioritises transparency, creativity,
and meaning in their purchases. Crucially, these identity dynamics unfold within
a digital environment that has redefined the second-hand fashion landscape.
Platforms such as Vinted, Depop, and Vestiaire Collective have democratised access
to second-hand clothing by simplifying transactions, improving trust mechanismes,
and supporting user-driven content. At the same time, social media and influencer
marketing play a critical role in shaping perceptions and normalising sustainable
practices. Influencers aligned with environmental and aesthetic values help present
second-hand fashion as aspirational rather than alternative, reinforcing Gen Z's
desire for self-expression through ethical consumption (Djafarova and Foots, 2022;
Epifani, 2020; Tovar et al,, 2023). These developments prompt the third and final
research question:

RQ3: What role do digital platforms and social media play in facilitating and reinforcing
sustainable fashion choices among Gen Z?

Methodology and Data

To address the study’s objectives, a quantitative approach was employed through
an online survey targeting ltalian Gen Z respondents to examine how sustainability
values influence second-hand fashion consumption, focusing on motivations,
behaviours, and perceived barriers among ethically aware and digitally engaged
customers. After a pre-test to ensure clarity and coherence across items, the survey
was distributed via Google Forms between October and December 2024, resulting
in 428 valid responses. Both Likert scales (1-7) and open/multiple-choice formats
were used to capture a wide spectrum of responses.

The questionnaire explored several key dimensions: First, participants’
knowledge of and personal importance attributed to sustainability across
environmental, social, and economic dimensions. Subsequently, it investigated
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second-hand purchasing habits, preferred shopping channels (e.g., digital and
physical), as well as underlying motivations. Particular emphasis was placed on
how values such as environmental concern, ethical responsibility, and identity
expression shape consumer attitudes toward second-hand clothing. Additionally,
the role of digital platforms, peer influence, and social media in shaping fashion
choices were examined, reflecting Gen Z's hybrid consumption environment.
It also explored perceived barriers (e.g., hygiene concerns, time investment, or
distrust in quality) and incentives (e.g., item uniqueness, affordability, or alignment
with community values) associated with second-hand shopping. Finally, socio-
demographic data were collected to enable segmentation and better understand
the internal diversity of the sample.

Table 1: Sample composition

Gender Age Education Occupation Income (€)
High school or Student, 51
Male, 46.5 below, 30 Employed, 25 None, 49
18-22, 53 <999, 22
Female, 53 College or Self-employed or
23-28, 47 . . 1.000-1.999, 28
Other, 0.5 university, 67 entrepreneur, 9 >2.000.1
Postgraduate, 3 Unemployed, 15 - !

Source: Authors’ elaboration.

Table 1 outlines the sample’s socio-demographic profile. The gender distribution
resulted balanced, with 53.3% female and 46.5% male respondents. As for the two
side of the “generational coin”, Early Gen Z (53%) slightly outnumbered late Gen Z
(47%). Education levels were high: 67.3% held a bachelor’s or master's degree. Most
participants were students (50.9%), followed by employees (25.2%) and job seekers
(15%). Income levels were generally low, with 48.6% reporting no income and 50%
earning below €2,000 monthly, thus reflecting the young age and early career stage
of the sample. Overall, our composition provides a solid foundation for exploring
second-hand fashion behaviour among Italian Gen Z, allowing us for comparisons
across subgroups based on age, education, and income.

Results

An Exploratory Factor Analysis (EFA) was conducted using IBM SPSS Statistics to
identify the underlying dimensions of consumer behaviour related to second-hand
fashionamong Italian Gen Z (Abdiand Williams, 2010). To deeply explore generational
differences, the sample was divided into the two subgroups - e.g., Early and Late
Gen Z - as differences in their developmental and socio-cultural backgrounds may
influence their perceptions of sustainability and second-hand consumption.
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At first, correlation analysis confirmed that all the selected variables were
relevant, showing positive associations across both subgroups. To assess the data
suitability, the Kaiser-Meyer-Olkin (KMQO) test and Bartlett's Test of Sphericity (BTS)
were applied. Both subgroups met the required thresholds (KMO > 0.7; BTS p < 0.05),
thus confirming the robustness of the datasets. Communality tests’ values indicated
strong explanatory power, with 75.1% of total variance explained in the Early Gen Z
subgroup and 82.7% in the Late Gen Z subgroup. Based on these results, six factors
were extracted for Early Gen Z and four for Late Gen Z, offering a clear structure of
the motivational and behavioural dimensions behind second-hand fashion choices.
A detailed overview for each subgroup is provided in Table 2 and Table 3.

Table 2: Summary of the Early Gen Z latent factors

EARLY GEN Z

Latent factor Description
Represents the main drivers behind Early Gen Z's interest in
] Motivations for Second-hand second-hand fashion. It highlights the search for an aesthetic
Purchase linked to sustainability and originality, with attention to the

practical benefits of second-hand purchasing.

Reflects Early Gen Z's concern for the quality, origin, and brand
reputation of purchased items. It includes variables related to
trust in product characteristics and economic savings.

Quality and Origin of Second-
hand Items

Emphasises the role of trust in the purchasing process.
Decisions are influenced by seller reputation, user reviews,

3 Purchase Decision and Trust and perceived product quality based on available images and

information.
Refers to second-hand purchasing methods beyond
4 Alternative Purchasing mainstream platforms like Vinted. It captures the importance
Channels of availability, convenience, and affordability in the shopping

experience.

Explores the relationship between the sense of belonging to a
community, individualistic motivations, and the sample’s socio-
demographic features. It includes variables related to age and
gender.

5 Community and Sharing

Represents the economic capacity and mindful purchasing
6 Income behaviour of Early Gen Z, with a focus on managing limited
financial resources.

Source: Authors’ elaboration.
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Table 3: Summary of the Late Gen Z latent factors

LATE GEN Z

Latent factor Description
Represents the main purchasing motivations of Late Gen Z.
1 Motivations for Second-hand It highlights personal identity construction, perceived quality,
Purchase and a strong connection to sustainability and authenticity

through second-hand fashion.

Refers to more traditional shopping formats, such as flea
markets and physical stores. It reflects Late Gen Z's renewed
interest in tangible, in-person second-hand shopping
experiences.

2 Purchasing Methods

Sustainability and Alternative Emphasises the role of digital and alternative platformsin

3 second-hand purchases, linked to values such as sustainability,
Channels . . B -
convenience, and uniqueness in product selection.
Dominated by the socio-demographic variable of gender.
4 Gender The predominance of male respondents suggests potential

gender-based differences in second-hand fashion interest and
purchasing behaviour.

Source: Authors’ elaboration.

Discussion and Conclusion

This study highlights the complexity and internal diversity of Generation
Z in their approach to second-hand fashion consumption. Segmenting the
sample into Early and Late Gen Z revealed distinct behavioural and motivational
patterns, underscoring the importance of intra-generational analysis. Early Gen Z
demonstrated a structured set of motivations, combining sustainability awareness,
attention to product quality, and a strong reliance on trust and social validation.
Their behaviours suggest a collective orientation, where transparency, ethical
sourcing, and community values play a significant role. Financial constraints also
emerged as a relevant factor, reinforcing the link between conscious consumption
and budget sensitivity. In contrast, Late Gen Z exhibited a more individualistic
and expressive profile. [dentity construction and authenticity were central to their
motivations, with less emphasis on collective ethics and more focus on uniqueness
and self-representation. Interestingly, this subgroup showed a renewed interest
in physical second-hand shopping experiences — such as thrift stores and flea
markets — indicating a desire for tangible, curated alternatives to digital platforms.
Sustainabilityremained important, but was interpreted through a more personalised
lens, integrated with aesthetic and experiential considerations.

These findings directly address the study’s research questions. Regarding RQ],
the key drivers of second-hand fashion differ significantly between the two cohorts,



ranging from ethical concerns and trust to identity and aesthetics. In relation to RQ2,
sustainability values are influential but framed differently: Early Gen Z links them
to collective responsibility, while Late Gen Z internalises them as part of individual
expression. Concerning RQ3, digital platforms and social media are essential
enablers, but Late Gen Z shows signs of platform fatigue, favouring hybrid or offline
alternatives. For brands and re-commerce platforms, these insights call for tailored
engagement strategies. Early Gen Z may respond better to campaigns focused
on ethics, transparency, and social proof, while Late Gen Z values authenticity,
creativity, and hybrid experiences. Enhancing digital usability, offering personalised
content, and embedding sustainability into brand storytelling are effective across
both segments.

In conclusion, this study enriches the understanding of Gen Z's role in sustainable
consumption, showing that second-hand fashion is not only an ethical choice but
also a mode of identity expression shaped by digital and cultural contexts.
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NCTA TEHEPALLMIA,
PASJTNHYUNTE HABUKE?
AHAJTVISA KYTTOBWHE
[1OJIOBHE MOLE MEBY
PAHOM 1 KACHOM
EHEPALMIOM 3E/L]

Y NTAJTNIV

CaeTak: Ekonolike 1 OpyLUTBEHE KPUTUKE yCMepeHe Ha B6p3y Mody noacTa-
K/e cy MHTepecoBarse 3a MofoBHY oaehy, nocebHo Mehy NpunagHMLUMMa [eHepa-
umnje 3en. OBa reHepalmMja BpegHyje o4pXMBOCT, AUTMTaIHy MOBE3aHOCT U eTUYKY
NOTPOLUHY, CBe BuMLUe ycknahyjyhu cBoje KymoBHE O4flyKe ca NMTarbMMa 3aliTuTe
YXMBOTHE cpefuHe 1 LMpKynapHe ekoHoMuje. Mako nocTtojeha ncrpakmparsa npe-
no3Hajy ynory leHepaumnje 3eq y NOACTULAHY OOPXMBE MOTPOLLHE, EMMVPU|CKU
[OKa3Wn M3 UTaNMjaHCKOT KOHTEKCTa Cy OrpaHMYeHmM, Kao 1 MCTPaXKMBarba yHyTapre-
HepaumMjckmnx pasnumka. OBa cTyamja ce 6aBu TUM NpasHMHaAMa aHanmsnpajynum Kako
BPEOHOCTU OOPXKMBOCTU YTUYY Ha KYMOBWHY MofoBHe Mode Mehy uTanumjaHCKMM
noTpoLladmnMa n3 leHepaumje 3en, Kopmuctehm nogaTke of 428 NCMUTAaHUKA U METO-
[onorujy ekcnnoaTopHe GakToOpCKe aHanu3e. Pe3yntaty MoKasyjy Aa Cy O4PXMBOCT,
JeOAMHCTBEHOCT M M3parkaBakbe MOEHTUTETA MaBHW MOTUBK, MPW YeMy OUrnTanHe
nnatdopme nrpajy Kby4dHy ynory. PaHa leHepaumja 3eq BuLle ce pokycKpa Ha oap-
YXMBOCT M KBaNUTET NPOM3BOAA, OOK KacHa leHepauumja 3e gaje npropuTeT NTMYHOM
CTUNY W Pa3HOBPCHUM KaHanmMma KyrnosumHe. OBM yBUAOM HyOe CTpaTellke MMMAn-
Kaumje 3a MofgHe BpeHOoBe M OJOHOCKOLE OANTYKA KOjU MPOMOBULLY LMPKYIAPHY
MOTPOLUHbY.

KmbyuHe peumn: TEHEPALIA 3E, BP3A MOOA, NMOJTIOBHA MOJA, OOPXWNBA
NMOTPOLUMHA, MOHALWARE MOTPOLLAYA
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CHILD LABOUR IN CORPORATE
SUSTAINABILITY REPORTS:

A CONTENT ANALYSIS

OF DISCLOSURES AND
CORRECTIVE ACTIONS

Abstract: This article investigates child labour as a fundamental human rights
issue in the workplace and examines how multinational companies worldwide ad-
dress the associated risks in their sustainability reports. Utilising a qualitative con-
tent analysis of 32 sustainability reports published by multinational corporations
operating in high-risk sectors for child labour, the study evaluates the spectrum
of corrective actions implemented to prevent and mitigate child labour. The find-
ings reveal varied corporate strategies, with a preference for preventive meas-
ures, whereas detective and reactive measures are less commonly employed. This
study contributes to the existing literature on corporate human rights practices by
demonstrating how companies convert normative expectations into management
responses and highlighting areas where reporting remains ambiguous or symbolic.
The implications for policymakers, managers, stakeholders, and directions for fu-
ture research are also discussed.

Key words: CHILD LABOUR, CORRECTIVE ACTIONS, MULTINATIONAL COMPA-
NIES, SUSTAINABILITY REPORTS, CONTENT ANALYSIS



Introduction

Child labour remains one of the most persistent and critical human rights viola-
tions in today’s global economy. Despite extensive international condemnation and
the establishment of clear legal standards by the International Labour Organisation
(ILO), including ILO Convention No. 138 on minimum age and ILO Convention No.
182 on the worst forms of child labour, millions of children continue to be exploited
worldwide. This is particularly prevalent in sectors characterised by complex sup-
ply chains and weak regulatory oversight (Anker, 2000). Multinational enterprises,
which frequently operate in or source from countries with high incidences of child
labour, are increasingly scrutinised for their roles in either perpetuating or mitigat-
ing such abuses. The use of child labour not only violates basic human rights, but
also has profound implications for economic development, education and long-
term societal well-being. From a corporate perspective, the presence of child labour
in supply chains can damage a company'’s reputation, lead to consumer backlash
and result in legal consequences (Cho et al,, 2019; Zutshi et al,, 2009). In response,
increasing attention is being paid to the role of corporate responsibility and due dil-
igence mechanisms in mitigating such risks, particularly considering evolving legal
frameworks such as the Corporate Sustainability Reporting Directive (CSRD) and
the Corporate Sustainability Due Diligence Directive (CSDDD) in the European Un-
ion (EU) (Bueno et al.2024).

While the economic literature has extensively examined the structural causes of

child labour, such as poverty, informality and labour market dynamics, most con-
tributions take a macroeconomic perspective (Thévenon and Edmonds, 2019). Far
less attention has been paid to how individual companies, particularly multination-
al corporations, address the issue of child labour through their management prac-
tices, governance structures and sustainability reporting. This represents a notable
gap in the academic discourse at the intersection of human rights, business ethics
and accounting (Islam and McPhail, 2011; Aktar 2013).
To address this gap, this study aims to analyse the sustainability reports of 32 global
multinational companies operating in sectors considered high-risk for child labour,
such as agriculture, textiles, mining and electronics. By focusing on the disclosed
corrective actions, policies and monitoring mechanisms of these companies, the
study provides insights into how companies address the risk of child labour in their
sustainability reports. The article contributes to a more nuanced understanding
of corporate accountability and managerial responses to human rights issues in a
global context.

The paper is organised as follows. Section 2 lists the key contributions of the pre-
vious literature. Section 3 outlines the methodology used. Section 4 describes the
principal findings and provides a discussion. Section 5 presents the conclusions.
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Literature review

This section provides an overview of the most important academic contributions
to the topic of child labour in the economic and business literature. A considerable
body of research has examined the determinants of child labour at the macro level.
Basu (2003) considers poverty as the main cause, despite some critical perspectives
that emphasise the complexity of intergenerational transmission of poverty and hu-
man capital formation. Similarly, Fors (2012) views child labour as a consequence
of subsistence poverty, market failure and parental preferences and highlights the
need for comprehensive government intervention. Mookerjee and Orlandi (2004)
find a negative relationship between the presence of multinational companies and
child labour rates in developing countries, both directly and indirectly, suggesting
that these companies can reduce the demand for child labour in their operations
and among their suppliers. Banerjee and Nag (2013) examine the impact of agri-
cultural trade liberalisation and show that while it reduces the incidence of child
labour, it may come at the expense of overall social and family well-being. In terms
of outcomes, child labour has been shown to have a consistently negative impact
on educational attainment and future employment prospects as wage earners, al-
though it can contribute to short-term work experiences and national economic
performance. Findings on health outcomes are mixed (Beegle et al.,2009), but there
is broad agreement that high child labour rates hinder human capital development
and reduce long-term productivity gains (Fors, 2012). Despite these known harmes,
the persistence of child labour is widely regarded as a negative side effect of globali-
sation. Most scholars agree that coordinated action by governments, non-govern-
mental organisations (NGOs) and companies is essential for the elimination of child
labour (OECD, 2019).

In the management and accounting field of research, the following contribu-
tions can be cited. Following Belal and Cooper (201), child labour is identified as one
of the three key environmental justice concerns that companies should include in
their Corporate Social Responsibility (CSR) reporting. However, their empirical study
in Bangladesh shows that companies often do not disclose information on this is-
sue, primarily due to resource scarcity, a dominant focus on profit maximisation,
weak law enforcement, lack of technical knowledge and concerns about potential
reputational damage. Subsequent studies by Hossain et al. (2015), also focusing on
Bangladesh, show a more differentiated picture. They show that management is
paying increasing attention to both social and environmental reporting and that
child labour is one of the concerns that is receiving more attention.

A more structural approach is taken by Kolk and van Tulder (2002, 2004), who
analyse the “codes of conduct” of companies concerning child labour. In their con-
tent analysis, they distinguish between the specificity of the child labour provisions
and the mechanisms for ensuring compliance. While some companies set a min-



imum working age, many rely on country-specific standards rather than interna-
tional benchmarks. In terms of compliance mechanisms, the authors find that
multinational companies tend to favour internal monitoring over cooperation with
non-governmental organisations, and they note that sanctions for violations are
rarely mentioned.

Rudkin et al. (2018) examine how companies deal with negative information
about child labour and other social or environmental factors. They identify legitima-
tion strategies such as fuzziness in disclosure, vagueness, marginalisation and the
use of authoritative voices. Despite these findings, child labour remains significant-
ly less researched than other sustainability issues, particularly environmental issues.
This statement is supported by Tamimi and Sebastianelli (2017) and Kolk and van
Tulder (2002), who assert that a significant proportion of companies fail to formu-
late specific strategies to combat child labour and that only a minority of compa-
nies' codes of conduct contain clear remedies for child labour violations. Despite the
low level of attention toward this topic, reducing child labour not only ensures com-
pliance with International Labour Organisation (ILO) standards, but also contributes
to improving health, safety and general working conditions in supply chains (Bag
et al,, 2023).

More recently, Bodendorf et al. (2023) have proposed a framework to identify the
key drivers and corporate countermeasures to address the risks of modern slavery,
including child labour, within supply chains. Economic, political-legal, social and en-
vironmental conditions are identified as key drivers, while technological factors ap-
pear to have little influence. Companies tend to prioritise preventive and detective
measures, while reactive strategies remain rare. In terms of reporting, the G4 guide-
lines of the Global Reporting Initiative (GRI) aim to promote transparent disclosure
of human rights in companies. However, research by Demir et al. (2022) shows that
the level of standardisation is low and communication in sustainability reports is
difficult, especially when it comes to stakeholders such as consumers, investors
and regulators. Furthermore, Perez Chamorro et al. (2016) highlight that the human
rights section of the GRI framework, in which child labour is included, contains the
fewest indicators, demonstrating the limited attention the topic receives even in
voluntary reporting frameworks.

In summary, the academic literature on child labour in business remains relative-
ly scarce and corporate sustainability reports often pay little attention to this topic.
This is true even when international frameworks such as the GRI and the ILO con-
ventions explicitly recognise the importance of child labour in the context of human
rights and responsible business conduct.
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Methodology

The present research deals with the analysis of child labour in annual sustaina-
bility reports published by multinational companies. The final sample comprises
32 companies divided by industries with a high level of child labour risk, selected
according to their market capitalisation. The analysis con-
cerns the evaluation of the corrective actions adopted by companies to face child
labour issues and risks by adopting a qualitative content analysis. The framework
presented by Bodendorf et al. (2023) is adopted, and the following corrective actions
are evaluated:

Ex-ante interventions:

1. Preventive measures adopted by companies to avoid or reduce the risk of child
labour incidents in business activity.

2. Detective measures adopted by companies to analyse and identify child labour
risk in business activity.

Ex-post intervention:

1. Reactive measures adopted by companies after the advent of an event regard-
ing child labour in business activity.

The first step of the analysis is executed by creating a dictionary of words that are
related to child labour. While the second step is performed with the assistance of
a related dictionary divided into three main parts. Each of these parts represents a
type of corrective action that multinational companies can adopt to address child
labour issues and risks. Codified paragraphs according to the child labour “general”
dictionary are then analysed using the second dictionary, and the interrelation ma-
trix has been evaluated.

Results and discussion
- Descriptive Statistics -

Before establishing the content analysis methodology, an explanatory analysis
is conducted on the selected sample. This analysis utilises three primary meas-
ures: country, sector distribution, and evaluation of the principal characteristics of
the companies. The results are shown in Table 1. From a geographic viewpoint, the
US has the highest representation with 14 MNEs, followed by Japan (5), the UK (3),
France, and Taiwan (2). On the other hand, China, Italy, Norway, Spain, Sweden, and
Switzerland only have one company in the basket. From an industry point of view,
the “food and tobacco” industry is the most represented at 28.13%, followed by sem-
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iconductors and semiconductor equipment and special retailers at 12.50%, and oil
and gas at 9.38%. Personal and household goods and services, as well as textiles
and clothing, are tied at 6.25%, whereas all other sectors are equally represented
at 3.13% of the total sample. Furthermore, market capitalisation is used to evaluate
industry coverage and identify the most dominant industries in this context. The
semiconductor and semiconductor equipment industry has the highest capitalisa-
tion (28.99%), followed by chemicals (17.95%), diversified industrial goods wholesal-
ers (16.37%), and consumer goods conglomerates (16.33%). The sectors with the least
capitalisation in the sample are Food and tobacco (1.37%), Media and publishing
(0.29%), Specialised Retail Trade (0.63%), Textiles and clothing (0.65%), and Diversi-
fied Retail Trade (0.10%).

Table 1: Country, industry and market cap. Distribution

Rel. Rel. o
Country Frequency Industry Frequency % market cap
China 313% Chemicals 313% 17.95%
France 6.25% Computers. Phones & Household 213% 509%
Electronics
Italy 313% Consumer Goods Conglomerates 313% 16.33%
Japan 15.63% Diversified Industrial Goods 213% 16.37%
Wholesale
Norway 313% Diversified Retail 313% 0.10%
Spain 313% Electronic Equipment & Parts 313% 10.49%
Sweden 313% Food & Drug Retailing 313% 0.82%
Switzerland 313% Food & Tobacco 28.13% 1.37%
Taiwan 6.25% Media & Publishing 313% 0.29%
U. K 9.38% Oil & Gas 9.38% 0.59%
Us 4375% Personal & Housghold Products 6.25% 0.33%
& Services
$em|conductor§ & 12.50% 58.99%
Semiconductor Equipment
Specialty Retailers 12.50% 0.63%
Textiles & Apparel 6.25% 0.65%
Total 100.00% Total 100.00% 100.00%

Evaluation of the strategies adopted by companies.
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The following section reviews the strategies employed by companies to address
child labour issues. These findings are based on the analysis of coded segments
resulting from the intersection between the child labour dictionary and the cor-
rective actions dictionary. This approach allows for the determination of the total
count of each type of strategy used by each company. A total of 614 segments were
analysed using the intersection matrix and sorted by the implemented corrective
actions. Results are shown in Table 2. The findings demonstrate the widespread
adoption of the preventive approach in organisational security measures. The pre-
ventive approach is the most commonly used and reported by organisations, with
a total score of 258, followed by the detective approach (183) and the reactive ap-
proach (173). From a geographical standpoint, the top scores are held by the United
States, the United Kingdom, and Spain. Moreover, the industry classification reveals
that companies operating in the Food and Tobacco and Speciality Retailers sectors
exhibit a higher level of strategy disclosure.

These findings are consistent with what Bodendorf et al. (2023) previously found
about the risk of modern slavery in the supply chain. That is, despite the low level
of concern about child labour, most of the initiatives taken by the companies in the
sample focus on prevention, using research, analysis, policy adoption and aware-
ness raising. Less attention is paid to detection measures, which in turn relate to
increasing transparency in disclosure, monitoring the use of innovation and being
able to predict risks and incidents. The least adopted measures relate to control and
punishment, which were identified as key activities in reactive corrective actions. It
can therefore be seen that companies prefer to adopt ex-ante solutions, represent-
ed by prevention and detection, rather than taking action to eliminate or resolve the
problem of child labour. Flynn and Walker (2021) support this thesis by categorising
the actions taken by companies into structural, policy and practical responses. The
most used strategies are compliance with international human rights treaties or
updating existing policies, the introduction of more sophisticated modern slavery
metrics, risk management and risk assessment, enforcement of laws and, finally,
training for employees and suppliers, all measures taken to address institutional
pressures and prevent incidents. These findings are also supported by Parsa et al.
(2018), who found that while companies report on child labour as a forced labour
practice and cite measures to prevent associated risks, they consistently omit re-
lated incidents. In line with Ruggie (2008) and United Nations' frameworks, activ-
ities to identify, prevent and mitigate human rights issues can be included in the
concept of human rights due diligence (HRDD), but these activities are only imple-
mented by companies in response to soft and binding rules from governments and
international organisations such as the EU (Lafarre and Rombouts, 2022).
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Table 2: Corrective actions

PREVENTIVE DETECTIVE REACTIVE TOTAL
Average 8.06 572 5.41 19.19
Standard error 1.22 1.23 1.07 316
Median 6.00 4.00 4.00 13.50
Mode 5.00 4.00 0.00 0.00
Standard deviation 6.92 6.96 6.05 17.89
Sample variance 47.87 48.47 36.64 319.90
Curtosis 0.34 524 3.00 1.45
Skeweness 1.05 223 1.62 140
Minimum 0.00 0.00 0.00 0.00
Maximum 25.00 30.00 26.00 66.00
Sum 258.00 183.00 173.00 614.00
Conclusions

The research focuses on the issue of child labour in the sustainability reports of
multinational companies at a global level. To investigate this issue, a content anal-
ysis was conducted to assess the corrective actions taken by companies to address
the issue of child labour. The results show that companies in industries where there
is a significant risk of child labour or where child labour has been used in the past
tend to take preventive measures rather than detective and reactive measures.
These findings provide contributions to the development of research. This study
extends the existing literature on child labour by analysing reporting and disclosure
practices in detail. In addition, the content analysis provides valuable insights into
the selection of measures to address child labour issues. Finally, the study high-
lights the significant differences in reporting practices between industries and
countries. From a managerial perspective, these findings underline the need for
a more comprehensive and integrated approach to human rights due diligence,
particularly with regard to child labour. Firstly, managers should move beyond a
compliance and reputation-driven logic and integrate children’s rights considera-
tions into core business operations and risk management processes. This requires
robust detection systems, ongoing monitoring, and transparent reporting practices
that enable stakeholders to meaningfully assess the organisation’s performance.
Secondly, the adoption of preventive measures should be complemented by con-
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crete remedial action in cases where child labour is identified. This includes working
with local stakeholders, non-governmental organisations and governments to find
long-term solutions that address the root causes. Finally, companies should strive
to improve the quality and scope of their disclosures, taking guidance from inter-
national frameworks such as the UN Guiding Principles on Business and Human
Rights (UNGP) and the ILO Child Labour Conventions.

The study is not without its limitations, especially regarding the sample selected,
as we recognise that the 32 companies do not represent all multinational corpora-
tions worldwide. Nevertheless, this study was intended as a first test. In the future,
larger and more diverse samples could be studied to provide a solid basis for further
research on the important topic of child labour prevention and mitigation in the
business context.

— —
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HEYIWV PALLY M3BELWTAJVMA
O OLPXMBOM [NMOCTTOBAMLY:
CALPXAJHA AHATTNSA
OBbEJIOLANBAFA

N KOPEKTUBHWX MEPA

CaxkeTak: OBaj YUnaHaK UCTpaXkyje Ae4yjm pad Kao OCHOBHO NUTakee JbyACKMX Mpa-
Ba Ha pagHOM MecCTy M aHanmM3upa Ha KOjM HAaYMH MyNTUHALMOHANHE KOoMMaHuje
WMPOM CBETa MPUCTYNajy pusmMumMmMa NoBe3aHWM ca OeYjMM pafoM Yy CBOJUM U3-
BeLUTajMMa O OAPXXMBOM MocnoBakby. Kopuctehi KBanuTaTUBHY CaapyKajHy aHanm-
3y 32 n3BeLlTaja O OOPXKMBOCTM Koje cy objaBune MynTHUHALMOHaIHe Kopropaumje
KOje MocCnyjy y CeKToprMa ca BUCOKUM PU3MKOM O Oedvjer paga, CTyauja npouetbyje
CreKTap KOPEKTUBHKMX Mepa Koje ce CMpOoBOAe paaum cripedyaBatsa U ybna)kaBatrba
nedjer paga. Hanasm nokasyjy pasnmumTe KOprnopaTUBHE CTpaTermje, ca Harnackom
Ha MPeBEHTUBHE Mepe, OOK Ce OETEKTUBHE M peaKTMBHE Mepe pehe npumetbyjy.
OBa cTyamja oonpmrHOCK noctojenoj nuTepaTypu 0 KOPropaTUBHOj MpaKcKu y obna-
CTW JbyOCKMX MpaBa, Moka3yjyhn Kako KoMnaHuje NpeTBapajy HopMaTMBHA OYeKU-
Batba Yy yMpaB/badke ogroBope v yKasyjyhu Ha o61actu y Kojuma je n3BellTaBatbe
M Oarbe HejacHo UMM cCMMBonMUHoO. Y pafdy ce Takohe pasMaTpajy MMnnmkaumje 3a
JOHOCKOLE MONNTKKA, MeHallepe, 3auHTepecoBaHe CTpaHe 1 npaBuu byayhmnx mc-
TpaXkMBaHba.

KmbyuHe peun: [JEYIN PA, KOPEKTVMBHE MEPE, MYJTTUHALUMNOHAJIHE
KOMMAHWIE, M3BELUTAIN O OOPXNBOCTWN, CAOPXKAIHA AHATTN3A
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FOOTBALL AND
SUSTAINABILITY:

LOVE OR DISCORD?

A CASE STUDY ANALYSIS

Abstract: Sustainability in football is gaining increasing attention due to the
global influence of the sport and its capacity to promote positive environmental
and social change. Despite this potential, the academic literature on the adoption
of sustainability practices within football remains limited. This study addresses
the gap by analysing a single case: the football club Forest Green Rovers (FGR).
The objective is to investigate the determinants and effects linked to the
implementation of sustainable practices. The analysis reveals that the adoption
of sustainable behaviours is influenced by the values of top management and by
competitive motivations, such as the ambition to improve sporting performance
and attract skilled players. The study also identifies several positive effects, including
enhanced reputation, improved stakeholder engagement, financial benefits, and
contributions to environmental and social well-being.

Keywords: SUSTAINABILITY, CORPORATE SOCIALRENSPONSIBILITY, FOOTBALL
SECTOR, CASE STUDY



Introduction

Sincethe1970s, growing awareness of ecological limits has driven the internation-
al community to promote sustainable development as a response to the long-term
risks of conventional growth models (Raimo et al., 2021). Defined in the Brundtland
Report (1987) as development that meets present needs without compromising
those of future generations, sustainability has evolved into a multidimensional con-
cept involving environmental, social, and economic priorities. The 2030 Agenda for
Sustainable Development, adopted in 2015 by the United Nations, operationalized
these principles through 17 Sustainable Development Goals (SDGs) and 169 targets,
calling for the involvement of all sectors, including business and civil society.

In this context, sport has been increasingly recognized as a platform for promot-
ing sustainability. The 2017 Kazan Action Plan by UNESCO explicitly linked sport to the
SDGs (UNESCO, 2017), highlighting its potential to contribute to health, education, gen-
der equality, social inclusion, and environmental awareness. Major international organ-
izations such as the International Olympic Committee (IOC), Fédération Internation-
ale de Football Association (FIFA), and Union of European Football Associations
(UEFA) have thus begun to adopt strategies focused on environmental and social sus-
tainability. Football, as a global industry, presents a paradox. On one side, it generates
substantial revenues and operates according to commercial logics that often overlook
sustainability (Raimo et al., 2021). On the other, it produces considerable environmental
impacts through stadium operations, travel, and events (Raimo et al., 2021). Although
some initiatives — such as UEFA's plan to plant 600,000 trees for EURO 2020 - reflect
growing awareness (UEFA, 2019), the sector remains largely reactive and fragmented
in addressing sustainability challenges (Daddi et al., 2021).

Despite the emergence of studies examining sustainability in sport (e.g., Walters
& Chadwick, 2009; Anagnostopoulos et al,, 2014), the literature on football clubs is
still limited. In particular, there is a lack of research on the determinants and effects
of sustainability within football organizations. In response to this gap, the present
study seeks to enhance the current understanding of how sustainability is imple-
mented in the football sector. To this end, the study addresses the following re-
search questions:

RQI: What are the determinants of sustainability in football?
RQ2: What are the effects of sustainability in football?

A single case study approach (Yin, 2008) is adopted, focusing on Forest Green
Rovers (FGR), a club internationally recognized for its environmental and social
commitment. As Eisenhardt (1989) notes, studying an exemplary case offers valua-
ble theoretical insights, particularly in under-researched fields.
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Background

Academic literature has primarily addressed sustainability in football through the
lens of support for charitable foundations (e.g., Walters, 2009; Anagnostopoulos et
al,, 2017), often overlooking environmental commitments (e.g., Zeimers et al.,, 2018).
In this regard, Kolyperas et al. (2016) noted that many clubs have established foun-
dations to create sustainable and shared value, although this has also introduced
challenges in managing relationships with these entities (Zeimers et al,, 2018).

A separate strand of research has explored how football clubs adopt and im-
plement sustainability strategies. Kolyperas et al. (2015) examined the cultural and
strategic transformations required for such integration, while Breitbarth and Rieth
(2012) identified key factors enabling successful implementation and proposed a
model for embedding CSR policies. Similarly, Walters and Anagnostopoulos (2012)
developed a conceptual framework for the creation of social partnerships.

Further contributions have adopted individual and organizational perspectives.
Anagnostopoulos et al. (2014), through an individual-level analysis, examined the
decision-making processes behind CSR activities within football foundations. An-
agnostopoulos and Shilbury (2013) highlighted the growing complexity of CSR,
stressing the need to consider both inter-organizational and individual dimensions.
Zeimers et al. (2018) reinforced this view by proposing a multilevel framework that
captures the interplay between individual, group, organizational, and inter-organi-
zational factors.

Sustainability in football has also drawn the attention of policymakers. In Italy, the
Federazione Italiana Giuoco Calcio (FIGC) has been proactive, promoting the Char-
ter on Environmental Sustainability in Football, developed from the FIGC's experi-
ence in the LifeTackle project. The Charter provides operational guidelines for ap-
plying sustainability principles in governance, infrastructure, event management,
partnerships, and stakeholder engagement (FIGC, 2022). Participation is voluntary
and open to all Italian clubs, both professional and amateur, which can express their
interest by submitting a form through their respective leagues.

The growing institutional and scholarly interest in sustainability within football
underscores the importance of investigating the determinants and effects of clubs’
sustainable engagement.

Methodology

This study adopts a single case study methodology, appropriate given the com-
plexity and limited prior investigation of the phenomenon (Eisenhardt, 1989). The
selected case is unique and exemplary, justifying the use of this approach despite



potential limitations in generalizability (Eisenhardt, 1989; Vitolla et al., 2020). Moreo-
ver, the absence of comparable cases in this context makes it a necessary method-
ological choice (Vitolla et al., 2020).

Selecting case-study

The case study presented in this analysis focuses on the FGR football club, based
in Nailsworth, a town of 7,746 inhabitants in the Stroud district of England. Since
2023, FGR has competed in Football League Two (the fourth tier of English football)
and plays home matches at The New Lawn stadium. The facility, owned by the club
and renovated between 2005 and 2006, now accommodates up to 5,032 spectators.
Founded in 1889 by Reverend E. J. H. Peach, pastor of the local parish, the club takes
its name from the nearby wooded area known as “Forest Green”, located on a hill in
Nailsworth. In 2010, Dale Vince became president and chief executive officer of the
club. Alongside the long-term ambition of reaching the Championship, FGR has
embraced a strong sustainability mission, earning international recognition and
awards for its environmental and ethical commitments.

Data collection

In line with observations by Yin (2006) and McLeod (2008), this study adopts a
mixed-method approach, based on both primary and secondary sources. Primary
data were collected through interviews and direct observation. Specifically, inter-
views available online and addressed to the president and staff of FGR were used,
together with video materials published by the team on YouTube and other plat-
forms. Secondary data derive from official documents and information made avail-
able on the website of FGR or through the official social media of the team. The use
of multiple sources enhances the validity and reliability of the case study through
methodological triangulation. Cross-verifying data from different sources strength-
ens the credibility and depth of the findings.

Validity and reliability of data

The data collected in this study are qualitative in nature. Initially aggregated,
they were subsequently subjected to triangulation, a technique that enhances the
credibility, accuracy and validity of qualitative research (Creswell, 2007). Analysing
multiple sources allows the same phenomenon to be explored from different an-
gles, increasing the robustness of the results. In qualitative research, triangulation
serves a role similar to reliability testing in quantitative approaches (Creswell, 2007).

Patton (1987) identifies four types of triangulation, which include the use of mul-
tiple data sources, different methods, diverse perspectives on the same data set,
and comparisons among different evaluators. In this study, triangulation was car-
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ried out with respect to data sources and methods. First, data were cross-checked
using interviews, direct observation, and official documents and information pub-
lished on the website and social media of the team. This comparison enabled a
comprehensive understanding of the phenomenon and improved the reliability of
the findings. Second, methodological triangulation — based on different data collec-
tion techniques — helped to reduce the limitations associated with each individual
method.

Data analysis

Data analysis enables the researcher to capture and interpret the underlying
meaning of the information collected (Strauss & Corbin, 1998). Given the qualitative
nature of the data, the approach adopted draws on Grounded Theory (Charmaz,
1983), which allows for the identification of key points that are then transformed
into codes (Katamba et al., 2016). These codes are subsequently organised into con-
cepts, making the data interpretable. From these concepts, broader categories are
developed, forming the basis for the formulation and discussion of results. This an-
alytical framework is consistent with previous studies in the field (Strauss & Corbin,
1998). The data analysis was structured in three phases: cross-analysis of raw data,
identification of emerging themes, and interpretation. The first phase focused on
understanding and evaluating the phenomenon through initial examination of
the raw data, allowing for the elimination of elements not relevant to the research
guestions. The second phase involved coding through identification, naming, and
classification of the data, which were organised according to their source. The third
phase entailed interpreting the data in relation to the objectives of the study, with
the aim of identifying the determinants and effects of sustainability practicesin the
football sector.

Results
Sustainability level of the club

The results highlight the sustainability level of FGR, recognised as one of the
most advanced football clubs in this field and the first carbon-neutral sports team
officially acknowledged by FIFA. The club's commitment focuses on three areas:
infrastructure, lifestyle, and resource management. In terms of infrastructure, FGR
built the eco-stadium The New Lawn in 2006, with 10% of its electricity from rooftop
solar panels. Energy is supplied by Ecocity, a company linked to the club president.
The pitch uses natural fertilisers and wildflower seeds to support pollinators, and a
beehive is maintained on site. Irrigation is based on rainwater collection and waste-
water reuse. A solar-powered robot cuts the grass, and charging stations are availa-
ble for electric vehicles. Training facilities run entirely on renewable energy and are
managed without chemicals. Regarding lifestyle, the club promotes a vegan diet



to reduce environmental impact, improve health, and raise awareness among fans,
as stated on its official website. As for resource management, the club has reduced
energy, water, and material consumption. The First Team travels by electric bus, the
Academy by electric minibus, and fan travel is offset through carbon compensation.
For home matches, cycling and electric mobility are encouraged. FGR has also cut
textile waste by producing kits from coffee grounds and bamboo, eliminated sin-
gle-use packaging, adopted refillable cleaning products, and introduced a reusable
chip container system to minimise waste.

Determinants

To answer RQ], this study explored the factors influencing FGR's adoption of sus-
tainable practices. The results highlight several key drivers behind the integration of
sustainability into the club’s business model.

The first is the sustainability-oriented and innovative mindset of President Dale
Vince. Before joining FGR, he founded the renewable energy company Ecotricity
in nearby Stroud, demonstrating a long-standing commitment to environmental
issues, later extended to the football context. His values also influenced the club's
vegan commitment. As he stated:

“I chose to live a vegan lifestyle to respect animals and protect the environment.”

Although Vince promotes a vegan diet within the club, he does not impose it on
players outside training, encouraging it as a recommended choice rather than a
strict obligation. His innovative drive is also reflected in the goal of making FGR the
world’s first football club with minimal environmental impact, reinforcing the club’s
image as progressive.

Another factor is the pursuit of international visibility. Despite being based in
a small village, FGR aims to reach a broader fan base and gain global recognition.
Additionally, sustainability is seen as a way to attract talented players and enhance
on-field performance. According to Vince:

“It's hard to say to what degree the off-field affects the on-field [...], but the pos-
itivity around the club and our message in the media adds up to us looking like a
progressive club. Players want to come to progressive, ambitious clubs.”

The commitment to sustainability is also linked to the club’s sporting ambitions.
Vince clearly states:

“Our target on the field is to reach the Championship, currently.”
He further suggests that a vegan diet contributes to performance, noting:

“I'think the vegan diet is a performance boost. I'm convinced of it. When we won
the National League playoff final, we played 50 games and we had zero soft tis-
sue injuries throughout the entire season. [...] Our opponents that day had roughly
eight, which would have been a factor for them, certainly.”
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Effects

To answer RQ2, the effects of FGR's sustainable practices were analysed across
sporting, environmental, social, and economic dimensions.

A first benefit concerns improved athletic performance. The adoption of a vegan
diet appears to have contributed to players’ well-being. As stated by team manager
Mark Cooper:

“We've seen an improvement in our injury record and lowering total injuries sus-
tained. [...] You have to look at the vegan diet and say it could be that. There's no
cast iron information either way, but we look at it in terms of players’ recovery from
games and the soft tissue injury and we've had very few ultimately.”

From an environmental perspective, several positive outcomes have emerged.
Emissions have been reduced through sustainable transport initiatives for players
and fans. The eco-stadium has lowered energy consumption, while systems for rain-
water harvesting and toilet water purification have reduced freshwater use. Addi-
tional benefits include reduced plastic and textile consumption through reusable
containers and alternative play Kits, as well as lower overall waste production.

From a social perspective, sustainability initiatives have increased the club’s visi-
bility and community engagement. FGR has attracted international supporters, in-
cluding from countries such as Russia—an unusual occurrence for a lower-league
team. These strategies have also drawn attention from universities and research-
ers interested in sustainable football practices, while strengthening ties with foot-
ball institutions and securing awards from FIFA. The club has also partnered with
non-profit organisations, enhancing its public image.

From a financial perspective, sustainability has influenced both costs and rev-
enues. Although initial investments were required for eco-friendly infrastructure,
savings were achieved in energy, water and material consumption. On the revenue
side, the launch of sustainable kits generated significant returns, with online orders
from sixteen countries within the first 24 hours. International fan interest also led
to the creation of a paid streaming service, expanding the club’s global reach and
providing new income streams. Lastly, the sustainability commitment has attracted
new sponsors and partners aligned with environmental and social values, further
increasing financial resources.



Conclusions

This study explored sustainability performance in football, focusing on the deter-
minants and effects of clubs’ sustainable engagement. The case of FGR highlighted
that such strategies are driven primarily by the culture and values of top manage-
ment, along with competitive aims such as attracting talent and enhancing perfor-
mance. Findings show that sustainability is often adopted through top-down ini-
tiatives led by leadership commitment. The effects include environmental, social,
competitive and economic benefits, confirming that sustainability can support not
only ecological goals but also sporting success.

This work contributes to a still limited academic debate on sustainability in foot-
ball. It enhances understanding of sustainability performance in this sector, clari-
fies the main drivers behind clubs that adopt sustainable practices, and identifies
a range of positive outcomes. The qualitative and exploratory approach allowed for
an in-depth examination of complex dynamics not fully addressed in previous re-
search.

From a practical perspective, football clubs should increase their engagement
with sustainability, recognising their role in environmental protection and in shap-
ing social behaviours due to their broad international following. This includes reduc-
ing the consumption of resources and improving relationships with fans and stake-
holders. The findings on the determinants highlight the importance of promoting
environmental and social awareness among all personnel. The achievement of sus-
tainability goals requires widespread awareness and a willingness to adopt respon-
sible behaviours. The benefits identified in the analysis should serve as a concrete
motivation for clubs to adopt sustainability strategies. These actions can activate a
virtuous cycle of environmental, social, sporting and financial advantages. In this re-
gard, sustainability may represent a strategic tool to enhance performance and en-
sure long-term competitiveness. There are also implications for football institutions.
At the national level, the results support recent interventions by FIGC and call for
further initiatives from international bodies to promote sustainable development
in football.

However, some limitations must be considered. The analysis is based on a single
case, which may restrict the possibility of generalising the results. Nonetheless, the
use of a strategic case allows for the extension of some insights to similar contexts.
A further limitation concerns the quantity and nature of the sources, which were
limited in number and collected exclusively online. Despite these constraints, the
research provides a solid foundation for future investigations. Further studies could
analyse multiple cases and diversify sources to offer a broader and deeper under-
standing of sustainability in football.
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OYLBATT N OOPXNMBOCT:
JbYBAB WJT HECJTATAFDE?
AHATTNSA CTYLWIE CITYHAJA

CaxeTak: OgpxumBocT y dynbany gobuja csBe Behy nakkby 3axBarbyjyhn
rno6anHOM YTMLAjy OBOI CMopTa M HEeroBOj CNOCO6HOCTM Aa NOACTaKHE MO3UTUBHE
eKOMOoLWKe W AOpYyLWTBeHe MpoMeHe. YMNPKOC OBOM MOoTeHUMjarny, akagemcka
nnTepaTypa o MPUMeHM NPaKCK OO PXKMBOCTM Y Gyabany 1 aare je orpaHuyeHa. Oa
CTyAMja NonyHsaBa Ty MPasHWMHY aHanM30oM jegHor cnydaja — dynbanckor knyba For-
est Green Rovers (FGR). Llnrb je ncnutatm dakTope 1 edpekTe NoBesaHe ca MPUMEHOM
OOPXXMBUX MpaKcK. AHaNM3a NoKasyje Oa je yCBajarbe OOPXKMBOI MOHallarka nopn
yTMLUajeM BPedHOCTU HajBMLLIEr MeHalIMeHTa U KOHKYPEHTCKMX MOTMBA, Kao LITO
cy aMbuumje 3a nobosbllarbe COPTCKMX pe3ynTaTa U NpuvBnaderbe TareHTOBaHMX
urpada. Ctyomja Takohe unaoeHTUUKyje 6pojHe MNo3nTMBHE edekTe, yKibydyjyhu
yHanpeheHy penyTaunjy, 60/by capaftby Ca 3aMHTEPECOBAHUM CTpaHaMma,
PUHAHCU]CKE KOPUCTU M OOMPUHOC €KOMOLLIKOM U OPYLUTBEHOM Bnaroctamby.

KmbyuHe peumn: OOPXMBOCT, OPYLWITBEHA OAOTMOBOPHOCT KOMITAHWMIA,
OYOBAJICKN CEKTOP, CTYOWIA CITYYAIA
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- In the footnotes, shorter explanations of parts of the basic text (up to five lines)
are given, and in the endnotes (at the end of the text, before the literature) wider
explanations (up to 20 lines) that refer to a certain part of the basic text. Footnotes
and endnotes begin with a new line (the first line 12.7) and are written in font size 10,
single line spacing).

- lllustrations (tables, graphs, schemes, photographs, drawings, etc.) are given
separated from the previous text by pressing Enter and have description which is
separated from the illustrations by the same white. The description contains a type
of illustration with an ordinal number, written in italics, followed by the colon (i)
followed by an explanation of the illustration (regular) with a capital letter at the
beginning. The illustration and description are given in the center. The description
is followed by Enter key. This is an example:

Table 1: The explanation of the table

- Direct and indirect citations, including autocitations, longer than one line, are
visually distinguished by Enter key from the previous text and the following one
(Enter key), as well as by expanding the side margins by 0.6 centimeters. These are
examples of direct and indirect citations:

.The direct quote begins with a new line (the first line 12.7), it must contain
quotation marks, which are written according to the orthography of Serbian or
English. In a text written in Serbian, quotation marks are written as follows: ,quoted
text”, not differently (e.g. ,quoted text, or »quoted textk, etc.).

(The source of direct quotation)

Indirect citation implies the use of certain data, ideas, attitudes, opinions,
predictions, etc. in the text which is not taken literally, but does not represent the
result of independent research work of the (co) author of the text. It also starts with
a new line, but no quotes are used. (the indirect citation source)



| 85

- Sources of direct and indirect citations are given in parentheses at the end
of the citation, after quotation marks, in direct citations, and full stops, in indirect
citations, in the letter of the publication from which the citations were used. The
complete bibliographic data of the publication from which the direct or indirect
citation was used is given in the literature, webography or other sources at the end
of the paper. These are examples:

(The surname, the year: page (s))

(The surname, the initial (s) of the name. The year: page (s)) when two identical
surnames appear in the literature)

(The surname, the initial(s) of the name and surname, the initial(s) of names. The
year: page (s)) when co-authors with the same surnames appear in the literature

(The surname and others, the year: page (s)) when there are more than two
authors)

(The surname, the year: page (s); The surname, the year: page (s); The surname,
the year: page (s), etc.) for indirect citations that summarize data, ideas, attitudes,
opinions, predictions, etc. of more than one author)

(The surname, the year: web address)

(The surname, The name of a daily or periodicals, the year / number: page (s))
from other sources

(Document name, the year: page) for other sources.

(Ibid: page (s)) for direct and indirect quotations from the same source that follow
one another

- In literature, which is written in small letters with a initial capital letter -
Literature, and the colon (3), in bold and italics, in the center, with Enter key from the
last sentence in the text and from first bibliographic units (Enter), only publications
- books, journals, collections of papers - that are directly or indirectly cited in the
paper are listed. The literature contains complete bibliographic data on each used
publication in the language and script in which it was published. The order of
publications is given in alphabetical order of the surnames of the sole or first author,
with the ordinal number in front of each publication.

An example of bibliographic data on books cited in the literature:

The surname The name (the year of publication): The full title of the book (italics);
The place of publication: The publisher.

The surname The name (the year of publication): The full title of the book (italics);
The place of publication: The publisher.

The surname The name, The surname The name and The surname The name
(the year of publication): The full title of the book (italics); The place of publication:
The publisher.



ynytTcTtTBo
3A AYTOPE
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O yaconucy

Y vaconwucy ,JpyLUTBEHU XOPU3OHTU" objaBrbyjy Ce pPadoBM KOjU Cy pe3yn-
TaT NojeduMHavYHUX U FpyrnHUxX (HajBuLLe TpU KoayTopa) MCTpaXKmBarba Yy 0o6actm
OPYLUTBEHUX HayKa.

Yaconuc ce nybnunkyje y LUTaMMaHoj U eNeKTPoHCKOoj dopMu AiBa NyTa roguLL e,
Y jyHy v feuem6py.

Yaconuc objaBrbyje:

1. opuUrMHanaHe Hay4HW pagoBe (y KojMMa ce caonwiTaBajy MPeTXOOHO He-
o6jaBrbMBaHM pe3ynTaTh COMCTBEHMX UCTPaXKMBarba) — OHP;

2. npernegHe pagoBe (Koju cagpyXe opuUrMHanaH, getarbaH M KPUTUYKKM MpUKas
UCTPaXkKMBa4YKor npobaema unm nogpy4yja y kome je aytop ocTBapmo ogpeneHn Ha-
YYHU OOMPUHOC, BUOSbMB Ha OCHOBY ayTouuTaTa) — MNP

3. KpaTKa UNm NpeTxogHa caonwtera (OpUrMHanHM Hay4YHW pag npenmMmuHap-
HOI KapakTepa) - KC, MC;

4, Hay4yHe KpUTUKe U noneMmnke (pacnpaBe o oapeheHoj TEMM 3aCcHOBaHe UC-
K/bY4YMBO Ha Hay4HOj apryMeHTaumjmn) — HK, HIT;

5. cTpy4He pagoBse (y KojuMa ce NpeacTaB/bajy W NPOMULLIbAjy MCKYCTBa KOPUCHA
3a yHanpeherse npodecnoHanHe npakce) CP;

6. MHbOPMaTMBHE Mpuore (YyBogHWKe, KOMeHTape, ocBpTe, beneuike) — UMM, 1

7. NpukKase nybnukauuja (KHbura, 36opHKMKa, Yaconumca, HayuyHux gorahaja u cn.)
- .

PanoBu ce objaBrbyjy Ha CPMCKOM je3nKy U AUPUINYKOM MUCMY WU Ha eHImne-
CKOM je3M1Ky U NAaTUHUYHOM MUCMY.

PokoBWU 3a cnarbe papgoBa cy: 1. ebpyap 1 1. aBrycT. PagoBe cnaTm Ha uMejn agpe-
cy: dh.office@fdn.edu.rs

YcnoBu 3a o6jaB/buBaH€ pagoBa

CBM pafoBM Ce€ aHOHMMHO peLieH3Upajy. Mory 61T 06jaBrbeHK caMo pPadoBuM
KOjW Cy MO3UTUBHO pPeLeH3MpaHu.

AyTopwu cy y o6aBe3u ga y3 paj AoCTaBe NOTMMCaHy M CKeEHUpPaHY M3jaBy Oa pan
HUje NpeTxogHO objaBrbeH MKW NoHyheH Apyroj nyénukauuju 3a objaBbrBarbe U
03 Yy UenuHu nnu y OenoBrnMa Huje ped o nnarujaty unm aytonnarujaty. O6pasay,
M3jaBe MOXKe ce Nnpey3eTn ca MHTePHeT-CTpaHuMLLe Yaconuca: https:/mwww.fdn.edu.rs

AyTopW Cy Oy>KHWM Aa AOCTaBe NeKToOpMCcaH TEKCTOBE Y CKady Ca OBUM yIyTCTBOM,
y CYyNpoOTHOM Hehe BUTK pasmaTpaHmM 3a o6jaBrbMBatbe.

PagoBu nog peaHnM 6pojeBmma l, 2. U 4. Mory UMaTu HajBuLle 40.000 KapakTepa
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ca pa3MaluMa, YKbydyjyhin dycHoTe U eHOHOTE, He y3uMajyhn y 0631p HacnoB U
CaXKETKE Ha CPMNCKOM M EHITIECKOM je3UnKy U CrncaK pedepeHLun.

PagoBu noa peaHuM 6pojeBmMa 3. 1 5. Mory nmMaTtm Hajsuile 25.000 KapakTtepa
ca pa3MaluMa, YKbydyjyhin dycHoTe U eHOHOTE, He y3uMajyhu y 0631p HacnoB U
CaXKeTKe Ha CPMNCKOM U eHITIECKOM je3UKy U crincak pedepeHLm.

PapoBu rnof peaHuM bpojesmuMa 6. 1 7. Mory nmaTtiu HajeuLie 10.000 kapakTepa
ca pa3MaumMMa, ykibydyjyhum dycHoTe n eHOHOTE.

M3y3eTHO, ako YpeOHULWTBO MPOLEHU Hay4dHy, CTPYYHY WU MHPOPMATUBHY
oMpaBOaHOCT, pag MoXxe BUTU 1 OBUMHKjU.

CtaHaapaM 3a npunpeMy paaa

- Pag Mopa ga cagpyku: 1) mogaTke O ayTopy WM KoayTpuMma, 2) HacioB 3) an-
CTPAaKT U KIby4He peydl Ha CPMNCKOM je3nKy, OOHOCHO eHIMTIeCKOM je3UKy aKo je tbnme
HamucaH, 4) TeKcT, 5) HajMarbe ABa MehyHacnoBa, 6) MUTepaTypy MU 7) NogaTke o ay-
TOPY UMM KOAYTOPMMa, HACIOB, CaXKETAK U KIbyYHE peyn Ha EHITIECKOM je3UKYy, aKo je
HamnMcaH Ha CPrCKOM je3UKy, OQHOCHO MofaTKe O ayTopy UMM KOayToOpMMa, Hacnos,
CayKeTaK M Kiby4dHe pedl Ha CPICKOM je3MKY, aKo je HanmcaH Ha eHIMEeCKOM je3nky
n 8) poTorpaduje aytopa 1 koayTopa y JPG dopmaTy 1 buorpaduje oo 15 penosa,
Koje obaBe3HO cafpyke, Mocse MMeHa 1 NpesnMeHa, roanHy pohemsa y 3arpagama.

- Pag Moyke fa cagpyku: nogHacroB, unyctpaumje (tebene, rpadpumkoHe, Lieme, do-
Torpadwuje, upTexe un cn.), pycHoTe, eHOHOoTe, Beborpadujy 1 octane nsBope.

- Pag Mopa noa 6yne npunpemMrbeH y nporpamy Microsoft Word, dopmaT cTpaHm-
ue A4, cBe MapruHe 2,54 LeHTMMETpPa, BpCTa cnoBa Times New Roman, BenmymHa
cnoBa (Font size) 12, jeaHocTpykum Npopen (Line spacing: Single).

- MNMopaumn o ayTopy UM KoayTopmMMa: MMe 1 Npe3nme jeauHOr Uy MPBOr ayTopa
(NpBa cTpaHMLa, NpBW pea, nesu 6ok - Align); MyH Ha3MB MHCTUTYLMje Y KOjoj paau
(opyrv pen, 6e3 Npopena, NeBun 610K); cegmLUTe MHCTUTYLMjEe Y KOjoj je paaun (Tpehu
pen, 6e3 npopeda, NeBm 6GN0OK); MO UCTOM Hadeny crefe NogauM O KoayTopmMMma; y3
MMe ayTopa M CBaKOr KoayTopa CTaBiba ce 3Be3gmua’ Koja ynyhyje Ha Moryhiu KoH-
TaKT ca HbuMa.

3a cneou jegHokopayHa 6ennHa (Enter).

- Hacnos paga nuiwe ce BeNIMKMM a, eBEHTYaTHW, MOAHAC/IOB MaflM ClTOBMUMa (M
HacnoB 1 nogHacnoB: cpeanHa (Center), 6e3 Npopea ako cy y BMLLe pefdoBa). Hac-
NOB M MOAHACMOBM MULLY Ce LpHUM cnoBmMa (Bold).

M3a cneou jegHokopadHa 6enuvHa (Enter).

- AncTpakT cagpxxun of 150 oo 200 peyn m nuwe ce mnsa ogpenHumue AnNcCrTpakT
(Bold) koja noummrse HoBMM penoM (First line 12.7), a n3a Hbe cTaB/bajy ce ABe Tauke (:).

KoHTakT: e-mail



Nocne OoBe Tayke NPBO CMOBO je BEMWMKO, a TEKCT je Regular.

KrbyuHe peun cagpyxe o 5 0o 10 peun nnm cMHTarMm msa ogpenHuue KrbydHe
peun (Bold) koja noumrse HoBMM penom (First line 12.7), n3a e CTaB/bajy ce ABe
Tauke (), MUY ce BeNMKUM CNOBMMA, TEKCT je Regular, a cBaka K/by4dHa pey je of
APYrnx pa3gBojeHa 3aMeToM, Ca TaYKOM Ha Kpajy HaBeOeHMX KibyYHUX pedn.

MN3a cneou jenHokopadHa 6enunHa (Enter).

- TekcT y uenunHum nuwe ce Regular, ca n3paBHaAaTUM MapriHama (Justify), 3amo-
Unrbe HoBUM pepoM (First line 12.7), kao 1 cBaku cnegehu nacyc y TekcTty, 6e3 npo-
pena (Line spacing: Single).

- MefyHacnoBu cy He obenexaBajy peaHVM BpojeBMMa M NULLY Ce Ha CPeanHU
(Center) upHmM cnoBmMa (Bold). MehyHacnoBum cy of MpeTXxo4HOr M TeKCTa Koju cne-
AW 0 BOjeHU jedHOKOpPaYHMM BenmHama (Enter).

- Y dycHoTaMa ce fajy kpaha objallretba AenoBa OCHOBHOI TeKCTa (0o neT pe-
J0Ba), a y eHOgHoTaMa (Ha Kpajy TeKCTa, Npe nuTepaType) Wunpe ekcnankaumje (oo
20 pepnoBa) Koje ce ogHoce Ha ogpeheHn 0eo oCHOBHOTI TekcTa. PycHOTe M eHOHOTE
noYnkby HOBUM pepoM (First line 12.7) u nuwy ce BenunuymHom cnoBa (Font size) 10,
6e3 npopena (Line spacing: Single).

- Unyctpauunje (tebene, rpadumkoHM, WeMe, poTorpaduje, LPTEXXM U cn.) Aajy ce
0[1BOjeHM o MPEeTXOOHOI TeKCTa jeAHOKOopaYHOM BenmHoM (Enter) n nmajy obaBe-
3aH NOTMNUC KOjM je o UnycTpaumja oaBojeH MCTOM TakBOM 6enHoM. MNoTnumc caap-
XU BPCTY UnycTpaumje ca peoHMM BpojeM, HanmcaHy Kyp3msoM (ltalic), cnege ose
Tauke (;) U3a Kojux ce NuLLe objallrerse nnycTpaumnje (Regular) ca BeIMKMM ClIOBOM
Ha moueTky. MnycTpaumMja n notnuc gajy ce Ha cpeamnHm (Center). I n3a notnmca
cnegu jeqHoKopadHa 6enunHa (Enter). MpumMep:

Tabena 1: O6jalurbeHse Tabne

- OMPEeKTHN U MHOMPEKTHM LUTATaTK, YKby4Yyjyhin ayToumMTaTe, Oy>KM of, jeaHor
pena, BU3yernHo ce M3aBajajy jedHOKOpadyHOM BefiMHOM o MPEeTXOOHOr M TeKCTa
Koju crnegu (Enter), kao 1 WWIMperbeM 604YHKX MaprHa 3a 0,6 LeHTuMeTapa. MNpuMe-
PV OUPEKTHOT U MHOMPEKTHOTN LiMTaTa:

~JANPEKTaH uMTaT novntbe HoBUM pedoM (First line 12.7), o6aBe3HO cagpyku Ha-
BOOHMKE, KOjW CYy HamMcaHM Mo MpaBornmcy CPMCKOr, OQHOCHO eHIMEeCcKor je3unka.
Y TeKCTy HanMCaHOM Ha CPMCKOM je3MKy HaBOOHMLM ce MUy Ha cinegehu HaudmH:
SJUUTUPAHM TEKCT”, Hakako gpyradunje (HNp. ,LUTUpaHM TeKCT, UM »LUTUPAHN TEKCT«
n cn). (M3Bop AMpPeKTHOr umTaTa)

VIHOMPEKTHM UMTaT nogpasyMeBa kopulherse y TekcTy ogpeheHor nogaTtaka,
moeje, CTaBa, MULLIbeHsa, NpeasMnarba UTO. KOjW Huje OOCNOBHO Mpeys3eT, anuv He
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npeacTaB/ba pe3yTaT CaMOCTaIHOI MCTPAXXKMBAYKOr pafda (Ko)ayTopa TeKkcTa. Takohe
MOYNHE HOBMM PEOOM, aln Ce HE KOPUCTE HAaBOOHMUM. (M3BOP MHOMPEKTHOr LKUTaTa)

- M3BOPU ANPEKTHUX U MHOMPEKTHUX LMTaTa Oajy ce y 3arpann Ha Kpajy umTaTa,
rnocne HaBOOHWMKA, KOO OMPEKTHUX, U TauKe, KOO MHOMPEKTHUX LMTaTa, Ha NrUcMy
nyénmkaumje n3 Kojux cy umtatm kopuwheHun. MoTyH 6mubnmorpadckm nogaTak ny-
6nMKaumje 13 Koje je AnpeKTaH Unu MHONpPEeKTaH umTaTt KopuwheH naje ce y nuTte-
paTypu, Beborpadujmn Unm octanmm M3BopMMa Ha Kpajy paga. MNpumepwu:

(MpesnmMe, roguHa: cTpaHuLa/e)

(Mpe3snme, NHMUMjan/mM MMeHa. roouHa: CTpaHuLa/e) kaga ce y nuTepaTypum
MojaBrbyjy ABa MUCTa Npe3nMeHa

(Mpe3ume, MHnUMjan/m uMeHa. 1 npesmme, MHnunjan/M MMeHa. roouHa: cTpaHm-
La/e) Kaga ce y nuTepaTypu Mojasrbyjy KOayTopu ca UCTUM NpPe3nMeHMMa

(Mpe3nMe 1 opyru, roavHa: cTpaHuLa/e) Kaga je BuLLe of ABa ayTopa

(Mpe3nme, rogmHa: cTpaHuuale; NMpesnMe, roouHa: cTpaHuLale; Mpesnme, roau-
Ha: cTpaHuMLua/e; UTA.) KOO MHOVMPEKTHUX LiMTaTa KojuMa ce caxkmmajy nogaum, naeje,
CTaBOBMW, MULLIbEHA, NpeaBMNarba UTA. BULLE Of jeaHOor ayTopa

(Mpe3unme, roonHa: Beb6-agpeca)

(Mpe3nme, Hasne OHEBHUX WUIN NEPUOANUYHUX HOBMUHA, roauMHa/6poj: cTpaHu-
Lla/e) Kod ocTanux nssopa

(Ha3mB ooKyMeHTa, roAmMHa: CTpaHa) Ko4 oCTanmx M3Bopa.

(MicTo: cTpaHuua/e) Kog ANPEKTHUX U UHONPEKTHUX LiMTaTa U3 UCTOr U3BOPa KOjn
cnefe jedaH 3a opyrum

- Y nnTepaTypu, Koja ce MrLle MannM COBMMaA Ca BENTMKUM MOYETHUM CITOBOM —
NuTepaTypa, U OBe Tauke 6e3 6enunHe (3), LpHUM CcIoBUMa U Kyp3unBoM (Bold u Italic),
Ha cpeounnHm (Center), ca jegHOKOpadYHUM 6enmHamMa of nocnefre pedyeHuue y
TEKCTY U of npBe 6ubnorpadcke jegmnHuue (Enter), HaBoae ce UCKbYYMBO Ny6an-
Kaumje — Krbmre, Yaconumcu, 360pHULM pagoBa — Koje cy AMPEKTHO UMK MHOVNPEKTHO
uUMTUpPaHe y paay. lntepaTypa cagpm notnyHe bmbnmorpadcke nogaTke o CBakoj
KopuwheHoj nybnnkaumjn Ha jeanky 1 NMCMy Ha KojuMa je objaBrbeHa. Penocnen,
ny6nmkaumMja gaje ce no asbyyeHoM peny npesmMeHa jeduHoOr Man NPBOr ayTopa,
ca pefHMM BpojeM ncnpen cBake nybénmkaumje.

Mpumep bubnorpadcKkmMx Nnogataka o KHbMrama Koje ce HaBofde y nutepaTypu:

Mpe3nme ViMe (rognHa objaBrbMBarba): NyH Ha3mB Khbkre (Italic); MecTo nsnamsa:
MN3poaBau.

Mpe3snme Nme n Mpesnme MMe (rogmHa objaBrbUBarba): MyH HasmB Khbure (Italic);
MecTo n3pamba: MIsgasau.



Mpesnme Nme, MpesnmMe Nme u Mpesnme MiMme (roamHa objaBrbuBarba): IyH Ha-
3MB Krbure (Italic); Mecto nsgarba: M3gasau.

MpumMep 6ubnorpadCckmx Nogataka o HacomnmcmMma Koju ce HaBoae Y MuTepaTypu:

Mpe3nmMe MMe (rognHa objaBrbMBarba): MyH HAcnNoB TeKcTa; HasmB 4yaconuca
(Italic), Bon. puMckum 6poj, 6p. apancku 6poj; MecTo nsgamsa: M3gaBay; CTp: nodeTHa
— 3aBpLUHa 0b6jaB/bEHOr TEKCTA.

Mpesnme Nme n Mpesnme MMe (roguHa objaBrbMBatba): [NyH HacoB TekcTa; Ha-
3MB Yaconuca (Italic), Bon. puMckim 6poj, 6p. apancku 6poj; Mecto nsparba: Magasay;
CTp: NoYeTHa — 3aBpLUHa 0bjaB/beHOr TeKCTa.

Mpe3nme Nme, MpesnmMe Nme 1 Mpesnme MiMme (roamHa objaBrbuBarba): INyH Ha-
cnoB TeKcTa; Ha3me yaconuca (ltalic), Bon. puMckm 6poj, 6p. apanckmn 6poj; MecTto
M3narba: M3gaBayd; cTp: NoYeTHa — 3aBpLUHa objaB/beHOr TEKCTa.

MpuMmep 6rbnorpadckmx nogataka o 360pHMLIMMa pafoBa Koju ce HaBode Yy Nn-
TepaTypu:

Mpe3nmMe MMe (rogmHa objaBrbuBatba): MyH HAacnoB TekcTa. Y: yp. unu np. MNpe-
3uMe/Ha, MHuumjan/m umera. MyH Ha3ue 360pHUMKa pagoBsa (Italic); Mecto nsparba:
V3gaBay; cTp: MoYeTHa — 3aBpLUHa 06jaB/beHor TekcTa.

Mpe3nmMe Mme 1 Mpesnme NmMe (roomHa objaBrbuBarba): NyH HAacNoB TeKcTa. Y:
yp. unu np. MpesnmMe/Ha, MHMumMjan/v nmeHa. MyH Ha3me 36opHKKa pagosa (Italic);
MecTo n3garba: Magasay; CTp: NoYeTHa — 3aBpLUHa 0bjaB/beHOor TeKCTa.

Mpe3nme Nme, MpesnmMe Nme n Mpesnme MiMe (roamHa objaBrbuBarba): INyH Ha-
crnoB TekcTa. Y: yp. unu np. MNpesnme/Ha, MHuumMjan/v nmeHa. MNyH Ha3ne 360pHMKa
panoga (ltalic); MecTto nsgamsa: MagaBay; CTp: NoYeTHa — 3aBpLUHa 06jaBfbeHOr TekK-
cTa.

- Y (eBeHTyanHoj) Beborpaduju, Koja ce nuLle ManmMm CrioBMMa ca BeIMKUM Mo-
YeTHUM crnoBoM — Beborpadwuja, n aBe Tauke 6e3 benmHe (), LPHUM CNoBMMA U
Kyp3nBoM (Bold u ltalic), Ha cpeannHun (Center), ca jegHOCTpPyKMM BenmHama of
nocnegrbe 6mbnumorpadcke jeonHMLe y nuTepaTypu M on npee Gubnumorpadceke
jeanHuue y Beborpadunjm (Enter), HaBoage ce UCKbYUYMBO €NEeKTPOHCKM objaBrbeHe
ny6nmkaumje — Krbnre, 4aconmcum, 360pHULIM 1M TEKCTOBM Ha BebG-nopTanmMa unm
Be6-cajToBMMa — KOje cy ANPEKTHO UM UHOMPEKTHO UMTUpPaHe y pady. Pepocnen
ny6nmkaumja gaje ce no asbyyeHoM pefny Npe3mMeHa jedQuHOr Mau NPBOTr ayTopa,
ca pefHu1M 6pojeM Ucrnpen cBake eNeKTPOHCKM objaBrbeHe Nybnmkaumje Ha je3mnky
M MUCMY Ha KojMa je objaBrbeHa.
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MpuMepn 6MbnorpadckmMx nogataka O eneKTPOHCKUM nybnurKaumjamMa Koje ce
HaBope y Beborpaduju:

Mpe3nme VMme, MNMyH HacnoB TekcTa (Italic); Beb-agpeca (MpucTyn/beHo: AaH, Me-
ceu, roguHa)

MNyH HacnoB TekcTa (Italic); Be6-agpeca (MpUCTyNIbeHo: AaH, Mecel, roamHa)

- Y (eBeHTyanHMM) OCTanmMM M3BOPUMA, KOjU Ce NULLY MaslMM CMTOBMMA Ca Ben-
KWUM MOYeTHUM crioBoM — OcTanu U3BOPKU, 1 ABe Tauke 6e3 6enumHe (), LPHUM crno-
BMMa M kyp3mBoM (Bold u Italic), Ha cpeamnmnHm (Center), ca jedHOCTPYKUM BenmHa-
Ma oA nocnegre 6mbnunorpadcke jeauHULLe y NMTepaTypU, OOHOCHO (€BeHTyanHoj)
Beeborpadujmn 1 o npee 6mubnmorpadcke jeamHMLe octanum mssopmma (Enter),
HaBo[e Ce UCK/bYYMBO ocTane nybnmkaumje — LOKYMeHTU, AHEBHE U NepuoandHe
HOBWHE W CM.) — KOje Cy OMPEKTHO UM MHOMPEKTHO LUTUpaHe y pady. Pegocnen
ny6nmkaumMja gaje ce no asbyyeHoM peny HasmBa nNybnukauuje, ca pegHuM 6pojem
Mcrpen cBake, Ha je3nKy M MUCMY Ha KojuMa je objaBrbeHa.

Mpumepn 6ubnorpadckmx nogataka o NybnuMkalmMjaMa Koje ce HaBode y ocTa-
UM M3BOPUMA:

Mpe3snme Mime (rogmHa): MyH HAacnNoB TeKCTa; Ha3mB AHEBHUX MU MEPUOONUHMX
HoBMHa (ltalic), 6p. apancku 6poj; MecTo: M3pmaBay; CTp. apancku 6poj.

MyH HacnoB OOKyMeHTa (roonHa); MecTo: M3gaBayd; cTp. apanckuy 6po;j.

- AKO je paf HamucaH Ha CPICKOM je3nKy U NMPUAMYHOM MUCMY, MOocne n1Tepa-
Type (eBeHTyanHo Beborpaduje, 04HOCHO OCTanMx M3BOPA) 3aBpLUaBa Ce& UMEHM-
Ma (ko)ayTopa 1 adunmjaumjamMa, HaCOBOM U, eBEHTyalTHMM, MOAHACTOBOM pana,
ancTpakToOM U KIbyYHMM pedyrMa Ha eHITIeCKOM je3UMKY M NaTUHMYHOM MKUCMY MO
MCTOM YMyTCTBY 3a CPMCKM je3unK. 3a AMCTPaKT ce KOpUCTM M3pa3 — Abstract, a 3a
K/by4He peun — Keywords.

AKO je pag HamMcaH Ha eHIMEeCKOM je3uKy M NMaTUHMYHOM MMCMY, Mocne nutepa-
Type (eBeHTyanHo Beborpaduje, ooHOCHO OCTanMX M3BOpa) 3aBpLUaBa ce MMeHUMa
(ko)ayTopa, adunumjaumjama, ancTpakToM U KIby4YHUM pednMa Ha CPIICKOM je3nKy U
ANPUNMYHOM MUCMY MO OBOM YMyTCTBY.
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Yy 1 A H LU U

KaHgupa Byconu, UneHuja dpaxkansujepu
OTKPUBAHKE NMNOOATAKA O LULUPKYJITIAPHOJ EKOHOMUIN
Y EBPOINCKUM BAHKAMA: CYLUTUHCKA NOCBEREHOCT

nnin CUMBOJTMYHO NMOKOPABAHSE?

Anecuja AHa OnutpaHu, AHyHuuujata Tapynu, JlJomeHnko MopoHe
oA OTNAAA OO OAETRE:
EKCMN/TOATATOPHA ®AKTOPCKA AHAJIU3A
NMPUXBATAHA TEKCTUJTIA HA BA3U NMPEXPAMBEHOTI OTIMNAOA
o4 CTPAHE UTAJTMUJAHCKUX NMOTPOLLUAYA

raja @uope, AHyHuumjara Tapynu, Kujapa KonamMapTuHoO
UCTA TEHEPALMIA, PA3JIMMUTE HABUKE?
AHAJIN3A KYINOBUHE NOJIOBHE MOOE MEBY PAHOM
N KACHOM rEHEPALIMIOM 3EQ Y UTATTUIN

Mukene Py6uH, Unapuja Mactopoko, Envca lepé6acu
OEYIN PAL Y UBBELLUTAJUMA O OOPXXMBOM MNOCJ/TIOBAHLY:
CAOPXXAJHA AHAJIN3A OBEJTIOOAHSUBAA
N KOPEKTUBHUX MEPA

ButujaHa JTA6aTte, dununo Butona, Hukona PaviMo
dYOBANT N OAPXXUNBOCT: JbYBAB U1 HECJ1ATAHE?
AHAJTU3A CTYOUIE CITYHAIJA



