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Abstract 

This study conducts a single case study on the evolution of the ecosystem of a fashion retail 

company, traditionally reliant on the physical network, in the era of digitalization. The 

Orchestrating Actor Ecosystem perspective is used to understand the dynamicity of the 

relationships among the main business actors. The Danish fashion company Minimum a/s 

constituted the central focus in the research. To guide the study, a total of twenty interviews 

was conducted with fourteen different participants under a thematic analysis approach. The 

main findings suggest that a company operating in a conventionally analog sector, primarily 

reliant on the physical interaction between product and potential buyer, can effectively integrate 

the online dimension in the business model by leveraging on reciprocally valuable 

collaborations within and outside the organization. Furthermore, the research highlights the key 

role of adaptive capability in reacting promptly to the digitalization trends arising in the last 

years, especially in response to Covid-19 pandemic outbreak and the consequential disruption 

of physical networks in the retail industry. The study may ultimately offer some guidance for 

retail practitioners, by reaping insights on how to navigate uncertain and sudden changes in the 

market, leverage resources and promptly adjust to these shocks.  
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1. Introduction 

The evolution of the fashion industry and the rise of the Internet and digital technologies to 

support the business activities, has led to the emergence of a wide diversity of retail formats 

(McCormick et al., 2014). From being dominated by the big retailers of the 80s, the retail sector 

gradually saw the emergence of smaller fashion houses and local boutiques. The latter aimed at 

exclusivity and high-quality products rather than pure competition. Under the growing 

importance of the fashion world and the request for high-profile but affordable items, retailers 

had to quickly adjust and respond to these market trends (Tyler, Heeley & Bhamra, 2006). By 

delocalizing the production and minimizing production cycles, the fast fashion industry 

acquired increased popularity and distinguished itself from the luxury end of the market.  

Under the rising globalization process, fashion retailers progressively grew their network 

relationships involving a wide variety of economic actors. Partner suppliers, distributors and 

end consumers took key roles to support companies adapting to the market needs and 

contributing to the overall value creation (Kumar N., 1996). Concurrently, fashion consumers 

became progressively more exposed to the influence of technology and digital media. E-

commerce applications started their expansion on the wave of the new technical developments 

in the 1970s. Soon it became clear that in order to preserve the competitive position, retailers 

needed to devote resources on building an online presence complementing the physical stores 

(Weltevrenden & Boschma, 2008). As noted by Tse (2007), online shopping enables 

established retailers to leverage their existing physical assets and brand image, while also 

allowing customers to enjoy a personalized and pleasant experience. Today, digital media play 

a crucial role in shaping a consumer’s brand perceptions (Burt, 2010). Under the growing 

technological influence, several retailers launched Virtual Reality-based initiatives in the hope 

to attract customers by integrating and enhancing the in-store shopping experience. An example 
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is IKEA Place, an Augmented Reality-based smartphone application that allows customers to 

visualize how IKEA's furniture look in their homes (IKEA, 2020). 

Present literature recognizes the opportunity of the Internet and the digital technologies as 

additional marketing and distribution channels for traditional retailers to reach expanded 

markets and customers and improve the efficiency of their operations (Xia & Zhang, 2010). 

However, limited research on the transformational process interesting the organizational 

structure of the retail sector of physical goods has been conducted. Thereby, the purpose of this 

paper is to investigate how the network relationships of a physical retailer evolved by 

integrating online communication channels in the business model.  

Given the isolation measures imposed by the pandemic and forced lockdowns, it becomes 

natural to ask how a traditionally physically based fashion retailer reacted to these restrictions. 

We believe that the Covid-19 pandemic significantly challenged a traditionally analog sector, 

which primarily relies on the “need for touch” and in-person assessment of the product. In this 

study, we provide evidence of the reactive approach to this shock while illustrating the 

dynamicity of interactions between the company and other business actors. In addition to the 

practical challenge encountered by physical retailers during the pandemic, an interesting point 

of analysis stem also from the opportunities presented by employing online resources in a multi-

channel approach. As the value of the Internet significantly depends on the firm’s industry 

(Chopra & Van Mieghem, 2000), it is further important to understand the related impact on a 

retailer’s operativity. Finally, as business students, examining how the technologies are shaping 

the shopping experience and changing the traditional way of doing business constitutes to us 

an attractive object of research. 

The analysis is based on a case-study approach and develops through qualitative assessment of 

interviews conducted with people involved in the firm’s business both internally and externally. 
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The primary aim is to provide an inter and intra-firm overview of the main economic actors 

participating by adding value to the network and measure their own perception of the brand. 

The paper develops the study on the move towards the online business of a localized premium 

fashion company by applying an ecosystem perspective. In particular, the firm is analyzed as a 

central entity in the constructed network under the lens of the Orchestrating Actor Ecosystem 

perspective (Guggenberger et al., 2020). This theoretical application helps to conceptualize 

different businesses interacting between each other in a value capturing system (Moore, 1993). 

Furthermore, the framework meets the intent of analyzing in-depth the specializations of each 

actor and their participation in the ecosystem in order to pursue the common objectives. Lastly, 

it is important to stress that the research was conducted within a timeframe comprising the 

company’s operativity before and after the advent of the pandemic.  

To lay the foundation of the thesis, the reader is first presented with a literature review to 

provide a thorough understanding of the fashion industry and the emergence of the Internet in 

support to a variety of retail formats. Subsequently, the conceptual framework of the ecosystem 

theory is presented and applied to the configuration of a localized premium fashion company. 

To explore the network evolution and shift towards the online business, thematic analysis with 

a total of fourteen participants among the brand’s employees, suppliers, customers and 

distributors is conducted. Further, the results are reported and illustrated in conjunction to the 

four theoretical foundations of centricity, centralized power, specialization and collective 

intention. The concept of adaptive capability is presented as complementary pillar and its 

relevance discussed in relation to the outcomes of the analysis.  
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1.1 Research question  

To highlight the exact purpose of the paper, the analysis’ objective is condensed into one 

research question. This reflects the distinct elements of the paper, namely to investigate how a 

traditionally analog sector adjusts to the market needs towards the digital dimension and to 

identify the main factors that supported this shift. The research question is presented as follows: 

Research question: How is a premium brand in the fashion retail industry affected by an 

external shift towards the online sales business?  

 

1.2 Scope and Delimitation 

This section outlines the delimitations related to the choices made when constructing the 

research structure, namely: i) research design, ii) object of study and iii) scope for geography 

and time. 

The thesis relies purely on a qualitative design under a case-study approach, as this allows for 

valuable insights to the rationale behind decisions of multiple actors and their impact 

operational performance (Frankfort-Nachmias & Nachmias, 1996). A potential drawback of 

such design is that it may result significantly context-dependent and offer limited opportunities 

for the generalizability of the findings. Furthermore, the object of study for this paper is 

represented by a localized premium fashion company, an international firm in between the 

luxury and fast fashion segments but solidly connected with the home market. Finally, the paper 

adopts a specific time window and geographical scope. Given the strong affiliation to the 

autochthone environment of the object studied, the analysis predominately considers the 

company’s activity in the Danish market. Furthermore, the timeframe chosen examines the 

business operations in the pre and concurrent period of the Covid-19 pandemic. Therefore, the 
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findings are hardly transferable to different regions or cannot disregard the economic 

consequences of the pandemic. 

1.3 Thesis structure  

To provide the reader with a comprehensive overview of the different elements and overall 

structure of the thesis, Figure 1 has been composed. For explanatory purposes and to ensure 

consistency between sections, some elements have been bundled together. In the first section, 

the central research question of the thesis is outlined while the following two sections review 

that relevant literature and develop the conceptual and theoretical foundation of the paper. 

Section four is occupied with the research methodology outlining the basis for performing the 

qualitative analysis, illustrating the analytic process applied and ensuring the validity and 

reliability of the findings. In the last two sections, the findings are presented and discussed, by 

highlighting the contributions of the study, the implications for practices and for the future, 

together with the main limitations. 

 

Figure 1 - Structure of the study 
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• Research questions
• Scope and delimitation

Introduction

•Fashion industry evolution
•Retail formats and structure
•History and growth of online retailing

Conceptual framework

•Ecosystem theory
•Ecosystem conceptualizations
•Orchestrating Actor Ecosystem

Theoretical foundations

•Research design
•Company case
•Thematic analysis

Methodology and 
data

•Centricity  -Centralized power  -Specialization-
Collective intention

•Adaptive Capability 
Results and 

analysis
•Contributions to theory
•Implications for practices
•Open questions and Limitations

Discussion

Conclusion



 12 

2. Literature Review 

The following chapter presents an in-depth analysis of the fashion industry, starting from its 

roots to the advent of fast fashion. It proceeds with an analysis of the fashion retail formats and 

the retail industry in general. Subsequently, it analyzes the relevance gained by online retailing 

in the last decades, studying its advantages and disadvantages. Finally, the chapter explores the 

different challenges faced by online and offline retailers and poses some questions regarding 

the future of fashion retailing.  

 

2.1 Emergence of the industry 

Historically, the genesis of fashion can be traced back to when humans first started wearing the 

first garments. However, it is only possible to talk about a fashion industry when the first 

fashion houses started developing. This event is traced back to 1858 when Charles Frederick 

Worth sewed a label with his name on a garment of his own creation for the first time (Milbank, 

1985).  

At the beginning of the 20th century, the industry started to acquire increasing relevance in 

society, mainly thanks to fashion magazines' great popularity – which featured many 

illustrations of the creations made by the best fashion designers at the time (Pouillard, 2013). 

However, the fashion industry had a very basic structure, and while it changed over time, it kept 

being very simple until the late 1980s. The main reason was that fashion houses at first only 

produced garments upon reservation and mostly for special occasions. Subsequently, after a 

strong industrialization process hit the western world, many big corporations started emerging. 

Their business model was based on predicting consumer demand and future design trends in 

order to produce fashionable clothing, even before the trends hit the market (Guercini, 2001).  
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In this context, the competitive advantage was maintained by those companies that produced 

large stocks of standardized garments at the lowest possible price – such as Levi's and the 

famous 501 jeans (Brooks, 1979). This was possible because at the time, people paid a moderate 

attention to the aesthetic and fashion styles. However, starting from the '90s, there was a 

substantial increase in garments' international trade, especially for women. Consequently, the 

demand for simple and standardized garments gradually decreased, directing the market 

towards a broadening and diversification of the offer (Bailey, 2001).  

 

2.2 The emergence of mass production 

In the 1990s, in an effort to adapt both to the sudden surge of dynamism in the fashion market 

and the transformation of how people perceived fashion in their everyday life, fashion brands 

started to expand their product lines and substantially speed up their response time to market 

trends. Such changes were crucial as fashion was no longer considered a matter that belonged 

only to the upper classes, but it became part of people's day-to-day life as it began to be 

perceived as a way to express themselves. As a consequence, the whole fashion industry 

underwent a profound transformation.  

Until the 1980s, the industry was dominated by large retailers that made it difficult to compete 

in national and international markets (Barnes & Lea-Greenwood, 2006). Their business models 

based on large volumes and long lead times – which required significant investments which 

were then immobilized for many months – represented colossal entry barriers for any 

newcomer. Therefore, to be profitable, smaller fashion houses and local boutiques began to 

invest in exclusivity rather than competition. Their objective was to gain a competitive 

advantage by selling garments that could not have been found in their direct competitors' stores.  
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By the turn of the new millennium, such a trend and the growing importance acquired by the 

fashion world catalyzed a substantial expansion of the industry, resulting in the number of 

fashion items available on the market to grow exponentially. Moreover, haute couture also 

became more and more popular. If before the fashion shows were attended only by journalists 

and professionals, in those years also people who could not afford to buy expensive garments 

began to be curious about it. This triggered a series of consequences that were reflected 

primarily in the structure of supply chains (Pouillard, 2003). 

 

2.3 The emergence of fast fashion  

Traditionally, the fashion calendar divided the year into two seasons: spring/summer and 

autumn/winter. However, as fashion retailers began to pay closer attention to the trends 

emerging from high-profile fashion shows and runways, and the products available in their 

offerings increased, several mid-seasons arose. Consequently, manufacturers had much more 

pressure to produce "quick fashion" in small stocks and with shorter lead times while also 

keeping costs as low as possible (Tyler, Heeley, & Bhamra, 2006).  

To comply with such needs, fashion companies began to outsource their production to 

developing countries, where there was a higher workforce availability at lower costs. Moreover, 

besides the important cost advantage, the shift of production to foreign countries yielded high 

profits for several other reasons, such as lower tax burden, distinctive brand positioning, high-

value research and singular designs (Gereffi, 1999). As a result, the fashion industry developed 

some of the most complex supply chains of all industries. 
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By the end of the 1990s and the beginning of the 2000s, the fast fashion sector became 

prominent in the fashion industry, and retailers such as Zara and H&M quickly conquered the 

market thanks to their ability to propose affordable garments inspired by the latest high-fashion 

trends in just three to five weeks since their appearance on catwalks (Barnes & Lea-Greenwood, 

2006). Up to this point, it is opportune to define what is meant by “fast fashion”. Hines and 

Bruce (2007) defined fast fashion products as: “inexpensive items, including clothing and other 

accessories (shoes, glasses, handbags, hats, belts, jewellery, etc.), produced rapidly by mass-

market retailers in response to the latest fashion trends”. On the other hand, Cohen (2011) 

defined the fast fashion model as “a streamlined system involving rapid design, production, 

distribution, and marketing”. In both definitions, the high speed of the chain is the principal 

peculiarity. In fact, as previously mentioned, one of the very reasons behind the rise of the fast 

fashion sector lies in how companies became quicker and quicker to respond to market trends. 

 

2.3.1 Features of the fast fashion industry  

First, the fast fashion industry's most important peculiarity is that the consumers’ demand is 

highly volatile, thus fast-changing and very dynamic. Since the internet and digital technologies 

have become extremely popular among people of all ages, fashion shows and runways also 

gained much more popularity. The most influential fashion events of the year are photographed 

and documented in many magazines, websites and social media pages. Subsequently, fashion-

conscious consumers are subject to several influences and trends that continuously change and 

shape their demand to keep up with the latest trends. Due to such dynamicity, it is almost 

impossible to accurately predict the market demand for a certain period or a specific product 

line. Hence, the fast fashion industry is characterised by very low predictability.  



 16 

Second, a highly volatile demand for fast fashion products implies fast responsiveness by 

fashion retailers in order to be profitable and survive in the industry. Consequently, to keep up 

with the high pressure, the production processes require shorter lead times. Moreover, the rising 

number of mid-seasons and items available on the market implies that products have a shorter 

life cycle, as they are rapidly purchased and rapidly disposed of. In this regard, also fast fashion 

brands want to shorten their products’ life cycle as much as possible. For example, the world-

leading company Zara adopts a “just-in-time” approach to its production processes. Zara sends 

unfinished "greige good" to its network of finishing shops; as soon as a new trend emerges, the 

greige goods are turned into finished items ready to be distributed in the retail shops. The 

average shelf life for a single line is one month, but if the product does not sell within one week, 

it is withdrawn from the shelves, any further order is cancelled, and a new design is pursued. 

Therefore, customers must make a buying decision right away when confronted with a new 

item because the next time they will go to that point of sale, that item might already be gone. 

Thus, fast fashion products feature high impulse purchasing. 

Third, since the number of products bought by a person on average has increased with the 

emergence of fast fashion, products need to have lower prices. To secure low prices, brands 

need to have low labour costs and low raw material costs, which – as previously mentioned – 

is possible thanks to the outsourcing of manufacturing processes to developing countries. 

Indeed, the ease in delocalization of production and distribution makes the low prices more 

achievable in the fast fashion industry than many others (Bosshart, 2006). The consumer 

demand for quick and trendy supplies at low prices results in the products' inevitable low 

quality. In particular, according to Cline (2012), the quality of a fast fashion item can be 

measured in how many washes it lasts until it starts to fall apart. Some brand openly admitted 

that their products would last for about ten washes, after which they would start to deteriorate 
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due to the low quality of their raw materials (Joy et al., 2012). A reason behind such a short 

lifetime of the products may be addressed to the lack of quality control, which would require 

too much time considering the three to five weeks production cycle.  

Another prominent feature of the fast fashion industry is the presence of several dominant large 

brands. In the past, the presence of big retailers was justified by substantial investments and 

long lead times. Nowadays, fast fashion brands need to integrate designs inspired by the latest 

trends, quick responsiveness and terse lead times to keep up with volatile demand. Therefore, 

to succeed, it is crucial to have mature and robust organisation systems that are very difficult to 

replicate; therefore, brands such as Zara, H&M, Gap or Forever 21 can beat the competition 

and dominate the fast fashion market.  

 

2.3.2 Fast fashion consumers 

As previously mentioned, nowadays fashion consumers are deeply exposed to many influences 

and information through technology and digital media. They shape their fashion preferences 

according to the latest trends on a daily basis. In general, fashion-conscious people follow their 

favourite celebrities' accounts on social media and see that they wear luxury items shown in the 

latest fashion shows. Consequently, they would like to possess the same apparels right away, 

but they may find them too expensive (Barnes & Lea-Greenwood, 2006). At this point, fast 

fashion brands step up and play their role in answering their particular demand by providing 

similar items just a few weeks after they have been displayed on catwalks and at a very 

competitive price.  

However, the literature lacks an extensive explanation of why consumers accept to buy 

regularly cheap clothes with a very short lifetime. Miller (2013) argued that many fast fashion 
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consumers perceive shopping as a source of pleasure and entertainment, suggesting that their 

behavior is guided by a form of hedonism rather than a sincere need for new garments. In fact, 

Miller found that these consumers appreciate the fact that they only have one chance to get a 

product, as the next time they visit the store, it might have been withdrawn from the shelves. 

The uniqueness of the products satisfies their desire to feel unique. Another driver deemed to 

be critical for the fast fashion industry is its incredibly low price (Cline, 2012). In general, 

consumers think it is funny to get fashionable clothes at very low prices; thus, they keep buying. 

Sometimes they may not even be interested in purchasing, but the prices are too attractive, and 

if they do not buy anything, they may regret it later. Furthermore, Cline (2012) adds that there 

is no physiological or psychological limit to how much garments people are willing to buy, 

creating a vicious circle that does not seem to have an end.  

In general, fast fashion products are thought and developed to be thrown away after a few wears 

due to their low quality and low resistance in time. Despite some occasional exceptions, this 

perception of disposable fashion varies among people of different age. Younger people tend to 

prefer to have a higher number of fashionables, cheap and low-quality garments rather than 

spending more money on fewer items. On the other hand, older generations generally choose 

quality over quantity, as they prefer to have fewer clothes but with longer duration and better 

quality. In particular, conservative buyers consider fast fashion to be a “waste” since people 

that buy many items throw the old ones away as quick as they buy new ones. Such behaviours, 

combined with the very high rhythms of production and the race to the lowest possible prices, 

put heavy pressure on people at the beginning of the supply chain and also on the environment 

(Cline, 2012).  
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2.4 The modern fashion retail market and the advent of globalization 

The internationalization process of the fashion industry has taken place over many years and 

has mainly occurred as a result of increasing proportions of companies shifting their production 

to low-cost labour countries. This has developed under the influence of the more comprehensive 

'globalization’ phenomena. In particular, companies in the retail industry have increasingly 

acquired a global perspective on how they do business in response to market needs. They have 

been faced with the necessity of developing strategies to compete internationally and manage a 

wide range of business complexities. As a consequence, small independent fashion boutiques 

found themselves in competition with international fast fashion retailers like Zara or H&M 

(McCormick et al., 2014). 

Furthermore, the internationalization process of the fashion industry ignited the emergence of 

global customers. Thanks to social and cultural transformation and improvements in 

communication, consumers worldwide are continuously exposed to the influence of fashion. 

This has led to an increased homogeneity in customers' fashion preferences across the world 

(Sterlacci & Arbuckle, 2009). Hence, strong and famous fashion brands with an extensive 

offering like H&M are perceived successful in virtually every country.   

In general, the internationalization strategies adopted by multinational companies differ in the 

approach to their expansion. Some took a discrete incremental approach tailoring their 

operations to the various international opportunities; others instead developed a single global 

strategy to all the retailing activities worldwide. Hence, it follows that the decision to 

standardize or use a case-by-case approach represents a crucial aspect in the international 

fashion retailing strategy (Birtwistle & Moore, 2007).  
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Moreover, the growth of retailers worldwide has taken place both in emerging economies as 

India or South-eastern Asian countries, contributing to their increased development, and in 

developed countries as Japan, Western Europe or the USA, where it spread more organically, 

reaching the point of saturation in the domestic markets (e.g., H&M in Sweden). In 2020, 

according to an analysis of the world's biggest global retailers (Kantar Retail, 2020), the 

majority of the top 10 positions was occupied by supermarkets such as Aldi (Germany), 

Walmart (USA) and Carrefour (France). Thus, it is essential to point out how these global 

retailers increasingly rely on fashion as part of their core business. 

 

2.4.1 Fashion retailers’ formats and structure 

Fashion retailers can vary significantly in their structure. Current academic literature lacks a 

unique and comprehensive definition of fashion retail formats (McCormick et al., 2014), 

therefore, distinctions in retail formats have become increasingly difficult to formulate as 

apparel items can now be sold in specialist apparel stores, grocery stores, department stores, 

independent stores, as well as luxury stores and sports stores. 

Overall, some formats have traditionally dominated the modern fashion retail industry; these 

include brands like H&M, Zara and The Gap. Such firms are specialized in selling their own 

apparel products – they may offer small associated accessories, footwear and other lifestyle 

items – under their own brand name. This creates an association between the products' brand 

image and name and the store where these are sold. The strategy is defined as monolithic or 

mono-brand strategy, private label branding, store branding or the establishment of own-brands 

(McCormick et al., 2014). Through this approach, the retail branded products are exclusively 

available in the retailer's own store, and the items are typically manufactured by a third party – 
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i.e., a contractual manufacturer under a license agreement. These fashion retailers are usually 

part of multinational chains with numerous outlets; therefore, they can achieve significant scale 

economies and bargaining power. This fashion-retail format category prevails in the middle and 

premium market and faces fierce competition due to the high degree of market saturation 

(Birtwistle & Moore, 2007). Examples are New Look in the UK, which, thanks to its thriving 

business, drove down prices while premium brands like Abercrombie & Fitch focused on 

product quality, image and brand equity. 

An exciting trend recently emerged in the retail industry has been the growth in the number of 

companies evolving from being purely brand manufacturers to retailers. This phenomenon 

significantly involved the premium and luxury market end. Ralph Lauren, for example, moved 

to the retail business by opening its own outlets in a perceived attempt to acquire more control 

over its market channels. However, this new development ultimately contributed to further 

reducing the distinctive features between simple retail and "branded" business (McCormick et 

al., 2014). 

Department stores represent the oldest format of retailing (Jones, 2017). They typically sell a 

wide range of products, including apparel goods, and operate at different market levels, from 

fast fashion to premium or luxury – as in the case of Harrods or Selfridges. These stores have 

traditionally sold outsourced branded goods, but many are increasingly leveraging their retail 

brand and extending into selling their own branded goods. The effectiveness of this approach 

is exemplified by the US middle-market department store Macy's (McCormick et al., 2014). 

Variety stores are considered a hybrid between corporate and department stores. They usually 

sell only own-label products but offer the same variety of a department store, as in the British 

Marks and Spencer case. Independents are a separate category of small-scale store stocking 

branded fashion products. Due to the limited offering and price range, they did not observe the 
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same success as the abovementioned formats, and their presence overlooks only specific 

markets such as French and Italy. 

Supermarkets’ store format dominates the world's top retailers (Kantar Retail, 2020) and 

includes Aldi, Walmart and Carrefour. Their footprints result to be increasingly taken over by 

non-food items, fashion in particular. The key driver of this shift has been the retailers' profit 

maximization strategy, able to achieve much larger revenues from non-food items rather than 

from grocery (McCormick et al., 2014).  Discount stores instead focus on selling lower-priced 

merchandise, such as seconds or out of season products.  

 

2.5 Growth of online retailing 

Retail formats have significantly evolved over the years. From the small family-owned general 

stores to the large department stores that begun to emerge in the 1950s. Supermarkets developed 

in the first half of the twentieth century, with the example of Kroger in 1929. Shortly after, 

malls and convenience stores, as 7-Eleven, started opening and prolonged their working hours. 

These were followed by the establishment of the first discount store Walmart in 1962, Kmart 

and Target emerged shortly after (D.K. Gauri et al., 2020). 

Technology started playing a significant role in the retail operations with the advent of the 

barcodes in 1974. A prime alternative to the traditional brick-and-mortar store is represented 

by the technology-based Home Shopping Network combining television and shopping together 

in 1985. Ten years later, Amazon sold its first book online, marking the beginning of the online 

revolution in the retail industry (Chevalier et al., 2003). Thanks to its extensive product 

assortment and price convenience, Internet retailing represented a significant threat to the brick-

and-mortar format of retailing. Online retailers succeeded in undercutting the already lower 
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than average prices of discount and category-killers, depriving them of a distinctive competitive 

advantage.  

Today, the two main categories of retail – online and offline – are progressively investing 

resources in order to reap the advantages of their counterparts (D.K. Gauri et al., 2020). Hence, 

newer formats combining both online and offline channels – known as multichannel and 

omnichannel retailing – are becoming increasingly popular.  

In this regard, e-commerce applications started their expansion on the wave of the new technical 

developments of the 1970s and 1980s. However, the use of the Internet in commerce yielded 

lower than expected returns initially (McCormick et al., 2014). Many traditional retailers were 

hesitant to adopt the Internet technologies, fearing a cannibalization of sales in their physical 

stores (RetailWire, 2017). Today, having an online presence and marketing capability is 

considered essential for the success of both B2Cs and B2Bs (Xia & Zhang, 2010). 

Online retail has been analyzed and distinguished according to different levels of development 

(McCormick et al., 2014). In the first stage, it serves exclusively as a communication platform 

providing information concerning product and store location. The primary purpose is to 

encourage customers to make a purchase physically at the store while, at the same time, raising 

the brand's awareness (e.g., Primark). The second stage is represented by the introduction of 

online webshops where retailers can sell their products and services online – i.e., a transactional 

website. In the final stage, online shopping becomes a source of value in the form of portals 

selling branded and own-label products and shipping them to different countries (e.g., ASOS, 

Amazon or eBay). In this form, the shops represent a one-stop-shop solution for customers and 

an essential platform for brands thanks to their global reach (Hart et al., 2000). 
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2.5.1 Features of online retailing: advantages and disadvantages  

The Internet is generally regarded as an extremely rich and flexible means (Smith & Rupp, 

2003). By operating through online channels, retailers collect new information and market data, 

establish two-way communication with customers, promote their products, and ultimately 

support the online ordering of merchandise (Doherty et al., 2010). In so doing, the Internet 

offers retailers the opportunity to enter new markets, extend their product lines, improve cost 

efficiency, and enhance customer relationships while delivering personalised offers. 

According to Pyle (1996), the global connectivity provided by the Internet creates new business 

possibilities that traditional commerce channels cannot rival. Many retailers now offer the 

possibility to shop via multiple channels, for example by offering a combination of physical 

stores, catalogues, call centers and e-commerce websites (Doherty et al., 2010). Indeed, as Tse 

(2007) noted, the strength of this approach results from enabling established retailers to leverage 

their physical assets and brand image while allowing customers to enjoy a personalised and 

pleasant online shopping experience.  

Whether physical or virtual, the store provides the setting within which the consumer interacts 

with the products and the company. Hence, it plays a pivotal role in shaping consumers' brand 

perceptions (Burt, 2010). In this regard, Weltevrenden and Boschma (2008) observed that 

established retailers that have opened up to online commerce tend to enjoy increased visibility, 

improved customer relationships and enhanced promotional exposure. Moreover, they suggest 

that those who developed the most punctual websites will also enjoy the most significant 

comparative advantage from their online strategies. 

Consequently, consumers progressively change their purchasing behaviours by integrating 

online shopping activities with visits to the retailers’ physical stores. For example, local stores 
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can become showrooms for omni-channel shoppers who need to physically see and touch 

goods, return them, or have a direct interaction with a store representative. The main benefits 

of the online format of retailing are represented by its degree of accessibility and product 

assortment, which is not linked to the physical storage in a specific location (Brynjolfsson, Hu, 

& Rahman, 2009). However, it does not provide the customer with a direct and personal 

shopping experience, which constitutes a significant limitation with respect to the purchase of 

sensory items in particular.  

In general, a retail format combines different levels of services such as information, 

accessibility, assortment, ambience, and delivery speed (D.K. Gauri et al., 2020). As Honka 

(2014) demonstrated, online search costs are generally much lower than offline search costs. 

At the same time, customers may choose to search offline and buy online, a purchase behavior 

denominated ‘showrooming’ (Ailawadi & Farris, 2017). Especially, this happens when the 

perceived quality and price online are more attractive than those in the offline store.  

Without the need of investing in physical stores and maintaining an inventory, online retailing 

achieves significant economies of scale (D.K. Gauri et al., 2020). Furthermore, centralized 

distribution centers and drop shipping arrangements with suppliers help securing vast products’ 

assortments. Amazon serves as fitting example by providing the access to 2.3 million books 

compared to 40,000 – 100,000 at a large brick-and-mortar bookstore (Brynjolfsson et al., 2003).  

 

2.5.2 The Smart Consumer Experience 

Having access 24/7 to global information through digital platforms has forced consumer-centric 

businesses to develop innovative strategies through diverse interactive relationships in order to 

satisfy the increasing demands of their prospects. Customers have progressively become co-
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creators of value through advanced technology and information, guiding the shift towards the 

so-called Smart Consumer Experience (SCE) (Roy et al., 2017). Businesses aim at pursuing a 

consistent consumer experience by integrating various channels that extend the touchpoints 

with customers and extend networks.  

The SCE emphasizes the role that consumers play in the consumption environment – they 

become principal transaction and interaction agents. They are content creators, evaluate the 

product and service they are provided with and, if satisfied, they turn into brand advisors and 

fans. Moreover, the shopping journey is conducted by employing smart devices or software that 

are uniquely tailored for each user. This has led to their gradual evolution into co-creators of 

value; subsequently, businesses are viewed as facilitators or co-constructors of value rather than 

principal suppliers of value (Kim et al., 2014).  

 

2.5.3 Multi-channel retailing  

The primary academic definition of multi-channel retailers refers to those brands relying on 

both online and offline channels for their business activities. Multichannel comprises the range 

of activities pertaining the design, distribution, coordination, and evaluation of different 

channels through which the marketer attracts and retains customers (Neslin et al., 2006). 

Retailers may thus combine the accessibility and assortment advantages of online retailing with 

those of personal assessment and immediate delivery provided by offline retailing. Physical 

retailers have indeed the advantage of providing information on non-digital attributes and 

shorter delivery time compared to online channels (D.K. Gauri et al., 2020).   

While the multi-channel approach may become necessary from a customer perspective – as 

consumers are increasingly more accustomed to making purchases online – it may present some 
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challenges from the retailers’ perspective (McCormick et al., 2014). Rosenbloom (2006) 

identified several burdens that multi-channel retailers need to overcome, including finding the 

optimal channel mix, creating integration and synergies across the various channels and 

achieving sustainable competitive advantages. 

In an effort to combine online and offline initiatives, the confines between physical in-store and 

online retailing are now progressively dwindling. Recognizing the changing customer 

behaviours, many retailers are increasingly investing in improving their multi-channel 

approaches, as there is significant evidence that consistency between offline and online 

offerings positively affects performance (D.K. Gauri et al., 2020). Moreover, Herhausen et al. 

(2015) discovered that integrating services between online and offline channels (e.g., through 

store trackers, availability controls, purchase returns) enhances service quality and lowers the 

perceived risk, which contribute to increasing the willingness to purchase through the online 

store without harming the offline store. 

 

2.5.4 Omni-channel retailing 

Driven by the most recent technological solutions, the retail industry has been moved towards 

an accelerated innovation process. Companies have been pressured to provide freely available 

information to customers 24/7 and transform the traditional store's concept accordingly 

(McCormick et al., 2014). This has led retailers to integrate the different market channels into 

a unique and continuous operational activity tracking each stage of the customer journey.  

The omni-channel retailing may be regarded as a further evolution of the integrated multi-

channel approach. Rather than using the online and offline channel separately or individually 

as in multi-channel retail, omni-channel retailing features the presence of both simultaneously. 
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In this optic, brands had to rethink their retail strategy in order to achieve an integrated customer 

experience in response to their needs, who are now using multiple devices and channels as part 

of their shopping experience. Subsequently, technology has assumed a crucial role to create 

such a unified customer experience, combining online content and offline sensory experience. 

Its introduction throughout the retailing process improves the overall shopping journey, 

enhances efficiency, and increases the sales points between shoppers and retailers (McCormick 

et al., 2014). 

Significant studies have shifted from considering the preferences within a single channel, to 

now focusing on how consumers mix the different channels (Oppewal et al., 2013). Despite the 

type of combination used, retailers need to provide a consistent shopping experience, 

particularly when moving from offline to online (McCormick et al., 2014). 

 

2.7 Dependencies in offline and online retailing  

2.7.1 Offline retail dependencies 

Offline retailers have been considerably challenged by the emergence of online shopping. 

Consumers have become progressively more familiar and comfortable with online purchases. 

In particular, their reliance on e-commerce has been significantly impacted by the pandemic 

and added important challenges to the offline business (D.K. Gauri et al., 2020). 

First, pricing constituted a primary disadvantage for physical retailers, as pure onliners do not 

incur in taxes consumers benefited from the reduced final price (Grewal et al., 2010). Second, 

online retailers, saving on maintenance and inventory expenses, may lower their overall cost 

structure. Furthermore, customers’ rising expectations with respect to convenience and 

purchase experience constitutes a significant threat for offline retailers, which need to compete 
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with the 24/7 accessibility of online stores and advancement in technology investments 

(Sahney, 2015).  

To overcome these significant challenges, offline channels have been increasingly focused on 

enhancing customers’ shopping experience by devoting resources to a wide variety of tools. 

For example, Canada Goose – a Canadian manufacturing firm of winter clothing – opened a 

new retail concept named “The Journey” where the visitor walks through a simulated glacier 

and tries the brand’s parkas in a snow-capped room. The store has no inventory and is aimed at 

engaging customers and creating brand awareness with the purpose of encouraging them to 

later shop online (Rebholz, 2020). In general, retailers are progressively developing interacting 

events to produce in-store experiences that attract customers and overcome the convenience of 

online purchases. 

Moreover, brands have promoted ways to bring the shopping experience into people’s home. 

For example, a further rising trend is represented by the resale or rental of second-hand clothing, 

especially popular among environmentally conscious shoppers. The American department store 

Nordstrom has launched a new resale concept named “See You Tomorrow”, selling both online 

and at the flagship store in New York City for second-hand clothing (Nordstrom Inc., 2020). 

According to Anderson (2020), the clothing resale market has experienced a 21 times faster 

growth than new clothing over the last three years.  

In the context of the Covid-19 pandemic, retailers had to develop strategies to make the 

shopping experience faster, easier and safer (D.K. Gauri et al., 2020). As an example, Best Buy 

started asking customers to book appointments in order to visit its shops, while Sephora did not 

allow them to test its products anymore. However, it is questionable whether these retailer 

initiatives will have a long-term impact on customers’ changing behaviors (Bhattarai, 2020). 
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Rather, technology is likely to have a crucial role in shaping purchasing habits both during and 

immediately after the pandemic (D.K. Gauri et al., 2020). 

Unable to show their products physically, some retailers have been adopting mixed reality (MR) 

apps and conducted virtual tours to show customers how their products look in a simulated real-

life environment. For example, Nike has introduced the use of an augmented reality (AR) app 

for shoe try-on (Gartenberg C., 2019). Furthermore, retailers are training their employees to 

leverage the new technologies in order to facilitate communication with customers and provide 

them with a personalized shopping experience.  

On this route, Copenhagen Business School in a consortium of partners from the Danish fashion 

and furniture industry, developed the “Virtual Stage” project with the aim of rethinking the way 

companies in the lifestyle industry showcase their products. Instead of relying on physical fairs, 

the Danish brands experimented with the use of a virtual reality platform to exhibit their 

collections internationally. The project ultimately allowed them to expand their export channels 

overcoming the restrictions imposed by the pandemic to the traditional distribution channels 

(Holmstrøm, C., 2021). 

 

2.7.2 Online retail dependencies  

The technical aspects of online retailing, such as up-to-date product information, reviews, 

simulated-use experience and improved personalization through artificial intelligence (AI) 

tools, may continue improving customer experience even after the end of the pandemic. 

However, online retailers are faced with their own set of challenges which prevented them to 

completely overtake offline channels (D.K. Gauri et al., 2020).  
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Product delivery indeed represents a significant hurdle. As customers are not provided with the 

enjoyment of acquiring their purchase immediately, they might switch to offline shopping 

instead. In addition, compared to offline stores, online channels are unable to provide a sensory 

experience, which may constitute a considerable disadvantage when the interaction with 

products is crucial for customers, as in the case of apparel items or fresh groceries (Liu et al., 

2017).  To overcome these barriers, online stores have significantly invested in offline assets in 

order to pursue the omnichannel retail approach (Brynjolfsson et al., 2013).  

Pop-up stores represent an effective means to offer customers a sensory experience, which they 

could not otherwise provide online. The shops are open only for defined periods of time and 

allow brands to create direct connections with consumers by offering personalized services. 

Amazon, for example, has been using pop-ups stores considerably (Walton, 2020). On the other 

hand, zero-inventory stores represent an alternative aimed at overcoming assortment 

impediments while providing sensory information. Customers may try apparels in the store, 

order them online and receive them at their door (Jiang et al., 2013). In this regard, to address 

the issue of time delivery and streamline the process, online retailers have developed order 

fulfilment solutions, including last-mile delivery, leveraging a network of technology and 

logistic providers. In addition, they are working on reverse logistics to ease their returns’ policy 

and control costs (Alshamrani et al., 2007).  

Finally, some online retailers have adopted mixed reality applications and data analytics tools, 

including machine learning and AI, to allow customers to visualize how their products would 

look in their homes. The online home furnishing retailer Wayfair, for example, has introduced 

a mobile shopping app, Room Planner 3D, which enables shoppers to view the furniture in an 

interactive three-dimensional room (Torbet G., 2019).  

 



 32 

2.8 Conclusions  

After having carefully analyzed the history and evolution of the fashion industry and the retail 

industry and having proposed a parallelism between online and offline retailing, it emerges how 

– despite the existence of hybrids such as omnichannel retailing – the online and offline retail 

worlds are still clearly distinct but have become increasingly interdependent. These two 

channels have progressively evolved and adapted to environmental changes, showing the 

importance of concerted action within the retail ecosystem. The different economic actors 

interacting in the industry, each with a distinctive role, seem to be gradually moving together 

between digital and physical networks. Therefore, the evolution of the concept of retail and 

operation channels - with a focus on the fashion industry - represents an interesting object of 

study. In fact, in contrast to other industries, it is an arduous challenge for fashion companies 

to reproduce digitally their clothing items, which often need to be tried on and touched by 

potential customers. On a longer-term perspective, it will also be fascinating to learn whether 

digital projects such as the Virtual Stage will only represent a temporary solution to the 

pandemic or will gradually become the norm in the future. What is certain is that the pandemic 

has forced companies that relied primarily on their physical networks to implement or improve 

their digital networks in order to survive.  
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3. Theory Development 

3.1 Ecosystem theory 

The concept of ecosystem appears for the first time in literature in the field of biology, when 

Tansley (1935) introduced the definition of ecosystem as “the whole system, including not only 

the organism-complex, but also the whole complex of physical factors in the widest sense” (p. 

299). Tansley (1935) introduced the term to simplify the concept of “complex organism”. 

Indeed, in his optic, ecosystems defined the co-existence of living and non-living entities under 

their environmental habitat (Guggenberger et al., 2020). Subsequently, during the 20th century, 

the concept of ecosystem was used almost only in the field of ecology, where ecosystems were 

identified as organisms living together in delimited borders inhabited by interrelated and 

interdependent parts and elements (Kast and Rosenzweig, 1972).  

However, as time passed, the concept of ecosystem has been transferred onto several other 

domains outside biology, thereby attracting the interest of the information system and 

management research (Guggenberger et al., 2020). One of the most prominent ecosystem 

analogies relates to its application onto the business field, where ecosystems are used to 

conceptualize different businesses that interact between each other forming a value capturing 

network (Moore, 1993). In particular, Moore (1993) considered business ecosystems to be 

innately shaped by coopetition, meaning that actors in a business ecosystem engage 

concurrently in hostile (competitive) and friendly (cooperative) relationships. Overall, 

broadening their scope beyond biology, ecosystems have been described as “a set of actors with 

varying degrees of multilateral, non-generic complementarities that are not fully hierarchically 

controlled” (Jacobides et al., 2018, p. 2255). 
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The first real life example of a business ecosystem is traced back to the advent of the automotive 

industry at the beginning of the 20th century, where the automobile represented the central 

platform for complementary goods and services (Moore, 2006).  

3.2 Ecosystem conceptualizations 

To date, the ecosystem concept has been transferred to a plethora of fields, with some authors 

identifying more than ten different applications. Guggenberger et al. (2020) conducted a 

thorough research about academic papers proposing different ecosystem conceptualizations, 

with the aim of selecting the most dominant ecosystem types present in Information System 

research. As a result, based on their study, business, platform, service, innovation and software 

ecosystems have been identified as the most recurrent and prominent conceptualization of the 

ecosystem concept in the IS perspective.  

Business ecosystems were firstly introduced by Moore (1993), and apply the ecosystem theory 

to business relationships. While the ecological ecosystem indicates self-organization, business 

ecosystems present various co-evolving and interdependent actors that complement each 

other’s capabilities and create value for their customer through cooperation and competition 

(Teece, 2016).  

Platform ecosystems are characterized principally by external innovation and third-party 

contributions. Therefore, the platform is the technological infrastructure composed of different 

modules to enable external innovation, while the corresponding ecosystem consists of users, 

vendors, and so on. In general, platform ecosystems are relatively novel in IS research and they 

are gaining increasing attention in the last years, as the discussion and scientific interest in 

digitally-enabled ecosystems – such as app stores – has become prominent (Guggenberger et 

al., 2020; Tiwana et al., 2010). 
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Service ecosystems are defined as “relatively self-contained, self-adjusting systems of resource-

integrating actors connected by shared institutional arrangements and mutual value creation 

through service exchange” (Vargo & Lusch, 2015, p. 10-11). They are composed of service 

providers, consumers and composition developers that concurrently create new services, thus 

providing new value to the ecosystem. Moreover, due to their nature, service ecosystems are 

continuously evolving.  

Innovation ecosystems draw upon the definition of business ecosystem introduced by Moore 

(1993), to which the notion of interrelated actors is added. However, the two ecosystems present 

an important difference. Indeed, while business ecosystems are primarily oriented towards 

value capturing, innovation ecosystems are ultimately focused on value creation. Indeed, in 

innovation ecosystems different stakeholders – such as focal companies, suppliers, customers, 

policy authorities, and external innovators – share sets of knowledge and skills with the ultimate 

goal of co-creating value (Gomes et al., 2018). 

Software ecosystems embed combinations of interacting actors on a shared technological 

platform that generates new software and services. Their principal peculiarities are the presence 

of a standard software, the interdependent relationships between stakeholders within the 

ecosystem and business-related aspects, such as user satisfaction (Guggenberger et al., 2020; 

Manikas & Hansen, 2013). 

 

3.3 Characteristics of an ecosystem 

Having established which are the most prominent ecosystem conceptualizations in IS research, 

it is important to describe which are the essential features that define ecosystems. To this end, 

Guggenberger et al. (2020) identified five core pillars – each entailing different features – that 
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decline the differences between five generic ecosystem types. The five pillars outlined by the 

authors are the population, the purpose, the relationship structure, the system configuration and 

the system dynamics.  

The ecosystem’s population is crucial in every type of ecosystem, since it defines the specific 

number of actors that form a community (Parsons, 1972). The population is defined in terms of 

its heterogeneity, specialisation and openness.  

The ecosystem purpose is essential to assess the decision-making processes, the participation 

and the actors’ behavior. Parsons (1972) underlines that a social system entails a value system, 

which comprises social goals. The ecosystem purpose is analyzed in terms of innovation and 

value creation.  

The relationship structure entails the largest number of features and it represents the social 

system of an ecosystem. Social systems derive from the interactions between the actors and the 

general “sense of belonging” (Parsons, 1972, p. 254). Differentiating characteristics for the 

ecosystem types are the presence of collective intention, resource sharing and symbiosis – 

which imply a fragmented decisional process – and centralized power and orchestration, which 

represent social centrality (Vargo et al., 2015; Parsons, 1972). 

The system configuration refers to the static structure of an ecosystem, which mainly consists 

of tangible and physical characteristics (Briscoe, 2010). To differentiate ecosystems in terms of 

their configuration, four features are taken into account. First, structuredness refers to the 

technical base that allows the relationship network to interact. Centricity relates to a manifest 

central entity, which may be a product, a platform or a value proposition (Adner, 2017). 

Coordinating mechanics refer to the implicit or explicit rules that coordinate the ecosystem 
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(Tiwana et al., 2010). Lastly, stability refers to the ecosystem’s robustness against external 

stimuli (den Hartigh et al., 2006).  

Finally, system dynamics describe the ecosystem’s behavior in response to environmental 

changes and variations over time. In general, ecosystems are time-variant due to their 

differentiating adaptive behavior and self-organization (Briscoe, 2010). Furthermore, co-

evolution (Moore, 1993) is an essential characteristic in every ecosystem type.  

Deriving from this classification, Guggenberger et al. (2020) outlined five generic ecosystem 

types, each entailing different dominant characteristics. In this regard, Table 1 presents an 

overview of the five ecosystem types, displaying their dominant characteristics and a brief 

description to make each type more tangible. Subsequently, potential applications of each type 

of ecosystem are discussed.  

 

Name Dominant characteristics Description 

Sociocentric 
ecosystems 

- Centralized Power 
- Adaptive Behavior 
- Stability 
- Loose Coupling 

Open communities that are organized 
around a social power, e.g., a keystone 
player, and evolve through adaptation 
to external stimuli. 

Symbiotic Collective 
ecosystems 

- Symbiotic Relationships 
- Collective Intention 
- Self-Organizing 
- Specialization 

Closed communities focused on 
symbiotic relationships to evolve their 
individual specializations. 

Centrally Balanced 
ecosystems 

- Centricity 
- Collective Intention 
- Loose Coupling 
- Specialization 

Open communities sharing their 
resources and specialization on a 
central object, which is con- trolled by 
collective intentions. 

Orchestrating Actor 
ecosystems 

- Centricity 
- Centralized Power 
- Specialization 
- Collective Intention 

Communities controlled by a central 
power and a central object used to 
orchestrate the individual 
specializations. 

Structured Resource 
Sharing ecosystems 

- Resource Sharing 
- Structuredness 
- Self-Organizing 
- Coordinating Mechanism 

Closed community sharing its 
resources through technical structures 
to co-evolve, steered by coordination 
mechanisms. 

Table 1- Overview of the ecosystem types (Guggenberger et al., 2020). 
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Sociocentric ecosystems generally focus on a social layer, and their ultimate goal is to pursue 

stability and symbiotic co-evolution among the cornerstone player and its partners. As an 

example, the sociocentric approach was used by ABB Canada in the 1990s to overcome a 

stagnation in sales. The Canadian company built an open network of partners and put 

themselves at the center in order to relate their capabilities to the partners’ activities, thereby 

co-advancing in their respective competitive advantage (Moore, 1996). 

Symbiotic collective ecosystems lack the presence of a central actor and are based on symbiotic 

relationships among the existing actors. The final goal of the ecosystem is to enable co-

evolution and value creation through sharing the actors’ unique capabilities. An example is 

DEMOLA, an online platform where students help each other sharing their unique expertise of 

their discipline symbiotically (Huhtamäki et al., 2013). 

Centrally balanced ecosystems revolve around a central object and present balanced power 

relationships among the actors, which are not connected in a network of dependencies, but are 

loosely coupled with the central actor. A representative example may be found in “Ag-

Analytics”, a platform that collects and aggregates data from several different sources so that 

academics can use a single repository for research projects (Woodard, 2016).  

The orchestrating actor ecosystem will be analyzed more in-depth in the next section, as it will 

be used as lens of analysis in the present work.  

Structured resource sharing ecosystems revolve towards a shared objective and present a 

decentralized structure. The integration of resources among the actors is made possible by 

technical structures that lead to the self-organization of the ecosystem. An example of such 

ecosystem is represented by the API ecosystem, in which the technical structure of digital 
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technologies permits the interaction between participants without the intervention of a central 

force (Evans & Basole, 2016). 

 

3.4 Orchestrating Actor Ecosystem 

Orchestrating actor ecosystems are based on a sound balance between a central actor and a 

number of decentralized structures. The presence of a central object and an orchestrating actor 

entails that both the social and technical aspect are of relevance. In such ecosystems, the 

orchestrating actor implements the collective intention, thereby integrating the specialization 

of every actor in order to pursue the common objectives.  

For a better understanding, Table 2 provides a more specific analysis of the core characteristics 

featuring the Orchestrating Actor ecosystems, providing a definition for each.  

 

Characteristic Definition Sources 

Centricity 
Refers to a manifest central hub, which 
might be a (software) platform, 
innovation, products, or more generally a 
value proposition. 

Adner, 2017; Burden et al., 2019; 
Gawer and Cusumano, 2013; 
Jacobides et al., 2018. 

Centralized Power 
Centralized power refers to a certain 
degree of centricity within the social 
subsystem, which can lead to aristocratic 
patterns. 

Basole et al., 2015 

Specialization 
Specialization refers to any contribution to 
an ecosystem, which is in most cases an 
individual offering or value propositions. 

Adner, 2006; Knodel and Manikas, 
2016; Vargo et al., 2015 

Collective Intention 
Collective Intention refers to an intrinsic 
motivation to participate and contribute in 
an ecosystem. It can become manifest, 
e.g., through coopetition or collaboration. 

Dhungana et al., 2010, Knodel and 
Manikas, 2016. 

Table 2 – Description of the characteristics of the Orchestrating Actor ecosystem 
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Centricity refers to the system configuration, as the static structure of the ecosystem mainly 

consisting of tangible resources – with a special highlight over a central hub that can relate to a 

software platform (Gawer and Cusumano, 2013), an innovation (Burden et al., 2019), physical 

products (Jacobides et al., 2018) or a value proposition (Adner, 2017). The concept of 

specialization builds on the distinctive roles that the actors within a population can take (Barrett 

et al., 2015) and the uniqueness of their value propositions (Liu et al., 2010). The level of power 

centralization and collective intention describe the different types of relationship structures, the 

first one emerges at a certain degree of social centrality (Basole et al., 2015) implying that the 

orchestrating actor has a direct power towards the central object and exercises a strong influence 

towards the other actors of the ecosystem; the second one encompasses every actor’s motivation 

to participate and contribute to the ecosystem (Knodel and Manikas, 2016). Moreover, the 

collective intention may be reached either through coopetition or collaboration (Dhungana et 

al., 2010). Finally, orchestrating actor ecosystems are by definition closed ecosystems 

(Guggenberger et al., 2020). Indeed, only a finite number of actors can have a direct influence 

and play a significant role in respect of the central object.  

For a better understanding, Figure 2 provides a visualization of the Orchestrating Actor 

ecosystem and its variables. 
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Figure 2 – Visualization of the Orchestrating Actor ecosystem. 

 

3.5 The ecosystem of a localized premium fashion company 

In this section, the network of a localized premium fashion-type company will be analyzed 

under the lens of the Orchestrating Actor ecosystem theory. In this regard, first we will define 

what a localized premium fashion company is, and subsequently the four pillars of the 

orchestrating actor ecosystem will be applied to the case singularly.  

First, it is important to state what is meant by localized premium fashion company. The term 

localized is being used to identify a company that sits on the fence in the global vs local debate. 

Particularly, a localized company is assumed to be a company that operates internationally over 

different markets, while – at the same time – maintaining a strong affiliation to its autochthone 

environment. The term premium is being used to differentiate between premium, luxury and 
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fast fashion. Luxury brands are usually related to high prices, top quality and scarcity. On the 

other hand, premium brands are usually identified by their good quality-price ratio, broad 

distribution and immediate distribution (Light, 2020). However, both categories have in 

common that they diverge from the fast fashion current. Indeed, luxury brands usually rely on 

top notch in-house manufacturing processes, and premium brands rely on quality materials as 

well, which can be either outsourced or produced in-house. Overall, in the present work 

localized premium fashion companies (LPFC) are intended as fashion firms that utilize good 

quality materials, produce slightly above-average priced garments and offer refined designs 

associated with a specific region's style.  

Since garments are the final outcome of a fashion brand’s operations, they may be identified as 

the central object of a LPFC’s ecosystem. Consequently, being the central object directly 

owned by the LPFC, it is apparent that the company holds a high degree of centralized power.  

The major relationships that characterize the ecosystem of an LPFC are the ones held between 

the company and its suppliers, distributors and end consumers. These are also the main players 

that – in conjunction with the LPFC – play key roles in the ecosystem and contribute to the 

overall value creation.  

In terms of specialization, every actor in the ecosystem has a different value proposition. For 

example, it is the suppliers’ duty to provide good quality materials at the right time, in the right 

quantities and at the right price point. On the other hand, external retailers contribute by making 

the company’s garments accessible to a vast number of customers, that otherwise the company 

would have not reached on its own. Despite they do not contribute to the ecosystem’s value 

creation, end customers play a crucial role, being the ultimate judges of whether a sales 

campaign is successful or not. Therefore, their feedback on the products is crucial for the LPFC 
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to assess the effectiveness of their strategies. Finally, the LPFC contributes to the creation of 

value through its branding power, by giving a name and an history to the garments created.  

Considering every actor’s specialization, the collective intention is to produce good-quality 

garments, with local designs and at a convenient price-quality ratio. Finally, such objective is 

reached through collaboration, rather than competition.   

To briefly summarize the features of an LPFC’s ecosystem, Figure 3 presents a visualization of 

the key relationships and contributions to value creation that shape the ecosystem.  

 

 

       Figure 3 - Visualization of the ecosystem of a Localized Premium Fashion Company 
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4. Research Methodology 

The purpose of this study is to analyze the relationship between online and offline channels 

adopted in the retail fashion industry, and how this has evolved over time. The analysis takes 

account of the role of the interactions between the different parties involved in the network and 

the disruptive impact of the Covid19 pandemic in the market. To achieve the objective, a case-

study approach was adopted; the Danish fashion brand Minimum a/s constituted the focus of 

the research. In this chapter, the research methodology developed to achieve this purpose will 

be presented.  The section proceeds in six sections which include the research philosophy and 

research design, the case-study presentation, the data collection and thematic analysis approach, 

and culminates with the data interpretation ensuring validity and reliability of the study.  

 

4.1 Research Philosophy  

The research philosophy is defined as a system of beliefs and assumptions that is used when 

developing knowledge (Saunders et al., 2019). During the research process, the researchers are 

prone in making a number of several assumptions. Three key types of research assumptions to 

distinguish research philosophies are identified and classified as ontology, epistemology and 

axiology. The realities encountered along the research process are ontological assumptions, 

assumptions about human knowledge are defined as epistemological. Furthermore, the 

researchers’ values contribute to influencing the stages of the analysis and constitute the 

axiological assumptions (Saunders et al., 2019).  

 

For the purpose of this study, the social constructivism paradigm will be applied, reflecting the 

approach that reality is constructed by social actors and it is in a constant state of change as a 
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result of the interactions between the different parties involved (Bryman, 2007). According to 

this perspective, humans are the founders of social phenomena by continuously creating and 

sharing meanings. Constructionists study these meanings; their purpose is to create new, richer 

understandings and interpretations of social worlds and contexts. The constructivists believe 

that there is no reality, and the reality is constructed by individuals who frame their own views 

of reality that researchers need to discover (Murphy, 1997). 

The constructivist researchers are relativist, in that they are interested in different opinions and 

narratives that can help to account for different social realities of a variety social actors 

(Saunders et al., 2019). For business and management researchers, this means looking at 

organizations from the perspectives of different groups of people. They would demonstrate, for 

example, that the ways in which the different stakeholders experience a large retail company 

are different, so much so that they could arguably be seen as experiencing different workplace 

realities. Researchers try to take account of this complexity by collecting what is meaningful to 

the participants of the study. They want to understand the organizational complexity by 

focusing on the differences in the individual perspectives within a workspace. Business 

situations are often unique and reflect a particular set of circumstances and interactions 

involving individuals coming together at a specific time (Saunders et al., 2019). 

Further, the constructivist philosophy is especially well suited for case studies, due to its 

reliance on in-depth knowledge often accumulated through interviews (Baxter & Jack, 2008). 

Lastly, Charmaz (2003)’s perspective on constructivism lies on the assumption of the relativism 

of multiple social realities and aims toward an interpretive understanding of the meanings 

created by the individuals. On this stance, the relativist approach will be applied in this paper 

as it aligns with the aim of uncovering the behaviors and perspectives through the interaction 

with a multiplicity of actors.  
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4.2 Research Design  

Research design is defined as the set of methods and procedures that describe how, when, and 

where data are collected and analyzed (Brown et al., 2017). Malhotra (2010) more broadly 

defines it as the researcher’s framework to find the answers to the research questions or to test 

the research hypotheses.  

Building on the theoretical framework of the Orchestrating Actor Ecosystem theory presented 

in the third chapter, the analysis will adopt a deductive approach; the key themes will be 

identified through the main theoretical foundations. With the purpose of testing the established 

theory within the context of a real case, the reasoning proceeds from the broad assumptions to 

the specific observations (Hyde, 2000).  

Different categories of research designs may be distinguished; however, they can be reduced to 

two primary formats – qualitative and quantitative research methods. Qualitative research 

mainly relies on semi-structured and non-numerical data collected both from primary and 

secondary sources (Ankiewicz et al., 2006). The approach is aimed at answering “how” and 

“why”, i.e. process questions within a specific context. A qualitative study seeks to identify 

underlying concepts and the relationships between them (Frankfort-Nachmias & Nachmias, 

1996) and results suited to the analyses that take into consideration the point of view of different 

actors.  

Qualitative methods are generally applied to gain a comprehensive understanding of a 

phenomenon and to propose new hypotheses, whereas quantitative methods are used to verify 

such hypotheses with empirical evidence and high accuracy levels (Mangan et al., 2004). 

Furthermore, case studies are well suited for answering “qualitative” research questions, when 

the researcher focuses on a contemporary setting and does not require control over this event 
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(Yin, 2008). Thus, they are considered appropriate to seek in-depth knowledge to understand a 

phenomenon and answer the main research question.  

Given the nature of the object studied, Minimum, a fashion company considered within its 

organizational context and the multiplicity of actors involved, the qualitative analysis stands as 

an appropriate approach to ultimately generate valuable insights for business practice. The 

rationale for choosing the methodology lays on the fact that it allows to investigate the same 

phenomenon on multiple dimensions and to analyze it from the perspective of the network 

participants. The latter, in fact, enables to potentially discover recurring patterns and interesting 

points of discussion. 

The choice of adopting the Danish fashion company Minimum as case-study stems from its 

strategic importance in relation to the purpose of the research question; that is investigating 

how a local retail brand makes use of offline and online channels when the reliance on physical 

stores is undermined. The company indeed distinguished itself by introducing a number of 

initiatives oriented towards the latest changing trends in the market. Furthermore, the brands 

presence across a number of European countries combined with the focus on remaining true to 

the Danish roots fulfills the selection criteria of a local brand with discrete international 

presence, apart from the extremes of luxury and fast-fashion brands. Hence, in its peculiarity, 

Minimum emerges as an attractive object of study which may ultimately lead to generalizable 

results in the industry.  

A potential drawback stems from the information provided by the interview participants and 

the consequent generalizability of the findings. The problem of separating a phenomenon from 

its context makes it difficult to generalize data (Yin, 2008), this is especially true when one 

single case study is analyzed. In addition, the researchers must be aware of potential bias from 

the participants of the study. However, Flyvbjerg (2006) contends that generalization on the 
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basis of a single case is nonetheless a valid approach, which may result central to scientific 

development. In line with the deductive approach, case study analysis is considered a valuable 

means to hypotheses testing. Furthermore, the critique of researcher’s subjective bias by 

adopting a case-study approach has been rejected on the grounds of the increased “closeness” 

to real-life situations which supports assumption revision throughout the analysis. Thanks to 

this, researchers may more thoroughly understand the viewpoints and the behavior, which 

characterizes the social actors object of study (Flyvbjerg, 2006). 

 

4.3 Company case 

Minimum a/s opened its first stand-alone retail store in Aarhus, Denmark in 1997 and 

progressively evolved into an international brand (minimum a/s., n.d.). By observing the 

increasing demand for the private labeled products, Peder Tang, the founder and owner, decided 

to move the brand to the wholesale business. In 1999 the first store was closed down. Since 

then, the company has experienced positive and steady growth with limited slowdowns 

(Respondent 1). In 2007 a female line was added to the brand, and today makes up 55% of the 

overall turnover with the male division covering the remaining 45%. Minimum is mostly 

distributed across Europe, with the exception of Sweden, by more than one thousand retailers. 

Besides Denmark, the company currently operates in Germany, the Netherlands, France, 

Austria, Belgium, Norway, Italy, Spain, Central Eastern Europe and Finland. Furthermore, the 

brand has partner distributors in Switzerland, Canada, Israel and Russia.  

True to the Scandinavian roots, the brand stands out through its “minimalistic” yet everyday 

wear kind of clothing. The company focuses on a niche design departing from the fast fashion 

and luxury categories in the market. Nonetheless it recently introduced a new division, called 
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Moves, which belongs to the fast fashion business. Instead of relying on preorders, the latter 

leverages on selling the collections directly in the showrooms. Before the pandemic hit, sales 

were primarily driven by showrooms and trade shows. Price-point wise, the company ranks at 

an entry premium level and the primary target group includes customers within the 25-40 age 

range.  

Minimum counts a total of roughly seventy employees across the world (LinkedIn, n.d). The 

Danish team responsible of sales nationally and internationally is comprised by five people, 

who oversee the daily operations, the relationships with distributors and partners, and identify 

the main fashion trends. The normal rhythm of operation develops in four seasons per year, 

with two main seasons in spring and autumn and two smaller capsule collections in between. 

The company configures as a purely wholesale-driven business, with the latter making up 98% 

of the overall turnover. It does not privately own any physical shop and considerably relies on 

an e-commerce platform – a B2C webshop– to promote the branding efforts. As of today, the 

majority of the business is driven by local boutiques and multi-brand stores, with online retailers 

overseeing 20% of the overall turnover.  

In 2019 the company launched the “Impact strategy”, a new sustainable approach centered 

around a collection named Essentials which leverages on all-year styles, stable pieces that can 

be replenished during the whole year and exclusively consist of sustainable garments. 50% of 

the collection for the current year uses this kind of fibres without compromising price and 

quality. The brand is increasingly moving towards an eco-friendly direction also on a corporate 

level by, for example, turning every office into green electricity. 

 



 50 

4.4 Sampling and Data Collection Methods  

Data collection refers to the process of gathering information in a systematic manner (Braun & 

Clarke, 2006). With the aim of gaining a comprehensive overview and examining the different 

perceptions within the same organization, respondents from distinct functions in various 

departments were selected. The people at Minimum interviewed were responsible of the sales, 

both on a managerial and support level, buying operations, customer service and digital 

marketing strategy. 

Selection criteria for interview participants were applied for the purpose of identifying 

individuals who could best inform the research question and enhance the understanding of the 

phenomenon under study (Sargeant, 2012). Accordingly, selection of the employees with more 

than two years tenure, covering central functions to the business was determinant to gain 

empirical evidence from data collection. The main purpose of the investigation was indeed to 

analyze the perspective of different actors within the same organization combined with 

partners’ and customers’ external perception of Minimum in order to gain an in-depth 

understanding of the brand’s ecosystem. The answers to the interview questions constituted the 

primary source of data. With respect to the extraction of data, the interviews required a defined 

coding methodology in order to appropriately categorize and interpret the collected data. Within 

the corpus of data gathered, only selected items were converted into extracts, i.e. individual 

coded blocks of data. Ultimately a screening of data extract was applied and contributed to the 

final analysis.  

Under the qualitative approach adopted, the analysis applies an interview research scheme. The 

thesis collects data from six interview participants from Minimum, one supplier and one retailer 

of the company, and six customers. For this study, a script as part of the interview protocol was 

developed as guide during the meetings and sent out in advance as requested by the employees. 
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For the purpose of comparing the different respondents, the interview protocol comprised a set 

of questions mainly related to the interviewee present work position, the main collaboration 

agreements with the external actors, the role of technology in the day-to-day operations and the 

perception of the company’s mission. The discourse proceeded with a focus on different 

dimensions, taking account of the present situation and their evolution over the years.  

A total of twenty interviews was conducted; to maintain a standardized length of the interviews, 

the meetings never exceeded 45 - 50 minutes of conversation. For all of the participants, 

interviews were exclusively conducted over Microsoft Teams, given the limitations on face-to-

face meetings imposed by the regulators as safety measure to contain the spread of the 

pandemic. During the interviews, video recording was applied to compensate for the difficulty 

to retain all information, in order to enable transcriptions and in turn use the transcriptions to 

analyze data. 

Table 3 below provides an overview of the respondents interviewed, their role in Minimum’s 

ecosystem, the respective department, the number of interviews and a record of which appendix 

readers of this paper can find the transcriptions of the interviews.  

In the beginning, the participants were briefly introduced to the main objective of the study, the 

theoretical underpinnings and assured of the confidentiality of the answers. However, in order 

to minimize the risk of response bias, questions were structured to be as least revealing as 

possible of the theoretical lens used to investigate the case. 

Interview guidelines applied are semi-structured. The key advantages of a semi-structured 

interview include its ability to provide a rich amount of data (Yin, 2008). Such richness stems 

partly from the notion that the participant is the expert and therefore offers some room to deviate 

from and elaborate on unknown aspects of the prepared questions.  
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Table 3 – Overview of the interview respondents 

 

 

TABLE OF RESPONDENTS 

# Role in the ecosystem Department Nr. of interviews Appendix 

Respondent 1 Minimum’s employee International Sales 4 A, B, G, S 

Respondent 2 Minimum’s employee Female department 2 E, H 

Respondent 3 Minimum’s employee Buying department 3 D, I, T 

Respondent 4 Minimum’s employee Digital marketing 1 F 

Respondent 5 Minimum’s employee Sales support 1 C 

Respondent 6 Minimum’s employee Male department 1 N 

Respondent 7 Supplier - 1 O 

Respondent 8 Retailer - 1 M 

Respondent 9 Customer - 1 J 

Respondent 10 Customer - 1 K 

Respondent 11 Customer - 1 P 

Respondent 12 Customer - 1 L 

Respondent 13 Customer - 1 Q 

Respondent 14 Customer - 1 R 

Total 20 
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Accordingly, the use of a semi-structured guide would make the participant more prone to give 

detailed responses (Sargeant, 2012). All interviews were initiated by informing the participant 

of the research topic, to make efficient use of allocated time and for the conversation to stay on 

track. 

While interviews are considered particularly beneficial in case study research, there may be 

some limitations to consider. One it’s the notion that participants’ responses may result biased 

(Yin, 2018). The roots for such bias may be due to their sensitivity of certain topics. Although 

this study does not investigate particularly sensitive topics, few questions related, for example, 

to Minimum’s employee perception of value created by the company or customers’ comparison 

with similar brands may be more inclined to bias. Hence, responses related to less objective 

points were carefully interpreted.  

The first round of interviews comprised a limited set of pre-defined questions asked to each of 

the participants, it focused on open-ended questions and allowed to adjust the scope of the 

analysis as new concepts emerged during the meetings. The semi-structured interview approach 

adopted allowed to maintain a formal structure in conducting the interviews, with the possibility 

of deviating from the more ‘standard’ questions towards some more specifically targeted to the 

respondent. This initial interview approach developed into more structured questions with the 

increasing volume of data gathered and as the main themes and relationships became further 

evident.  

 

4.5 Thematic Analysis  

The accumulated data need to be analyzed. Accordingly, this section presents the categorization 

process of data in relation to the main research question. Importantly, the themes of the research 
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question emerged from classifying data into categories. Subsequently, the sequence for data 

coding and analysis follows, which reflects the thematic method of analysis. The delimitation 

of certain topics within the scope of the research question and the coding process should thereby 

become clear in this section.  

 

4.5.1 Categorization and Coding of Data 

Once the interviews were conducted, thematic analysis was implemented with the purpose of 

categorizing and coding the collected data. According to Braun and Clarke (2006), among the 

diversity and complexity of qualitative methods, thematic analysis needs to be considered a 

foundational methodology for qualitative studies.  

Thematic analysis is defined as a method for identifying, analyzing, and reporting patterns 

within data. It re-organizes and describes a data set in rich detail. However, it also often goes 

beyond this, by interpreting various aspects of the research topic (Boyatzis, 1998). A theme is 

a relevant pattern or meaning among data which contributes significantly to addressing the main 

research question (Braun & Clarke, 2006). 

Flexibility is regarded as the main advantage of this approach to research. Thematic analysis 

may, indeed, be applied in different forms and it’s essentially independent of theory hence can 

potentially provide rich and detailed, yet complex, amount of data (Braun & Clarke, 2006). This 

peculiarity distinguishes the method from others that seek to describe patterns across qualitative 

data – such as ‘thematic’ discourse analysis, thematic decomposition analysis, IPA and 

grounded theory. In contrast to these methodologies, thematic analysis is not tied to any pre-

existent theoretical framework hence can be used within different theories. 
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A fundamental step in thematic analysis is making assumptions, researchers do need to state 

their own hypotheses explicitly (Holloway & Todres, 2003). With this purpose, the main 

concepts of the adopted ecosystem theory were used as vocabulary within each identified 

theme.  

Thematic analysis generally develops into two levels: semantic and latent coding. On a semantic 

level, themes are classified according to the data’s explicit meanings, whereas on a latent level, 

they are interpreted in their underlying meanings (Boyatzis, 1998). Latent themes refer to the 

main concepts of the theory used. With the purpose of relating the data collected through the 

interviews to our main ecosystem framework, latent analysis was implemented as important 

stage in the coding process. 

Braun and Clarke (2006) define thematic analysis as a non-linear, recursive process. Their 

categorization of the process in six different phases served as guideline for the objective of the 

analysis. Before initiating the coding process, time was devoted to transcribing the interviews 

and familiarizing with the data by reading through the data set.  

Next, the initials codes were generated. Codes are defined as the most basic segment of raw 

data or information that can be examined in a meaningful way regarding the phenomenon 

(Boyatzis, 1998). Codes differ from themes in that they are part of the process of organizing 

data into meaningful groups, whereas themes are developed at a later stage and are often 

broader, as result of the interpretation. With ‘theory-driven’ themes, specific questions may be 

asked with the purpose of building codes centered around them.  

Once the codes were identified, they were sorted into potential themes by including all the 

relevant data extracts within an overarching theme. In order to facilitate the visualization of the 

codes into themes and sub-themes, extract tables and thematic maps were used. Only the codes 
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which contributed to identifying a relevant and coherent pattern were aggregated in a single 

main theme. At a later stage, the themes classified were refined to ensure a clear distinction 

between them. Once a satisfactory thematic map was finalized, the content of data extracts for 

each theme was developed into narrative in order to describe the related theme in few 

meaningful sentences.  

4.5.2 Steps in the analysis  

In the current study, transcribed data was analyzed by means of the following steps detailed by 

Lieblich, Tuval-Mashiach and Zilber (1998). 

1. Selection of the subtext: Relevant texts in the narrative was selected for each of the 

questions asked and placed in new subtexts for each participant. For example, for the 

question about the company’s mission, any text that referred to it was selected and 

placed into one subtext. 

2. Definition of the content categories: the four categories – centricity, centralized power, 

specialization and collective intention – to whom the different themes link to, were 

predefined by the relevant theory as described in the literature review. Each of the 

categories, however, was read openly to define additional content categories, or themes. 

Lieblich et al. (1998) indicate that interview’s readers bring their own theoretical or 

commonsense assumptions to the extracts that they are attempting to analyze and 

interpret, so that predefined categories or themes in the theory may undergo some 

revision, based on the text. 

3. Sorting extracts into the categories: Actual sections of text were allocated to relevant 

categories/themes, which included relevant material from the same statement or across 

different statements. 
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4. Drawing conclusions from the results: The sections of text were processed descriptively, 

to generate a coherent interpretation of the content. 

 

4.6 Interpretation of Data  

The final phase of the process involved the analysis and production of the report. The aim was 

to provide logical and relevant interpretations of the extracts across themes to demonstrate the 

validity of the analysis. However, data must be interpreted according to the limitations of the 

adopted methods. While limitations of the case study method have been introduced and 

addressed with the support of existent literature, this section will more elaborately address these 

in line with the two terms validity and reliability. 

 

4.6.1 Validity and Reliability 

In order to ensure the validity and reliability of the analysis, five key points of attention were 

identified and appropriate measures to address those were subsequently adopted. 

Special attention was reserved to descriptive validity, i.e., the factual accuracy of data gathered 

and reported (Maxwell, 1992). This was mitigated by including detailed interview descriptions, 

examples of coding processes and illustrative extracts in subsequent appendices. Furthermore, 

all the online data collected, for example, from the company’s website, were taken from open 

and publicly accessible sources. In addition, comparison between the interview participants’ 

answers was adopted to provide accuracy in the phenomena under study.  

A second element taken into consideration was reliability, also referred to as ‘interpretive 

validity’ (Maxwell, 2002), i.e., the ability for others to measure the phenomenon by reproducing 
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the same methodology and arrive at similar results. This was regulated through parallel coding 

and consensus checks by both thesis partners to ensure that the reported results did not lead to 

diverging interpretations. Reliability should be tested by using the type of case study approach 

with similar contextual delimitations and participants of analysis.  

Construct validity constituted a third limitation, also defined to as ‘theoretical validity’ 

(Maxwell, 2002), i.e., the clear link between observations and the corresponding theoretical 

concepts. To minimize this risk, a clear protocol addressing the main theoretical concepts 

served as a guiding tool to collect relevant data from the participants. Furthermore, the process 

was revisited through iterations of data gathering via multiple interviews rounds which offered 

new insights and correspondences with the adopted framework (Glaser & Strauss, 1967). 

Internal validity (Yin, 2008), i.e., the degree to which causal relationships between constructs 

can be trusted was treated as fourth point of focus. This was pursued through careful selection 

of informants and data sources, to ensure pattern matching and corroborate the results. In 

addition, a selection of meaningful extracts was illustrated in the Findings section to capture 

thematic consistency in relation to the research question. The potential of subjectivity bias of 

the participants (Yin, 2008) was taken account of by careful consideration of underlying 

meanings in data to ensure the claims’ validity. Furthermore, repeated revision of the extract 

interpretation was implemented to ensure the logic development of the study and identify any 

inconsistencies.  

Finally, external validity or study ‘generalizability’ (Maxwell, 2002) was addressed. The latter 

constitutes a complex limitation for qualitative single-case studies, as these are traditionally 

context-dependent hence embrace the peculiarities of the analyzed phenomena (Yin, 2008). 

However, findings generalization is not the driving motive for this thesis. Nonetheless, the 

research aims at offering fruitful discussions and conclusions which may ultimately be extended 
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to similar objects of study. It is not to be excluded that the analysis of a retail fashion brand 

with similar national and international presence, online and offline means of operation and 

resource availability may lead to comparable findings.   
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5. Findings 

Several themes emerged from the individual interviews conducted with Minimum’s employees 

from the sales, buying, operations, customer service and digital marketing department. In this 

chapter the results will be analyzed via the thematic content analysis within the context of the 

theoretical framework presented in the third chapter of this paper. 

 

5.1 Themes identified 

By consecutive iterations, the following latent themes were identified and analyzed under the 

four main pillars of the Orchestrating Actor Ecosystem theory: centricity, centralized power, 

specialization and collective intention.  

Centricity:  

• Interpersonal relationships are the central object. 

• The central object has not changed over the years. 

Centralized power: 

• Online networks have become crucial. 

• Relationships with other actors are balanced. 

Specialization: 

• Specialization of Minimum.  

• Specialization of external actors and network relationships. 

Collective intention:  

• Minimum’s intentions. 
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• The ecosystem’s shared purposes. 

Furthermore, an additional recurrent pattern emerged in the discussion, which was 

consecutively identified and explained as the company’s adaptive capability to the external 

shock of Covid19. The latent theme identified connects to the theoretical concept of dynamic 

capabilities within an organizational system. Dynamic capability in general relates to a firm’s 

ability to build, integrate, and configure its internal and external resources and competence to 

respond to environmental changes (Teece et al., 1997). Adaptive capability is broadly defined 

as firm's ability to identify and capitalize on emerging market opportunities (Chakravarthy 

1982), which is manifested through the inherent flexibility of the resources available to the firm 

and the flexibility in applying these resources (Sanchez, 1995). Finally, empirical studies 

emphasize that the ability to adapt to environmental changes and align internal resources with 

external demand is critical to the firm’s evolution and survival in several industries (Wang et 

al., 2007). The importance and complementarity of the theme in pointing out the intrinsic 

flexibility that Minimum proved to be endowed with, contributed to the choice of including the 

concept as fifth pillar in the analysis. The relevance to the company’s case is illustrated in the 

related paragraph of this chapter. In the subsequent sections each latent theme is further 

exemplified under the respective theoretical pillar. 

 

5.1.1 Centricity related themes 

The concept of centricity surfaced during the discussions with the respondents in relation to the 

below interview questions: 

• The main entity to whom Minimum’s operations rotate around, defined as “central 

object” 
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• How the centrality shifted during the years 

• The impact of Covid19 on the company’s focal point 

Table 4 provide a list of extracts and recurring semantic themes, that eventually led to the 

recognition of two latent themes.  

Interestingly, from a substantial number of interviews with the different participants, a similar 

sentiment emerged. Several of the interviewed Minimum’s employees perceive a primary 

dimension as having an integral part in the core business, that is explained as the interpersonal 

relationships within the organization. Alongside this main pattern, further perspectives on 

centrality were reported by the other respondents.  

Respondent 5 attributes a central role for Minimum to a combination of three factors: the people 

within the company, the value proposition and the products targeted to the final customer. She 

strongly feels that the key driver for the company are the people that every day contribute with 

their hard work in delivering a service that exceeds customers’ expectations. Indeed, she asserts 

that “all the people that work for Minimum are really good at doing their job.”   

Further, her words communicate the tangible perception of being more than simple employees, 

but a community based on equality, commitment and altruistic behavior. People truly care about 

providing value to each other, which constitutes a key factor in supporting Minimum’s 

achievements. Respondent 6 stresses how people at Minimum “focus on always having a good 

time”, reiterating how it is crucial for them to work in a friendly and altruistic environment. 

This collaborative and stimulating environment became especially evident in the last year, when 

the company found itself dealing with the unexpectedness of the Covid-19 pandemic. Thanks 

to the strong bond built over the years, people didn’t feel discouraged, rather they became 

further focused on supporting each other and developing new approaches to treat the situation. 
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CENTRICITY 

Extracts Semantic Themes Latent Themes 

“I would say that definitely all the people that work 
for Minimum, all of them are really good at doing 
their job.” 
“I have to say that the people working here are the 
best.” 
“I think it has been working really well for us, we 
moved quite fast, and we have some really awesome 
people that […] helped us getting up to date.” 

People at Minimum are 
committed to their job. 

Interpersonal relationships 
are the central object. “I think that we showed it when the whole world 

closed down for the first time. I was so proud, proud 
of Minimum. I felt like I had this security net under 
me.” 
“I would say, the smaller we got, the closer we got 
to each other. And the more you want to help your 
colleagues, even though it's not your work area.” 
“It was when we had some internal challenges, when 
some of our owners left the company […] and we 
got in closer to each other.” 

Covid19 has 
strengthened the internal 
relationships within the 

company. 

“I think we're still on the same path as we have ever 
been and we're just moving way faster than I thought 
we could. So that's awesome.” 
“These value points have been the same. But 
obviously, everything has changed within the last 
year, because of Corona.” 

In the past years the core 
values have not 

changed. 

The central object has not 
changed over the years. 

Table 4 – Semantic and latent themes for Centricity 
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Notably, the company succeeded in adjusting to the shock and introducing alternative solutions 

significantly fast. In this regard, Respondent 5 affirms: “we showed it when the whole world 

close down for the first time. I was so proud of Minimum. I felt like I had a security net under 

me.”  

Interestingly, such sentiment is also shared by Respondent 7, one of Minimum’s suppliers. 

Indeed, he stresses how their “relationship has also become better because Minimum helped 

out quite a lot during the whole Covid-19 situation”, suggesting that Minimum focuses not only 

on keeping good relationships internally, but also with their external partners. Respondent 8, 

one of Minimum’s retail partners, agrees that its relationship with Minimum “is perfect”, 

furtherly supporting the above-mentioned theme.  

Despite the internal challenges, the pandemic strengthened the closeness among colleagues 

without changing their core beliefs and commitment to the brand (Respondent 3). In respect to 

their past job positions, the people at Minimum truly know each other and feel comfortable 

going to work every day; their partners and their customers notice it too when interacting with 

the company’s representatives. Respondent 3 asserts that “the smaller we got, the closer we got 

to each other, and the more you wanted to help out your colleagues, even though they are from 

different departments.” Working for a business that values equality and regards people within 

the organization as a priority is a crucial driver of the employees' commitment and passion for 

the role they play (Respondent 3).  

From the experience of the pandemic, the formal strategy remained unchanged, such as the 

move towards sustainability. As stated by Respondent 5 “we are still on the same path as we 

were before. The difference is that now we are moving way faster than I thought we could.” 
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Moreover, the different members adopted new ways to feel connected, by using online 

channels, and maintain the team spirit. They indeed recognize the importance of technology as 

unifying factor internally and strategically in order to keep up with the market trends. 

On Respondent’s 2 perspective, a central position in Minimum’s operations has been achieved 

by the suppliers, the agents and the retailers. She stresses the importance of their services for 

the company to be provided with and sell the right products at the right time within the price 

target. Furthermore, the value of online partners became even clearer during the last year, 

thanks to their direct connection with the final customers. The lockdown forced by the 

pandemic indeed challenged the dynamic relationships with the three parts, while allowing 

them to retain a central focus. Transparency and stability in the relationships with online 

retailers resulted crucial to ensure quality and an efficient communication system with 

prospects (Respondent 4). 

As additional element of centrality, Respondent 1 recognizes the importance of creating a story 

to shape the brand’s perception. Minimum focuses on standing as a Danish lifestyle brand, 

which not only revolves around the specificity of the product but also on customer experience. 

The company focuses on offering a service that goes beyond the seasonal collection and 

encompasses everything that is around it. Having been part of Minimum for almost eight years, 

Respondent 1 observes that the attention towards developing a storytelling product evolved 

over time and assumed a central role recently with the need of being distinguished and sustain 

the market’s pace. Indeed, he stresses “if you're only known for your product, and not 

necessarily the brand, and everything around that, then you can be easier to substitute. So, it is 

really important for Minimum to tell the whole history behind the product.” 

Overall, stemming from the discussion with the respondents, three semantic themes and two 

latent themes emerged. First, many respondents pointed out how Minimum’s employees are 
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motivated and committed to their job, and how the crisis brought by Covid-19 has strengthened 

the internal relationships within the company, laying out the latent theme that people represent 

the central object in Minimum’s ecosystem. Second, it became apparent the semantic theme 

whereby Minimum has consistently valued interpersonal relationships, suggesting the second 

latent theme, that is that the central object has not changed in the last few years.   

 

5.1.2 Centralized power related themes 

Regarding Minimum’s ecosystem, the interviewees provided different point of views in relation 

of the following point of discussions: 

• The principal actors that Minimum collaborates with and their relevance for the 

company  

• The distribution of power in the business relationships held by Minimum with its 

partners 

• The influence of the pandemic in collaborative relationships with physical and pure 

online retailers  

As a result of the different conversations, three semantic themes surfaced and have suggested 

the existence of two latent themes. Table 5 provides an overview of the themes emerged and 

the related extracts. 
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Table 5 – Semantic and latent themes for Centralized Power 

  

CENTRALIZED POWER 

Extracts Semantic Themes Latent Themes 

“Especially under and pandemic, Zalando has become 
increasingly important to us. We both provided value to 
each other, they have been really good for us as we have 
been good for them. It's a really great collaboration.” 
“I think it was a very wise choice that we made this shift 
during the pandemic, because just to sit back and wait to 
see whenever this pandemic would have ended, it would 
have been a big loss to us.” 
“Well, in terms of customers, we see a lot of larger, online 
players gaining more traction, like Zalando and About 
You. Major platforms like these have been important for 
many years, but we've seen that their focus perhaps 
shifted a lot during the last few years.”  

Under the pandemic, Minimum 
put more effort in collaborating 

with online partners.  
 

Online networks 
have become 

crucial. 
“ We are looking more into seeing what kind of digital 
solutions we can use to grow the business in terms of 
percentage and collections.” 
“We were some of the first one among the Danish brands 
to introduce the digital showroom, already a year ago, 
and we did it just after Corona started and it was planned 
in advance, so it was not because of Corona.” 
“We almost finished a VR project. […] The virtual 
showroom project wasn't really something that we have 
planned on a short run. But since the Corona came, and 
we couldn't meet our customers in person, we had to 
accelerate.” 

Minimum has been following 
the digitalization trends. 

“We are not changing suppliers every season or every 
year. Because we believe in long term relationships.” 
“I think that in the last couple of years, good relationships 
with the retailers have become more important, especially 
with physical retailers.” 

“It's a two-way communication and agreement.” 

Minimum relies on long-term 
and trustful relationships. 

Relationships 
with other actors 

are balanced. 
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Particularly, on the suppliers’ side, Respondent 3 underlines that “Minimum is not changing 

suppliers every season or every year. Because we believe in long term relationships.” This 

attitude has become even more important during and after the pandemic. Indeed, Respondent 3 

explained how during the first Covid-19 outbreak she had to ask to all their suppliers if it could 

have been possible to delay the payments by 30 days, since they did not have anyone to sell the 

final products. And “thanks to many years of cooperation and always using a good tone” most 

of them accepted. Overall, Respondent 3 describes Minimum’s relationships as “a two-way 

communication and agreements”, underlining how Minimum does not tend to prevail over its 

partners, but rather prefers to keep balanced relationships. 

Respondent 7, Minimum’s supplier, agrees with the statement made by Minimum’s employee. 

In particular, he appreciates how “open and innovative” their relationship is, stressing that 

“Minimum is a very good partner, because they are very open minded”. Moreover, he deems 

personal relationships to be “essential” in order to build enduring and trustful business 

relationships.  

On the retailers’ side, Respondent 2 agrees that Minimum has “always been a steady company”, 

and especially during the pandemic they “reached out to customers and helped them to get 

through the crisis.” In this regard, she asserts that it is crucial for the company to always operate 

“in the right way”, as stability and steadiness are fundamental for long term growth. 

Furthermore, Respondent 4 also affirms that in the last years, “a good relationship with the 

retailers have become more and more important, especially with physical retailers”. And, 

according to him an efficient way to help them overcoming their challenges is to “always make 

sure to provide the correct information at the right time, so that they are always equipped to sell 

Minimum’s products” – which is the ultimate goal of the relationships.  
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As a retailer, Respondent 8 confirms that his relationship with Minimum is “about giving and 

taking”. Moreover, he asserts that “Minimum stands out because we are focusing on each other, 

and everything that gets attention eventually will grow. And if we focus on both buying and 

offering a lot of Minimum clothes in our shops, then we will also get the attention back by 

getting some more credits when it comes to helping out. […] Both Minimum and us are profit 

driven companies, but in 2021 you cannot only have profit as a goal. Because if profit is your 

only goal, then you are not on it for the long run. Passion is also very important”. By underlining 

how altruistic behavior and mutual respect are crucial in his relationship with Minimum, 

Respondent 8 further confirms that Minimum’s relationships with external actors are generally 

balanced.  

A further latent theme that emerges from the interviews is that online networks are becoming 

increasingly crucial. Accordingly, many respondents pointed out that Minimum has been 

establishing more and more relationships with online retailers over the past three years, and it 

has also implemented different initiatives to align with the ongoing digitization trend. 

In this regard, Respondent 5 underlines how online retailers, such as Zalando, have become 

crucial to Minimum’s operation, “especially when the physical stores had to be shut down 

according to the public safety measures”. Moreover, Respondent 4 stresses how the online 

players are also gaining more traction, as online fashion marketplaces are generating an 

incredible amount of traffic.  

In terms of digital initiatives, Minimum is putting a strong effort in projects that in the next 

years will help the company in cutting costs and achieving higher profit margins. In the past 

year, for example, the company has invested in the creation of the New Order, a virtual 

showroom that allows its retail customers to remotely visualize the products that the company 

has to offer. Moreover, the New Order also operates as B2B portal where retailers can log in 
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and re-order stock directly from Minimum’s warehouse, thus enabling the company to show 

and provide a wider selection of garments (Respondent 1). Additionally, the company is 

working on broadening the reach of its e-commerce website by creating five new versions in 

five different languages (Respondent 4).  

Overall, two semantic themes emerged from the discussion with the interviewees entailing that 

in the last years Minimum has been following the digitalization trends and has been expanding 

the business relationships with online partners, thus suggesting the latent theme that online 

networks are becoming increasingly crucial to Minimum’s operation. Stemming from the 

interviews with respondent both from Minimum and external actors, it emerged as further 

semantic theme that Minimum tends to prefer long-term and trustful relationships, thereby 

enlightening the latent theme that Minimum’s business relationships are overall balanced. 

 

5.1.3 Specialization related themes 

From the interviews conducted with Minimum’s employees, different business interactions 

with a wide range of actors and their individual specializations emerged.   

The related answers stem from the following interview protocol’s areas of discussion:  

• Participant’s introduction and presentation of role at Minimum  

• The main actors the company is currently interacting with   

• Minimum’s role within the ecosystem and its evolution   

Table 6 presents several extracts which led to the identification of three semantic themes and 

two underlying latent themes. 
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Minimum’s operations build on a complex system of network relationships both within and 

outside Denmark. From the suppliers to the local distributors, each actor within the ecosystem 

adds value to the company through its own specific task. So does Minimum, which, through 

timeliness and brand uniqueness, valuably contributes to its counterparts. Hence, it is apparent 

that the aggregate network relies on a robust system of collaborations.   

Respondent 1 identifies the partnerships with suppliers and B2B customers as key contributors 

to the brand’s operational activities. Indeed, being a 98% wholesale-driven business, Minimum 

does not privately own physical shops, but relies on local multi-brands boutiques and on its e-

commerce platform as direct point of contact with the end customers.   

Respondent 5 oversees the relationships with the key accounts, providing support to the sales 

representatives through backend data reports. In addition, she intensively works with “pure 

onliners”, such as the German Zalando, which have become crucially important both as partners 

and customers in the last business year. The year 2019 indeed saw the rise of e-commerce 

platforms and – as previously observed – brought Minimum to strengthen its partnerships with 

online retailers.   

However, despite the increasing relevance of the platforms, the company’ sales are still mainly 

driven by physical wholesales, which comprise roughly 75% of the overall turnover – with 

online sales making up the rest. Respondent 3 has direct contact with all the suppliers localized 

in different countries such as China, Thailand, and Indonesia, and manages the design team. 

Thus, before the pandemic, her function was extremely reliant on traveling to the factories and 

having in-person meetings with the partners connected with the business. 
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Table 6 – Semantic and latent themes for Specialization 

  

SPECIALIZATION 

Extracts Semantic Themes Latent Themes 

“I work significantly for the key accounts providing them 
with all the data they need, and I deal with all of the more 
specific requests that they have. Compared to Casper, the 
international sales manager, I have a more back-office 
role.” 
“I work on female sales internationally. I work under 
Casper (International Sales) and I oversee all the female 
aspects.” 
“My area of expertise is the whole e-commerce part, and 
I'm the head of the marketing department.” 

People at Minimum and their 
roles. 

Specialization of 
Minimum. 

“Our biggest supplier really understands what we are 
looking for.” 
“The main assets in our value chain would definitely be 
our suppliers […] and the next would be our B2B 
wholesale customers.” 
“Suppliers are very important, because if they cannot 
provide us with the products we requested, and if they're 
not able to reach our suggested price targets, then it's 
difficult for us to go to the agents and provide them with 
a good collection to go to market with.” 

Collaboration with external 
actors, combining design, high 

quality and price level. 

Specialization of 
external actors 

in the 
ecosystem. “We have agents in Germany, France, Finland and they 

need to have all the information from our backend.”  
“We collaborate with company called XFactory owned 
by a Danish guy that has been living in China for 20 
years. It has been a great cooperation with him.”  
“I think we have around 800 B2B customers in total. If I 
should mention just two of the biggest ones, it would be 
Zalando which is our biggest account. And then we have 
a big chain of physical stores in the Netherlands called 
Sissy Boy. 

International business 
relationships. 
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Their direct contact significantly contributed to the negotiations and to building stable 

contractual relationships. In this regard, Respondent 3 asserts that “suppliers are very important, 

because if they cannot provide us with the products we requested, and if they're not able to 

reach our suggested p rice targets, then it's difficult for us to go to the agents and provide them 

with a good collection to go to market with.” Ultimately, collaborating with international 

suppliers which truly understand Minimum’ style, has allowed the brand to find the balance 

between great design, high quality and price level.  

Furthermore, Respondent 2 stresses the importance of suppliers, followed by the agents and the 

online partners. The latter having achieved an increasingly relevant role in the last year in terms 

of relationships with the end customers. Minimum has indeed become progressively more 

dependent on his suppliers while agents and distributors are now a critical point of contact with 

prospects.  

Within the marketing department, Respondent 4 highlights how large online players, such as 

the German About You, have been progressively gaining more traction and became crucial 

marketplaces over the last years. Their main advantage builds on risk minimizing since, unlike 

the traditional physical retailers, they overcome the need of stocking the products. 

To adjust to the new trends within e-commerce, Minimum is currently developing new digital 

solutions, notably a B2B platform for the retailer customers together with an e-commerce 

platform for the end customers. Furthermore, the content team has introduced initiatives 

combining physical and digital tools. The company is integrating product displays via video 

with detailed descriptions of the item in terms of fitting and quality and provides a physical 

quality book listing all the materials. The approach is designed to compensate for the “need for 

touch” feeling and ultimately offer credit security to the buyer before the purchase. 
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In general, in terms of business relationships, Minimum brings value to the partners through 

the helpfulness of its employees and punctuality in honoring the contractual obligations on time. 

In addition, as confirmed by Respondent 7 and Respondent 8, in the past year Minimum has 

never hesitated to help its retailers, who were unable to pay for some orders due to the forced 

closure imposed by the Covid-19 pandemic. In turn, some partners have also extended a helping 

hand to Minimum when it needed support. In this regard Respondent 3 argues that Minimum 

helps its partners “in every way possible”, as they are “not known for shouting at them or being 

rude”.  

Moreover, Respondent 7 points out that Minimum’s open-mindedness is crucial in their 

relationship. He believes that both Minimum and his company are very “open and innovative”. 

In particular, what his organization brings to Minimum are “new ways of doing textile 

production” offering “something that they cannot get anywhere else”, emphasizing Minimum’s 

efforts in the field of sustainability. As an example, Respondent 7 affirms that whenever they 

present last-minute projects – which usually entail new sustainable raw materials, or innovative 

production processes – “they are on board right away”.  

Conversely, Respondent 3 believes that suppliers bring value to Minimum thanks to their 

knowledge of the company’s preferences in terms of fabrics and target customers. Some 

suppliers “really understand” what kind of materials Minimum prefers for its collections, and 

sometimes they sew Minimum’s label on the samples they propose to the buying department; 

in this way, Minimum could be able to put the sample straight into their collections. Such 

practices are considered very “wise” by Respondent 3.  

In turn, Respondent 8 believes that Minimum's value- added lies in its focus on digital practices. 

Indeed, he believes that “Minimum is really a good example of a company who is, at the 

moment, really integrating digital worlds with the offline world”, making life easier for local 
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retailers. He points out that the New Order, the virtual showroom platform launched in the last 

year by Minimum to manage the relationships with its retailers, has allowed them to maintain 

successful business relationship, even though they were physically unable to meet.  

Overall, it has been observed that Minimum contributes to the ecosystem’s value creation by 

being attentive to its partners’ needs, supporting sustainable initiatives and introducing digital 

practices to adapt to the digitalization trends of the retail market and overcome the difficulties 

brought by the Covid-19 outbreak. In turn, suppliers contribute to creating value through their 

deep knowledge of Minimum’s preferences, and by collaborating with the company in 

developing innovative and more sustainable production processes. While retailers contribute 

by allowing Minimum’s products to be reached by a large number of customers located across 

all Europe.  

 

5.1.4 Collective intention related themes 

The concept of collective intention has been discussed in relation to the following topics during 

the interviews:   

• The company’s mission and the implemented strategy to achieve the objectives   

• The approach developed to bring value to the network and vice versa   

• The achieved milestones and specific goals for the future   

The main results of the discussion are summarized in Table 7, which presents the four semantic 

themes emerged from the interviews, and two underlying latent themes. Moreover, a list of 

extracts to support such findings is provided.  
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Table 7 – Semantic and latent themes for Collective Intention 

 

COLLECTIVE INTENTION 

Extracts Semantic Themes Latent Themes 

“Minimum creates and tailors long lasting minimalistic 
and Scandinavian clothes, moving more and more into a 
sustainable direction.  
“The mission is to be faithful to the DNA of Minimum, 
to be on top of the trend in the fashion industry, but on a 
level where our target consumers would want to buy our 
products.” 

The mission of the company. 

Minimum’s 
intentions.  

“When you sell a collection, you need to involve the 
buyers in a journey that starts from the design phase. [...] 
you need to be able to tell a story.” 
“We are in a group of many Scandinavian brands. And 
we can all make the same shirt. […] Therefore, you really 
need to be able to tell the right story and prove that you 
are a good and stable company to work with.” 

Minimum is focusing on 
creating a story around the 

brands and its products.  

“We decided two years back that we wanted to move 
more and more into sustainability. […] This sustainable 
journey aims at convincing the customers to go from 
cheap prices to good quality products at a slightly higher 
price.” 
“Minimum brings value to the industry […] by having 
introduced a number of green initiatives.” 
“Our industry is polluting at such a high level that we 
have to do something. I am very satisfied that we are 
making such a strong effort in changing our production 
processes in order to make them more sustainable.”  

Minimum is integrating 
sustainability in the core 

practices while keeping the 
focus on high-quality. 

The ecosystem’s 
shared purposes. 

“I would like to keep the same cooperation we have now 
[…] as I believe that what we are doing now is a good 
thing, and we should easily be able to go forward.” 
“We are really focusing on how we can make profits, of 
course, but also on how we can do it in a way that the 
whole chain is ‘friendly’.” 

Common objectives with 
external partners. 
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Minimum’s value proposition builds on creating and tailoring “long-lasting, minimalistic, 

Scandinavian clothing”. Furthermore, in the last years, the company has been accelerating 

towards a “more sustainable direction” and increasing digitalization processes. Indeed, 

Minimum’s main purpose is to “become a reference point for other fashion brands in terms of 

sustainability and innovation”. 

Respondent 3 identifies Minimum’s objective as a fashion brand in maintaining “its unique 

Nordic design while achieving a top-level positioning in the industry”. The company’s DNA is 

centered in delivering the “minimalistic Scandinavian taste across Europe, and hopefully 

beyond”. As stated by Respondent 2, Minimum focuses on “offering classic but also informal 

clothing at a reasonable price.”    

Recently, the company has progressively shifted towards a focus on sustainability by 

collaborating with suppliers that adopt eco-friendly practices in the production processes while 

maintaining high-quality standards. Minimum uses sustainable fibres, is increasingly 

committed to avoiding wastes and has been the first retail company in Europe to re-use its 

deadstock by recycling the wasted fibers. The goal of becoming a “100% sustainable company” 

in the next future mentioned by Respondent 1 further signals this commitment. The approach 

builds on the brand’s confidence that customers put quality and environmental consciousness 

first in their purchase decisions. Respondent 5 believes that the company’s drive towards 

excellence and high-quality materials while standing as an “ethical” brand, constitutes a key 

differentiating factor. Thanks to the external collaborations and core values, Minimum has 

succeeded in achieving the desired positioning in the retail industry – as a fashion premium 

brand distinct from the fast fashion and luxury segments of the market. 

On a sales perspective, the company adds value to its partners in the wholesale business as a 

stable and well-recognized brand by providing them with the relevant knowledge of the retail 
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market. Departing from the trends of fast fashion, the brand produces long lasting garments and 

has built durable and mutually beneficial collaborations. Through the relationships with 

partners, it has created the longed-for image of a lifestyle brand and connections within the 

physical retail. 

According to Respondent 4, having good business contacts with partners and wholesale 

customers is indeed part of the company’s mission in order to ensure high quality services 

and emerge as the preferred player to associate with. Furthermore, in order to tell a story behind 

its products and provide an experience to the end customers, the company aims at “involving 

the different actors in the network from the very first stages in the production process.” 

As mentioned earlier, in the past year, Minimum has evolved towards a more digital approach 

to the market. Due to the physical limitations raised by the Covid-19 restrictions, it has 

developed new online initiatives, such as a digital project serving as virtual showroom and point 

of contact with the customers. Despite the unexpectedness of the pandemic, the reliance on 

online means of communication has now become integral part of the brand’s strategy. Indeed, 

as stated by Respondent 1, the company has “rediscovered the benefits of e-commerce” and is 

keen on further move into this direction. On a digital marketing stance, Respondent 4 affirms 

that the goal is to maximize the contribution of e-commerce to the overall turnover of the 

company. 

From an organizational perspective, Respondent 3 emphasizes the centrality of people within 

the organization as driving force of the employees’ commitment. The people working at 

Minimum feel to be part of a community, where each single individual is equally responsible 

for the company success or failure. The teams have their own purpose and direction, but 

ultimately, they jointly contribute to achieving the same shared goals.  
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The importance of building a close knit-environment for the company’s mission became 

increasingly tangible during the Covid-19 pandemic, which brought people at Minimum even 

closer. In this regard, Respondent 5 asserts that “it was when we had some internal challenges 

[…] that we got closer to each other.”  

Overall, Minimum is currently working on expanding the brand’s presence in the Danish 

market, growing opportunities in the German market, and finally positioning in the French 

market. However, all these objectives are pursued while keeping sustainability as the overlying 

core value to follow. Respondent 5 indeed stresses “I would love to see a us becoming a bigger 

brand than we already are, but in an eco-friendly way – as we are already doing.”, Respondent 

2 adds “It would be very nice if the home market would grow up, […] for us it would be a great 

milestone to reach.” 

To sum up, the ecosystem’s collective intention emerges as supported by both Minimum's 

internal values and the main actors it collaborates with. The employees act as a community and 

contribute to delivering the brand’s value proposition centered around Nordic design, high-

quality and storytelling products, with an increased focus on sustainability and technological 

integration. The same inner purpose is shared by its network, which highlight the overall 

alignment in the ecosystem. 

 

5.1.5 Adaptive capability: the influence of Covid19 

The concept of adaptive capability in relation to Minimum’s practices emerged repeatedly 

during the discussions, especially when posing the question on the impact of the Covid-19 

pandemic on the firm’s operations. This reactive aptitude was identified in the company’s 

effectiveness in terms of flexibility of resources and prompt alignment between resources, the 
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organizational form and continuously shifting strategic needs. Indeed, many respondents 

pointed out how Minimum reacted quickly to the abrupt shutdown of the physical networks 

imposed by the pandemic, by implementing different measures to contain damages and 

eventually turn the situation in its own favor.  

In this regard, Table 8 provides a list of extracts stemming from the interviews, which led to 

the identification of two semantic themes and an underlying latent theme.  

The sudden outbreak of the pandemic brought along several challenges that each employee was 

confronted with. The sudden closing of the physical shops represented the most significant 

threat. In this regard, the company was forced to rely on alternative means to have a direct 

interaction with customers, to physically visit their partner suppliers and to publicly present 

products at retail fairs. However, the pandemic was not regarded by the people at Minimum as 

a “purely shocking situation”. 

In particular, Respondent 1 underlines how “agility is extremely important” for Minimum “to 

be able to navigate and take quick decisions and implement them on a corporate level.” Indeed, 

he asserts that Minimum has always been focused on implementing agility throughout the daily 

operations in order to react quickly to external shifts. Moreover, recent events have 

demonstrated that Minimum’s philosophy brought good results. Indeed, despite the tremendous 

crisis that hit the physical retail market in 2020, Minimum has been able to reach the targeted 

profitability goals within a lower turnover, allowing the company to break even and contain the 

damages.  
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Table 8 – Semantic and latent themes for Adaptive Capability  

 

In order to promptly react and adapt to the changes in the business environment, the brand 

increasingly focused on investing in new online initiatives. In this regard, Respondent 1 asserts 

that “when everything was shut down, we were forced to allocate our investments differently. 

One of the investments was the virtual showroom, but we had to rethink the marketing 

investments as well. Therefore, the majority of cash was invested in our own webshop to 

generate some traffic and branding on our platform.”  

ADAPTIVE CAPABILITY 

Extracts Semantic Themes Latent Themes 

“As we are a relatively small player, agility is extremely 
important for us to be able to navigate and take quick 
decisions and implement them on a corporate level.” 

Agility is a key factor to react 
and promptly adjust to market 

shocks.  

Minimum is a 
flexible 

company. 

“We tried to figure out a way to deal with these changes 
and, of course, we started to spend more on online 
initiatives. We developed different campaigns and our 
own online platform -I think we did a good job, and we 
did it quite fast.”  
“We needed to get more liquid funds, so we decided to 
put much more effort into our own webshop. […] 
Therefore, we just launched a new strategy by opening up 
localized webshops in different countries.”   
“I think we made a very wise choice by implementing this 
shift during the pandemic, because if we would have just 
sat back and waited to see whenever the pandemic would 
have ended, it would have resulted in a big loss for us.” 

Due to Covid-19 restrictions, 
Minimum allocated more 

resources to online initiatives.  



 82 

Furthermore, as stated by Respondent 4, the company is launching “localized webshops in five 

different countries,” adapting their content to the targeted customers. This approach is aimed at 

developing alternative forms of conducting the business while maintaining the brand’s 

recognition and offering credit security to the buyers when virtually purchasing the products.  

Many respondents underline that an important lesson that the company learnt during this 

difficult time is how to respond to critical changes in the market. Indeed, the relatively limited 

company size allowed Minimum to leverage on its flexibility and implement a new go-to market 

approach in short time compared to their bigger competitors. Rather than remaining attached to 

the traditional means of operation, the people at Minimum took a responsive attitude and 

opened to novel B2C initiatives. Thereby, the company assumed a proactive stance towards 

online channels at the earliest stage of the pandemic by participating to the Virtual Stage – a 

digital showroom aimed at supporting Danish fashion and design brands overcoming the effect 

of Covid-19. The combination of transformations and initiatives that Minimum undertook all 

contribute to highlighting the brand’s ability to adapt and rethink the application of its resources 

to quickly respond to the market needs. 

To conclude, the semantic themes emerged during the interviews suggest that agility is a key 

aspect in the company’s operations, and that in response to the Covid-19 consequences, 

Minimum had to reallocate part of its resources towards the implementation of digital practices 

to overcome the sudden disruption of their physical network. Consequently, the underlying 

latent theme is that Minimum is a flexible company. Indeed, thanks to its adaptive capability it 

has reacted promptly to the recent crisis, twisting the situation in its favor by quickly 

accelerating towards the digitalization of its operations. 
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5.2 Customers’ perception of Minimum 

As being the last party in the ecosystem left to analyze, this section will provide an overview 

of how the end customers perceive Minimum as a brand, and how – and if – the steps the 

company is making towards digitalization and sustainability influence their buying behaviors. 

However, it must be noted that by being a wholesale-driven company, and by not owning any 

flagship store, Minimum does not have a direct relationship with its end customers. Therefore, 

they do not play an active role in shaping the ecosystem’s collective intention. Nevertheless, 

end consumers are still a key asset to Minimum, as they are the final judges of whether their 

efforts are successful or not.  

It is a common sentiment among Minimum’s employees, that in the future the company should 

focus on engaging and interacting more with its final customers. Respondent 3 stresses that the 

company “would love to interact more with them going forward”, but as of today, any steps 

towards this goal are yet to be made. Additionally, Respondent 2 believes that Instagram could 

be a key tool to engage digitally with the end customers and smaller retailers. She recognizes 

that Minimum should invest more resources in this regard, since it could substantially improve 

their relationships by giving the brand a more human touch, to which people could relate.  

In general, a sense of satisfaction about the products purchased and the related shopping 

experience permeates among the customers interviewed. Many respondents state their 

satisfaction especially concerning the good quality of the products and the typically Danish 

designs. Notably, many respondents describe Minimum garments to be of very good quality, 

“minimalistic” and in line with the Danish lifestyle and sense of fashion.  

However, due to its deeply rooted Danish designs, Minimum fails to differentiate itself from 

other typically Danish fashion brands. Respondent 11 believes that “they produce good quality 
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products, and their style is very minimalistic. But this is very common among Danish and 

Scandinavian brands in general”. However, besides its classic Danish style, Respondent 12 

finds in Minimum’s products “a bit of an edge”, suggesting that Minimum is able to blend its 

typical designs with attractive experimental or avant-garde elements.  

In relation to the buying experience, the customers interviewed believe that the process has 

been easy and straightforward, regardless of whether it happened online or physically. 

Particularly, none of the respondents has reported any specificity regarding the whole process, 

suggesting that it has not grabbed their attention in a particular aspect. As discussed in the 

previous sections, one of Minimum’s objectives for the future is indeed to create a story around 

its products, engaging with the customers through the whole sales process, thus creating an 

experience that goes beyond the simple customer-retailer relationship, and creates a sense of 

belonging towards the brand.  

To achieve this goal, Respondent 1 states that Minimum is currently investing in 

“communicating directly with the community”, as the pandemic showed that they “cannot rely 

only on the wholesale business”. In this regard, he asserted that it is currently under discussion 

whether they should open some flagship stores in Denmark in the next few years. Respondent 

2 and Respondent 3 also believe that Minimum should improve its direct communication with 

the customers, as at the moment is almost non-existent. Respondent 2 believes that some steps 

should be taken towards “brand awareness” in general, while Respondent 3 stresses the 

importance of being more interactive, but “without losing the DNA” that has distinguished 

Minimum so far.  

Interestingly, one of the company’s suppliers – apparently not involved with Minimum’s 

relationship with its end customers – depicts the company’s communication style with the 

external world as a major weakness. Indeed, Respondent 7 states that Minimum is “steps ahead 
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when it comes to incorporating sustainable fibers” but they do not communicate it “effectively 

enough”. He stresses how there are many Copenhagen-based companies that implement far 

fewer eco-friendly initiatives but excel at communicating through ad-hoc marketing campaigns. 

Focusing on sustainability, the respondents show mixed feelings. While some recognize its 

importance, and admit preferring eco-friendly brands, others believe that nowadays 

sustainability has become more of a “buzzword” (Respondent 9) serving brands’ marketing 

goals, and do not let it influence their shopping behaviors. However, as reported in the previous 

sections, Minimum’s involvement in sustainability practices is much more deeply rooted rather 

than just motivated by marketing reasons. In fact, as confirmed by both Minimum employees 

and external suppliers, Minimum is a first mover in the Danish market in terms of using organic 

raw materials, and one of the first companies in the world to recycle its deadstock, thus moving 

towards a long-term future of circular economy and zero waste (Respondent 3, Respondent 7). 

This lack of customer awareness of Minimum's current practices again sheds light on the 

company's weak communication strategy.    

In facts, many consumers – especially younger ones – claim to be attentive and close to 

sustainability issues and would be happier to buy Minimum garments again if they knew that 

the brand actively contributes to the fight against waste and the reduction of environmental 

impact throughout its value chain. For example, Respondent 11 asserts that it would “encourage 

[him] to buy again from Minimum”, while Respondent 10 affirms that she would “definitely 

buy more”, as she appreciates “when companies have a sustainable philosophy”. Moreover, 

Respondent 13 and Respondent 14 assert that despite their shopping behavior is mostly 

influenced by the price and quality of the products, knowing that a company is also invested in 

supporting green initiatives would “positively” affect their judgement, and assuming all else is 

equal, they would choose a green company over a non-green one. 



 86 

A further highlight that emerged from the interviews with the customers concerns Minimum's 

online presence. In general, both customers who purchased online, as well as some of the 

respondents who purchased products in physical stores expressed their appreciation for 

Minimum's website, and how the company is “easily accessible” (Respondent 11) through 

Zalando. Respondent 13 stresses that “the website is very well-designed and conveys the true 

image of the brand”, while Respondent 10 appreciates its “beautiful pictures, especially 

showing the Danish landscapes”. Finally, Respondent 9 draws attention to the ads received after 

having searched the brand on Google, stating that they are “spot on”.  

In conclusion, stemming from the interviews conducted with Minimum’s end customers and 

other external actors in the ecosystem, it emerges that the company is widely appreciated for 

using very good quality fabrics and adopting eco-friendly practices throughout the supply chain. 

However, it is apparent that Minimum lacks a clear and effective communication strategy. The 

findings show that if a thorough marketing campaign on its sustainability efforts was 

implemented, customers would be more willing to buy Minimum garments, and the company 

could further differentiate itself from the other similar Danish and Scandinavian fashion brands. 
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6. Discussion  

In this chapter a discussion on four main areas will be developed. Initially, a summary of the 

findings is presented. Thereafter, the findings are discussed in relation to the literature on the 

retail fashion industry and the Orchestrating Actor Ecosystem theory, presented in the 

theoretical foundations section of this paper. Lastly, a discussion on the implications for 

practitioners is conducted, followed by considerations on present open questions, limitations 

and opportunities for future research. 

 

6.1 Summary of the findings 

This study examines the operations’ evolution in a fashion retail company by the means of 

online and offline channels when the reliance on physical stores in undermined. With the 

purpose of answering the main research question, after reviewing the relevant literature we 

concluded with applying the Orchestrating Actor Ecosystem theory to a case-study approach. 

The interviews conducted with the employees, external partners and customers of our object of 

study, the Danish fashion company Minimum, led to the identification of nine latent themes 

organized under five theoretical pillars. The results from the analysis provide support for a 

dynamic process of adaptation. The company indeed succeeded in integrating new online 

initiatives in the day-to-day operativity while maintaining the focus on interpersonal 

relationships and brand’s unique features. Minimum acts as the orchestrating actor by 

leveraging the trustful and long-term collaborations built within the ecosystem, thus integrating 

the specialization of each actor in the network to pursue the collective intention. 

Stemming from the analysis presented in the Findings chapter, Figure 4 provides a visualization 

of Minimum’s ecosystem.  
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   Figure 4 - Visualization of Minimum's ecosystem 

 

To sum up, Figure 4 shows the central role of interpersonal relationships in balancing the power 

distribution among the different players in the ecosystem. Moreover, the specializations of each 

actor are listed in order to explain how every player contributes to pursuing the collective 

intention. Finally, the role of end customers as feedback-giver is shown.  

 

6.2 Contributions to theory  

The conducted research contributes by presenting the themes which helped to explain the 

research question, investigating how a premium brand in the retail fashion industry is affected 

by an external shift towards the online sales business. The identified patterns opened up points 
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of comparison and areas of discussion which will be illustrated with respect to the fashion retail 

literature and the Orchestrating Actor Ecosystem theory.  

 

6.2.1 Literature on the fashion retail industry in relation to the results 

By looking at the themes identified under the theoretical pillars of centricity, centralized power, 

specialization and collective intention, it emerges that the Covid-19 pandemic produced an 

important shift in Minimum’s network relationships. However, rather than a predominantly 

technological change that would be expected as result of this external shock, a primary focus is 

devoted to the social dimension.  

The different roles and specializations within the network that the brand built increase their 

relevance and meaning. It is not a question of how the different actors are connected - physically 

or digitally - rather it becomes a question of the people they are connected with. The human 

focus of the themes emerges further by analyzing and taking them into consideration 

collectively. The interpersonal relationships constitute a central object at Minimum regardless 

of the pandemic. As a reaction to it, the same focus is afforded through different means and 

intensity. It follows that, while technology is gaining an increasingly crucial role in the day-to-

day operation, it is still not regarded as a central, rather a supporting player. 

While being aware of the influence of new information technologies (ITs), especially in the 

fashion industry, in translating the in-store experience to the online environment (Blázquez M., 

2014), our research highlights the value of people for the company’s business. The novel Covid-

19 pandemic and the resulting containment measures posed a challenge to interpersonal and 

community interactions. If, on one hand, this severely impacted the physical goods sector, on 
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the other it contributed to strengthening social relations internally and leveraging on these to 

overcome the challenge of the situation.  

In his study on the retail industry, Walsh J. (1991) emphasizes how technological innovations 

stem not just from advances in science, but also from social system configurations. Together 

with the market context, established social relations contribute to influencing innovative 

outcomes. In particular, the focus is on the relationships among managers, workers, consumers, 

suppliers and institutions. Furthermore, Granovetter (1985) points out that economic 

organizations are embedded in social interactions. The different actors in the organization are 

viewed as interest groups and ultimately affect the rate of adoption of a certain technology 

(Pfeffer, 1981).  

The importance of long-term and stable relationships emerged in the context of Minimum’s 

collaborations with network partners and suppliers. The employees indeed stress the level of 

trust they have built over the years thanks to positive and transparent communication. Contrary 

to the conventional view that a firm’s core strategy is exclusively regulated within the internal 

boundaries (Kogut & Zander, 1996), the results of the analysis show that external transactions 

constitute a critical resource particularly for a company with an international distribution. 

Engaging with these actors may indeed ultimately become a determinant source of competitive 

advantage (Nesheim 2001) and support the business overcoming difficult circumstances. 

Thanks to well-established relationships, Minimum was able to negotiate the normal 

contractual conditions and accommodate the requests of suppliers and distributors while 

consistently meeting the pre-set positive margin. Hence, in contrast with the traditional 

resource-based view of the firm, this paper highlights the opportunities of exchange transactions 

and assets integration.  
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Drawing upon the latest literature trends on customer experience in the retail industry, the 

interviews conducted with Minimum’s employees and customers evidence the emergence of a 

new shopping experience. The rapid progress and unrestricted accessibility of the new 

communication technologies have driven the combination of in-store and online purchases. The 

intensive use of technology has become an integral part of the buyers’ experience, which is no 

longer limited to the physical shop. This paper supports the perspective of a comprehensive 

customer experience, increasingly digital and built on network relations. Accordingly, the 

above trend has been defined as the new “networked experience” of shopping (Pantano & 

Gandini, 2018).   

 

6.2.2 Orchestrating Actor Ecosystem theory in relation to the results 

By applying the ecosystem perspective, the concept of adaptive capability emerged as 

additional point of focus in the analysis and caught the attention due to its importance in 

complementing the illustration of Minimum’s network together with the four main theoretical 

pillars. Furthermore, the peculiarity of the Orchestrating Actor Ecosystem contributed to 

identifying this new perspective and added sense of dynamicity in analyzing the changes in the 

physical goods retail industry.  

A significant share of literature on ecosystems, has indeed been generally applied to investigate 

digitally native environments, as, for example, within e-commerce and the Sharing Economy 

(Weill et al., 2015; Soska et al., 2015; Adner, 2006; Laamanen et al., 2016). The objective of 

this paper is rather to analyze a traditionally analog sector, which moved towards the digital 

space gradually. The theoretical framework adopted helped examining and becoming further 

aware of the evolution from offline to online within the physical retail industry. Ultimately, it 
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allowed to merge the different aspects of physically and digitally based ecosystems rather than 

relying on a single type of system configuration.  

Similarly, Isckia (2009) applies the “business ecosystem” perspective to represent the 

progression of Amazon.com from a cyber-bookstore to an Application Service Provider (ASP). 

The paper highlights the centrality of the company in the ecosystem and the contribution of the 

external partners in bringing products and services to the customers. The aim is to analyze the 

stages of development Amazon went through by leveraging on both collaborative and 

competitive relationships to ensure the operational prosperity. Without claiming it explicitly, 

the study thus emphasizes the company’s dynamic capabilities in response to the market needs. 

However, it departs from the present analysis by taking into consideration the ecosystem of an 

Internet-based retail company which developed into a pure e-commerce platform. The 

theoretical framework adopted for this thesis, instead describes the structural shift experienced 

by a brand traditionally reliant on physical interactions which increasingly moved towards 

online shopping and integrated new virtual initiatives in its business model.  

The concept of firm’s adaptive capability helped to connect and enrich the meaning of the four 

categories from the ecosystem theory; centricity, centralized power, specialization and 

collective intention. Minimum’s central object, the people and the history created around the 

brand, progressively strengthened over the years and assumed a primary focus as a reaction to 

the pandemic. The power distribution in the network relationships between the company and 

its partners evolved with the emergence of pure online players in the retail sector. As a 

consequence, new roles distinctions developed in the ecosystem. Despite maintaining stability 

in its core values, Minimum learnt to move faster to achieve the shared objectives. Thanks to 

the ecosystem perspective adopted, it results clear that the brand’s ability of adaptation 

permeates all the four pillars.  
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Drawing on the dynamic capabilities’ perspective (Teece et al., 1997), studies suggest that a 

firm’s adaptive capability may ultimately enhance the financial performance and the degree of 

innovation. As the business environment is constantly evolving and may lead to unpredicted 

requirements, the dynamic capability enabling the firm to respond and adapt to changes is 

critical for the firm’s success (Razak, 2013; Wang et al., 2007; Wei et al., 2010).  

As a type of dynamic capability, adaptive capability is concerned with the firm’s quick 

responses to market potentials, identifying business opportunities, and effective problem-

solving (Wei & Lau, 2010). Furthermore, Schuster et al. (1997) demonstrated that improved 

capabilities stemming from employee-centred management lead not only to better employee 

performance, but also to a firm’s financial performance. It is the collective intentions and skills 

of the employees that help the establishment of the firm’s adaptive capability (Wei & Lau, 

2010). This view supports the finding that Minimum, throughout the pandemic, was able to 

realize positive margins by leveraging on human resources and employee’s commitment. The 

latter ultimately enabled the brand to profitably integrate the new online approach in the core 

strategy.  

The dynamic capability of adaptability further emerges with respect to the company’s 

relationships with agents and distributors abroad. Frasquet et al. (2018) emphasize the influence 

of management capabilities in shaping the business collaborations by leveraging on 

combinations of proprietary and third-party channels. With particular relevance to the fashion 

industry, these capabilities are regarded as retail-specific and yield the flexibility to negotiate 

according to the context of the host market. During the pandemic, Minimum was exposed to 

significant changes in the relationships with local suppliers and distributors in order to avoid 

exceeding stocks, preorders’ cancelations and ensure quality controls. Nonetheless, the brand 
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proved to have the required skills and capabilities to adjust to the new conditions and effectively 

anticipate any potential losses.  

 

6.3 Implications for practices  

The following section presents a reflection on the study’s applicability in terms of the 

knowledge provided and how this may come into use in the retail context. The findings of this 

study provide a number of managerial implications to business practitioners.  

Today, physical and digital means of communication have assumed a key role in the retail sector 

of tangible goods. In response to the evidenced rise of information technologies (ITs), marketers 

and fashion retailers need to recognize that the shopping experience in no longer limited to the 

physical point of sale. Brands in particular should be able to provide a comprehensive customer 

experience by leveraging on the network connections with partners and local distributors. This 

calls for the need to reconsider the traditional role of shopping as in-store experience, that is 

rapidly evolving as an effect of the continuous progress in communication technologies. 

Nonetheless, it is important to include the social aspects in the online and offline retail settings.  

Furthermore, the evolution towards a multi-channel ecosystem implies an increased complexity 

in the roles and the exchanges between, for example, a fashion retail company and an online 

partner. Hence, clarifying and understanding the relationships between each actor within the 

ecosystem is crucial for the efficiency and stability of the contractual agreements and regulation 

policies. 

The study on Minimum’s network environment evidenced the positive relationship between 

employees’ interpersonal relationships and the company’s adaptive capability. Managers 

therefore need to devote more attention and resources to secure firm flexibility in order to 
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promote internal alignment, efficiency and ultimately higher performance. Moreover, the 

central importance of interdependency in business stands as general implication for knowledge 

management in the ecosystem-based view adopted. A company’s performance is dependent on 

multiple actors influencing the resources outside its direct control. It follows the value of 

integrating skills and combining resources that exist outside the single organization. Thus, 

Minimum needs to keep nurturing the relationships within its network to employ the tangible 

and intangible assets exchanged, which has proven crucial in difficult times.  

In particular, the company should exploit the management capabilities to maximize the 

efficiency of channel collaborations with partners and local distributors abroad. By leveraging 

on these, the brand may indeed set and revise, for example, the distribution agreements of its 

directly operated retail outlets, in-store concessions, licensing and online activity. 

With regard to the managers and shop owners, special attention needs to be devoted to creating 

a comprehensive experience for customers buying fashion in the stores. Today, consumers are 

exposed to a plethora of shopping experiences so that they now look for finding a match with 

their expectations about in-store purchases. As they become increasingly familiar with online 

shopping, multi-channel retailers should ensure consistency between online and offline 

channels by, for example, aligning the styles of the products in order to create an integrated 

customer experience. Innovations in digital technology provide fashion retailers with further 

opportunities to offer such experiences. Hence, they should boost e-commerce as part of their 

multichannel strategy to allow clients to explore its entire potential. Finally, as highlighted by 

the digital marketing manager at Minimum, as goal for the next future the company should 

increasingly invest in promoting the brand’s undertaken sustainable initiatives. In doing so, the 

retailer may ultimately help customers becoming further aware of the underlying processes that 

interest the product lifecycle from the raw materials to the ready-to-sell item. In addition, this 
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could contribute to highlighting the brand’s commitment, despite incurring in higher costs, to 

follow green practices and strengthen the move in this direction.  

 

6.4 Open questions for future studies  

After answering the research question, additional interesting points of analysis out of the scope 

of the present study emerged. At a later stage, we believe it would be fascinating to investigate 

the evolution of the traditional in-store experience, in particular how the interoperability 

between online and offline communication channels has matured in the fashion retail industry.  

In relation to the concept of specialization, an attractive focus of study would be the 

transformation in the needed skills in the sector a few years from now. With respect to 

Minimum’s business, we would be very much interested in assessing whether the central object 

has been maintained, if people still constitute the focal point as part of the organization. 

Furthermore, examining the achieved ratio of resources shared between physical and digital 

initiatives would represent a well-explanatory reference. The actual quantification of the 

performance of the retailer adopting the multi-channel approach could also be examined. On a 

more customer-centric perspective, research on how the experience in buying fashion clothing 

online influences consumers’ choice to use one channel over the other, including visiting the 

physical store, may bring valuable and practical contributions. Despite being briefly discussed 

in the interviews with Minimum’s customers, an in-depth research on the role of sustainability 

in shaping their shopping behavior constitutes an additional study opportunity to consider.  
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6.5 Limitations and future research  

This study aims at providing insights on the evolution in the shopping experience of a fashion 

retail company as the result of the limitations on physical interactions, however a number of 

limitations need to be taken into account. The first is related to the sample of the research. The 

number of fourteen interviewees is acceptable for this type of qualitative study, however, would 

encourage more quantitative and a larger number of respondents to achieve higher 

generalizability of results. It must also be acknowledged that the present findings are 

significantly context-dependent, as the analysis takes place in an unconventional timeframe 

examining the impact of the Covid-19 pandemic on the business of a localized fashion retail 

company. In particular, the findings from the interviews relate to the pre and concurrent Covid 

situation. Despite the analysis has the purpose of illustrating a high-level configuration of 

Minimum’s network taking into consideration the company’s “normal” operation, it may be 

interesting to analyze the evolution of the retail sector two or three years from now. By then, 

hopefully, people will not have the same restrictions to visit the stores and tangibly feel the 

products, which contributes to affecting their means of purchase and overall shopping 

experience.  

Furthermore, it must be noted that the present study focuses on a specific retail sector, the cloth 

manufacturing, and considers the business of a mid-sized fashion retailer, having access to a 

smaller and different resource base than larger retail firms in the same industry. Future research 

might look at the same phenomenon in different markets within the physical goods sector as, 

for example, the furniture or jewelry industries. Similarly, further analyses might seek to 

replicate the research having as object of study a less localized brand, deeply rooted in the 

Nordic character and market peculiarities. They could take place in different geographic areas 



 98 

and produce cross-countries comparisons which may either confirm the results of the study or, 

on the other hand, prove its context-dependency.  

It is worth noting that the analysis on Minimum’s dynamic capability of adaptation does not 

aim at developing into specific recommendations on application of resources. Hence, future 

studies may adopt a more empirical approach aimed at identifying the key factors contributing 

to the efficient use of internal and external resources that enabled the company to achieve a 

satisfactory turnover level. Our study showed that retailers not only respond to the market 

changes but also rethink their strategies in an effort to venture new business opportunities. 

There is a substantial body of important research on strategic management providing in depth-

examples of corporate dynamic capabilities in adjusting the resource base in different scenarios 

(Helfat, 2007; Cordes-Berszinn, 2013; Heene et al., 2008; Tsoukas et al., 2004). Linking these 

studies into the conceptual framework of ecosystem to explore the evolution of 

interdependencies in these contextual situations, could lead to new considerations and theory 

development. 
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7. Conclusion  

This final chapter presents an overview of the major findings and answer to the main research 

question. The primary purpose of this research was to attempt to answer the following research 

question: How is a premium brand in the retail fashion industry affected by an external shift 

towards the online sales business?   

In order to accomplish this objective, different perspectives on the business activity were 

examined through thematic analysis techniques to gain a comprehensive understanding of the 

organizational structure and perception around the brand. In this study the Orchestrating Actor 

ecosystem perspective was applied to learn how the relationships among the actors comprising 

the network of a fashion brand are impacted by a market shift towards online shopping and 

increasing digitalization trends. To explore this research area, an interpretative case study 

approach was conducted, with the object of analysis being the Danish fashion brand Minimum. 

The company’s ecosystem was examined by the means of the business interactions involving a 

combination of participants internal and external to the organizational boundaries. In particular, 

the empirical research focused on the operativity before, during and after the economic and 

social implications brought about by the Covid-19 pandemic.  

Our results suggest that the abrupt changes induced by the pandemic drove Minimum towards 

an accelerated process of digitalization. Despite the ongoing digital transformation, the social 

dimension remains a central focus in the company’s core business. Throughout the challenge 

of the situation, Minimum significantly strengthened the sentiment of connection among the 

employees and maintained stable and committed relationships with the network partners. 

Interpersonal relationships, albeit online, become increasingly important during this particular 

time. Notably, the company’s adaptive capability emerged as crucial factor to promptly adjust 

to the new market conditions and integrate novel online initiatives within the core strategy. 
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Furthermore, the well-nurtured collaborations with external actors turned to be a determinant 

source of competitive advantage enabling the retailer to maintain the market positioning despite 

the difficult economic conditions. The adopted ecosystem theory thus emerged as effective 

framework to illustrate the efforts of the brand, as central actor, rapidly evolving and combining 

the intentions of multiple actors while remaining faithful to its core values.  

Moreover, the analysis opens up new points of discussion and windows of improvements for 

Minimum. Despite the considerable advancement on a technological stance, the company needs 

to maximize its branding efforts by presenting itself as truly innovative and sustainable brand 

at the same time. In addition, the lack of direct communications encourages the development 

of a stronger affiliation with customers through online channels such as, for example, social 

media. In doing so, it may not only foster the engagement with customers but also achieve the 

objective of building an important differentiation factor from similar Scandinavian brands.  

In conclusion, the findings of this study demonstrate that a traditionally analog sector, primarily 

reliant on the physical interaction between product and potential buyer, can effectively integrate 

the online dimension in the business model by leveraging on reciprocally valuable 

collaborations within and outside the organization. Given the peculiarity of the time window 

analyzed, it cannot safely be ascertained whether the digitalization process would have occurred 

with the same characteristics in normal circumstances. What is clear is that the pandemic 

decisively contributed to accelerating the progression which had already been in play for some 

time.  
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Appendix 

Appendix A 

First Interview with Respondent 1  
Department: International Sales  
Date: 15/02/2021 
Duration: 50 minutes 
 
Mariano Nardone: Thank you very much. I would like to introduce you very briefly to the 
thesis we mentioned in the in the emails we're still in the initial phases. We are reading lots of 
documents, we're studying lots of papers and doing our literature review. But we already 
obviously have an idea on what we want to investigate. At the moment, we were also looking 
at the Fashion market industry as a whole. We're investigating how it works what are the 
differences between fast fashion companies such as Zara, H&M, etc, and local brands, as it may 
be Minimum. The story we want to tell is that based on the assumption that local brands are 
very different from international brands, I know that Minimum is an international brand but we 
would like to separate from the "big sharks" of the market such as I mentioned, Zara and H&M 
smaller businesses such as Minimum as we know that both these categories of firms work on 
different levels. They work locally and digitally in in their networks through digital media, the 
website etc. But let's consider a situation in which, someday, there is a shock in the market. As 
Minimum relies on their physical stores and digital media, we would like to investigate what 
happens next and how regional networks evolve, how the digital media will evolve and how 
the company reacts to such a big shock in the market. Our first question is very open, can you 
introduce us to Minimum? What is its mission and why people should buy Minimum garments?  
 
Respondent 1: Sure. Let me just introduce myself briefly. My name is Casper. I have been 
working for the company for the past seven and a half, eight years now. My position is 
overseeing sales. I'm Head of International sales and obviously I'm not alone. We have a team 
of 4-5 people internal, helping on the Export and during the actual sales to our customers. 
Minimum was founded back in 1997. We initially started out as a retail store and within that 
multi brand environment. We had a private label brand or Peter, the owner, had a private label 
brand that was called Minimum. That label soon became more and more demanded. People 
were coming in from different stores in Denmark, seeing the brand hanging on the rail, asking 
where the clothes were from and Peter suddenly decided that that might become a business to 
go wholesale with. Soon after, we shut down the retail store back in 1999 and we moved into a 
wholesale business and the trend has mostly been stable, we have had small dips but we soon 
went back the growth path. We are distributed in almost all of Europe. Only Sweden pulled 
away one and a half years ago. And we are not currently operating in the UK. We have a 
distributor in Verona, in Israel and Canada, we have multi-brand agents more or less in the rest 
of all the European markets. A little bit above 1000 retailers are carrying the brand across 
Europe at the moment. We have a male division and a female division.  Today the female 
division makes up for 55% of the overall turnover with the male business making up the 45% 
of the business. Minimum is a is a Scandinavian brand, as you can imagine we have roots in 
Denmark and we are based here; we are a rather clean minimalistic brand. We are not similar 
to brands like Diesel or Super Dry, which point on being quite easily distinguished. We are 
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quite true to our Nordic and Scandinavian roots with minimalism. Price - point wise we are 
quite reachable. We are positioning at an entry premium kind of environment. 
 
Livia Spatafora: Perfect, thank you very much for this introduction.  You said that you are in 
charge of the sales mainly, could you describe a little bit of what exactly that implies in the day 
- to - day operations? 
 
Respondent 1: Sure, I am going to show you a short presentation from our meeting. As I said 
before, we are having a Minimum male division and Minimum female and then we have 
something called Moves, our "baby sister", she's fairly new, and she is she's part of fast fashion 
business. Whereas Minimum is a more conventional kind of industry business based on pre 
orders and in season stock. With respect to our distribution as I said before we are not currently 
present in Sweden and the UK. We are having distributors in Italy, Canada, Israel and Spain. 
The agency markets comprise the Netherlands, Denmark, France, Austria, Belgium, Norway, 
Switzerland, central Eastern Europe, and Russia and Finland. As I said before, I have three 
colleagues in sales, and we have a back office as well. Anders is helping us out with the more 
daily operations. Matilda is overseeing all our online businesses. So that could be Asos or 
Zalando. It could be About You in Germany, she's also overseeing the Danish sales division. 
One of her tasks is also to monitor the overall the market, bring back collection feedback on 
products that we need to develop or we need to improve and identify the main fashion trends. 
Matilde is working on, online and Denmark, then Vibeke is overseeing the female division 
when it comes to all of our markets, agencies and distributors, creating go to market strategies 
and collections that is tailored for those kinds of markets. Tove is my counterpart on male, he's 
actually the mirror of Matilda, he's overseeing the online strategy on Zalando, About You, 
Boost etc. And, again, oversees the daily sales, bringing back collection feedbacks while I am 
the overall responsible for sales. My main responsibility revolves around the commercial ties 
in all of our products, and partnerships that we created with our customers go- to- market 
strategies together with Vibeke. I am handling agency contracts, distributor contracts, 
commercial terms and trade conditions towards our customers. For example, if they want to 
have discount, then they would need to buy for certain amount. We are operating with four 
seasons a year; we have two main seasons, spring and autumn. And then between those two we 
have in between seasons that are smaller capsule collections. All of those seasons goes into a 
normal rhythm of a budget deadline where the markets have to hand in the budgets on the 
accounts. We have a sales meeting, we have a sales staff, we have a key account deadline, 
where all key account orders need to be in the system. We have mid status, where we cut and 
analyze the collection now, if there are stocks that we need to pull out of the collection because 
they have zero to low quantities in, we have a deadline and then we deliver the products at some 
time. This is a conventional kind of rhythm within a fashion brand. Obviously Moves our 
counterpart which is part of fast fashion has a completely different rhythm. In season we are 
selling a collection that's in the showroom. This is our main focus, combined with the fact that 
we have a lot of stock in our warehouse that we need to sell. So first of all, we are selling the 
collection. that's our long-term objective, and then we are selling the stock, which is short term 
in season business. On our fast fashion collection, we follow up on all the prospects and all the 
leads that we're generating. Off season, we are creating a prospect list, targeting and building 
the business for the future. We make a lot of stock sales and host after sales meetings with the 
market distributors. Pre-Corona we arranged them directly on the markets but right now we use 
Teams and different kinds of online channels. We are following up on key accounts and having 
a sale through report from all of our customers to know what's working and what's not working. 
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We are having yearly chats with key accounts product development and some practicalities 
with the finance department and we are help them by following up on payments at our 
customers.  
 
Mariano Nardone: Thank you Casper, very exhaustive explanation. Now we would like to ask 
some general questions, as the aim of this interview is to understand the company's size in its 
market and its normal operational activities. 
 
Respondent 1: Of course, following up on that, we are purely a wholesale driven business with 
the benefits and the disadvantages of that obviously. We don't have any physical retail that we 
personally own, we have an e-commerce platform, a B2C workshop, where we are driving some 
business also from a brand building point of view.  
 
Mariano Nardone: Perfect, thank you very much. So, in general, who would you say are your 
customers? How do you identify your customers? 
 
Respondent 1: Actually, we are moving more and more away from defining customers by age 
because we find out is that it's very difficult to have a close cluster of your target group alone. 
Obviously, we have a primary target group, and they will be around 25 to 40 years old. It could 
be guys and girls like you, educated to some extent, not necessarily trend setting but more 
following fashion trends. We are tapping into the trend and tendencies just after the more 
premium brands have launched it and developed it and there is a commercial side to it as well. 
It's important to say that in 2019, we launched our impact strategy, our sustainability approach, 
and Minimum compared to Moves, which is fast fashion and has some limitations to 
sustainability, is going more and more in that direction for the upcoming years. Minimum 
business is built on the collection and something that we call Essentials, the all-year styles, like 
a navy t-shirt and navy shirt or navy knitwear, stable pieces that you can replenish all the year 
round. Whereas our collection is more seasonal, our Essential range today is only consisting of 
sustainable garments. Whatever is in that range needs to have some kind of sustainable fibers 
within and for this season have 50% of the overall collection consisting of sustainable fibers. 
Our inputs strategy is having two approaches: one of them is the product side, and the other is 
the corporate side. We changed all our electricity to green electricity, we are investing into it, 
it may sound like a small initiative but in the bigger scale, it can actually mean something; that's 
what we believe in. We are investing into water bottles and personal mugs, so instead of 
everyone is using three or five glasses a day, they have their own private mug and they can use 
that every day for coffee and water or whatever they like. At the end of the day, everything is 
actually counting. And lastly, of course we have like garbage sorting. And these are like some 
of the things that we will continue to develop. 
 
Livia Spatafora: And with respect to your customer base, what are your main channel? What 
have they been so far?  
 
Respondent 1: Actually, right now they're in the middle of changing the website. Our main 
channel is the wholesale compared to the e-com. Wholesale makes up 98% of our turnover, 
whereas our own e-come platform only 2%. If you're referring to online channels, then that 
would be the webshop. We also have an Instagram account but our website gets the most 
attention. And it's mainly focused on the short run as we are right now changing the looks. 
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Mariano Nardone: And how do you reach your customers both digitally and physically? As 
you said, you had a flagship store back in the days that you don't have anymore? Can you please 
elaborate on how your product goes to the house of the end consumer? 
 
Respondent 1: Technically, our product is being sold via showrooms and fast and trade shows. 
This is also how the storytelling is being communicated either via look-books, through a 
showroom package, where we present it to the customers in the showroom. In addition, for all 
of our buyers, we create small USB sticks with all the content of the season. And within the 
wholesale environment, we are creating wholesale marketing, like POS material or window 
material to approach the end consumer. Often the cost of approaching the end consumers is 
sustained by the partners themselves; they take care of that part of the marketing. While we take 
care of the marketing on our own e-com platform, and the Instagram accounts and Facebook. 
 
Livia Spatafora: In terms of external partnerships, what kind of external partners are you 
operating with? Are you predominately doing business through your own brand? 
 
Respondent 1: The majority of all times we have end-related activities. We are not partnering 
up necessarily with other brands, we are creating something a little bit more tailor made for the 
brand Minimum by itself. From a digital point of view, when customers and e-commerce have 
a considerable size, we push the products via the platforms by paying for advertisement on the 
different kind of platforms as, for instance, Zalando and About You and we have different ways 
of promoting our brand on these kinds of platforms. 
 
Livia Spatafora: And with respect to the current pandemic situation, do you feel that Minimum 
has been impacted a lot? 
 
Respondent 1: The pandemic hit Denmark back in March, and I would say that it hit us quite 
hard. We went into a lockdown but I think that actually, luckily enough, we flipped everything 
around. We actually accelerated a lot of the projects that we had for future years. Meaning that 
in April, we launched a virtual showroom together with an online partner called New World on 
its American platform. They have been over 5000 different kinds of higher tiered brands. So, 
actually, in the first season in the COVID situation, we actually grew our business and right 
now we are in the middle of selling in all products that are going to be delivered in July, August 
and September. We are 75% through we are having 75% of the budget in and they are all 
growing by 11% in average. Obviously, we've been affected on the short run, meaning that we 
are not getting the same amount of replenishment orders that we would normally have simply 
because of the fact that the stores are closed, they're not open to generate sales, but they still 
need the long-term goods. And I think the combination of accelerating developments in these 
times and the right initiatives actually proved to be the right approach for us and helped us 
growing the business on long term, even though it's a challenging environment out there. 
 
Mariano Nardone: Thank you. In terms of sales channels, you mentioned that you are mostly, 
for 98%, a wholesale business. But you also sell the items through Zalando and other online 
platforms, and in local boutiques together with different brands. How would you say the 
proportion is? How much do you sell only via online platforms compared to the physical sales?  
 
Respondent 1: The majority of the business is still driven through local retailers, online is 
overseeing 20% of our overall turnover and we are also very aware of this split, meaning we 



 116 

don't want online to take over. The logic, in my mind is that if you need to have a demand 
online, people need to see you offline. They need to be able to meet you in the local store or 
see you on social media because otherwise it can be a challenge to have a demand online. We 
are very aware that the share of online is not growing out of proportions. Normally online has 
a lot of additional costs related to operate them. Often, they have huge numbers of orders, they 
expect high trade conditions and lower risk, and we as a brand need to take a higher risk and 
the handling at the warehouse is also higher. On an earning perspective, sales generated online 
in general are not the same as those from a local retailer. This is also why we're very aware that 
the online business shouldn't overseas 60% of the overall turnover unless it becomes a little bit 
more profitable. 
 
Mariano Nardone: Thank you for the clarification. And in terms of distribution, in which 
countries are your local retailers most present? Are there countries where you mostly sell online 
and others where you mostly sell via local retailers? 
 
Respondent 1:Iwould actually say that in the majority of all markets, it's quite balanced. Our 
core markets are Denmark, Germany, Benelux, Holland, and Belgium. And in France, these are 
the core markets. And the majority of the online business is actually driven out of Germany 
with About You and Zalando taking a major part of that. Whereas in Holland we have smaller 
or local, online websites that do some business but not in the same scale as Zalando or About 
You. So, it is still very balanced and overall, also in Germany, the majority of the turnover is 
coming from physical retail with Zalando and About You making up a big share there. But, for 
example, in France they have another adaption level of this e- con development. The turnover 
driven out of e-com is more limited there, whereas it's mainly out of local retail. 
 
Livia Spatafora: On that note, is there a country where you feel you face kind of more 
competition than in other countries? 
 
Respondent 1:Iwould say, due to the fact that we're coming out of Denmark, I think there are 
quite a lot of other Scandinavian brands bringing product that are similar to ours. So, from a 
product point of view, I would say that competitions is more significant in Denmark. In 
Germany it is very huge, there are local players that have overtaken some business of the 
Scandinavian kind of feel. But obviously the end consumers and also the resellers seek to have 
a more unique offer, if customers want to buy Scandinavian fashion it needs to come out of 
Scandinavia as well. That is also a logic to some extent. Whereas France is a tough market to 
get through, especially for Scandinavian brands because they are quite loyal to the local fashion. 
But there we have quite a decent distribution as well as and we managed to position the brand 
quite well. And it's been a good journey there. 
 
Mariano Nardone: Okay, thank you. How would you say COVID impacted this philosophy 
of physically selling clothing garments? As for a certain period of time, people were not allowed 
to actually touch your exteriors and garments. Do you feel there has been some change in how 
your operations run in the in the short term and medium term? 
 
Respondent 1: In general, when everything stopped back in April, we needed to change our 
initial approach of having an offline presence in order to create an online demand. This has 
been key for us when we're creating a go-to-market strategy for new market, meaning that we 
need to create a local distribution before we can expect people to buy online. But back in April, 
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when everything shut down, we needed to allocate our plan investments completely differently, 
which had an impact since we normally would go on a trade show and have significant different 
costs related to that. We needed to address this short-term challenge since we didn't get the 
same amount of replenishment orders coming in. We needed to throw some of the plan budget 
that we had for trade shows onto our own e-commerce platform to pay for some advertisement 
to generate some turnover on our own platform. We also invested in collaborations with our 
online partners. From a marketing point of view, for instance, with Zalando, together with their 
teams we invested in sponsored posts and all different kinds of initiatives. Obviously, we 
needed to change the initial plan and forecast and budget spending into online. So, when 
Coronavirus hit, everything went online. 
 
Mariano Nardone: Okay, perfect. And would you say that you had to change some of the goals 
you had set because of the pandemic, in terms of both budget and number of sales?  
 
Respondent 1: We did. During this whole period, we had goals with the management and the 
Board to make sure that we were on the right track. But luckily, we didn't have to change that 
much. Because in the short term, a lot of the online business took over and covered a lot of the 
business that we couldn't get from the physical retail and we didn't have to make arrangement 
to reduce the staff. We managed to operate our business slightly as normal as possible in these 
challenging times. We needed to change the way the cash flows were coming in and reallocate 
some money for online marketing instead of just a normal trade show and wholesale marketing. 
But that actually run quite well. And I think what is also key to keep in mind is that Minimum 
as a brand and as a product is quite a transitional product as well. We are quite minimalistic, 
we are quite basic, so if you're buying a shirt now, you can actually use it for the next couple 
of seasons. Whereas, don't get me wrong, fast fashion has the tendency to be like "hit and miss", 
hence we were a little bit luckier. And we are not. We are not a custom-made company as, for 
instance, Hugo Boss, I think they might have struggled a little bit more due to the fact that no 
one was going to weddings or meetings or anything and people were mainly working from 
home.  
 
Mariano Nardone: One last question, would you say there is a lesson that you learned from 
this situation that you might actually use in the future?  
 
Respondent 1:Ithink that what we, as a fairly small company, learned how to be agile and react 
quite fast; this was very important in this situation. The learnings and the outcome of some of 
the initiatives we introduced actually turned out to be quite good. As I said before, we are 
looking to grow for this season again even though there's a pandemic.  So overall, I think that 
thanks to the flexibility and agility that we are having as a company, we should continue to 
drive. We also launched a lot of different initiatives along the way, we had a we also had a 
Virtual Reality project you might have heard of that we are now going to distribute to some of 
our partners across Europe. 
 
Mariano Nardone: Yes, we have heard of that and it sounds really interesting, could you 
explain us a bit what it is about? 
 
Respondent 1: Of course. We created a VR experience through this project. So that despite the 
pandemic, we still have a way to communicate to our customers in a personal and a branded 
environment. We created this sense box, where we offer a 360 degrees Minimum experience 
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and showcased a concept called One -Mile Wear, which includes actually products that people 
would wear from working from home or if they're operating in a one-mile radius from home. 
We added a 60 degrees fashion show in there, a communication and educating experience 
developed by our design team. And then Tove and Vibeke, from a sales point of view, created 
communication to our customers. This is some of the initiatives that we brought alive, obviously 
to be supported by a lot of different kinds of companies and stakeholders, and we are currently 
distributing some of our customers in this pandemic. So, we found another way to communicate 
with our partners. 
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Appendix B 
 
Second interview with Respondent 1 
Department: International Sales 
Date: 16/03/2021 
Duration: 44 minutes  
 
Livia Spatafora: So I think we can start. So well, if you want to briefly reintroduce yourself a 
little bit. And your role at Minimum?  
 
Respondent 1: Sure. My name is Casper. I'm the international sales manager for Minimum, 
I've been working for the company for the past seven years' time now. And I'm overseeing all 
of sales. I'm 35 years old and live in a city just outside of Aarhus. 
 
Livia Spatafora: Okay, and could you explain to us what Minimum's mission and how it has 
evolved, if that's the case. 
 
Respondent 1: Minimum creates and tailor, long lasting minimalistic and Scandinavian 
clothes, moving more and more into a sustainable direction. So adding a lot of new fibres when 
it comes to sustainability and so on. When it comes to the core mission of the company, we 
want to be perceived and want to be the reference point for a lot of brands when it comes to 
sustainability and digitalization. 
 
Livia Spatafora: Okay, thank you. 
 
Mariano Nardone: And about the mission? How would you say that Minimum aims at 
reaching it? Is there like a core process that you follow? Or is everything you do aimed towards 
reaching your mission?  
 
Respondent 1: Fundamentally, it's within our three-year strategic plan. So within that plan, 
there's like certain targets towards, for example, growing the sustainable fibers on a product 
level. And then there is a lot of, let's say, projects that are coming and falling into hands by 
networking. Just to take an example. And these are some of the, let's say, especially the 
digitalization projects, such as we just almost finished a VR project, virtual reality kind of 
project. But that was something that came via network. And it's something that if we have the 
time and the capacity, then we tap into these kinds of initiatives, when it comes to digitalization, 
is also about having a roadmap of different kinds of projects in the pipeline. Now he's going to 
change the b2c e commerce platform at different initiative. Also, such as the virtual showroom. 
The thing is that, you know, you have this kind of roadmap, but then the COVID-19 situation 
comes in, and then obviously, your roadmap is being shaken a little bit. And then it forces you 
to rethink, let's say, the initial plant initiatives. So actually, the whole virtual showroom wasn't 
really something that we have planned on a short run. But due to the fact that the COVID came, 
and we couldn't meet our customers in person, then we had to accelerate that point. And take 
some other points and postpone. 
 
Mariano Nardone: About what you just said, can we say that Covid forced you toward a more 
aggressive digitalization? And do you think that, when everything goes back to normal, you 
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will go back to the original activities that you had, or is something that you're planning to 
implement long term? 
 
Respondent 1:Ithink one thing that you really cannot implement is, let's say, the flexibility and 
agility of a company, this is something you cannot just implement overnight. But what the 
whole COVID-19 situation actually brought upon us, in my point of view was actually, the fact 
Minimum is such a small company. And you know, a lot of us is I'm overseeing sales, I'm a 
little bit involved in marketing, a little bit involved in product. And the same with Anne's he's 
overseeing different kinds, and Kristina is overseeing. So one of the things is that what the 
situation of COVID actually showed us is that first, agility is super, super important for us to 
be the small player to be able to navigate and take quick decisions and implement, implement 
them on a corporate level. And also, like if these some of these shifts within your macro or even 
your micro environment, that you dare to take it because and the thing is agility and your let's 
say, and your willingness to dare to try something else, it's not something that you can really 
plan to have in the future. But what the situation actually showed us were that we are benefiting 
right now we are benefiting a lot for being able to navigate in heavy weathers and creating a 
virtual showroom, for example. I think agility is something that you cannot plan. But I think it's 
a key asset that we actually learned that we, as a small company, have compared to some of the 
bigger corporates, and also like having these processes set up in a fairly short time is might be 
a little bit easier for us because we have such a small organisation. 
 
Mariano Nardone: Okay, so now back to a more theoretical part. I wanted to ask, what do you 
think is the central object in Minimum's ecosystem? By central object, we mean, any entity. It 
could your products, it could be the relationships you have, within your partners, it can be the 
people that work for Minimum... so, what do you think is the central object in your ecosystem? 
 
 
Respondent 1: So in this case, I would say that of the key things would be all products. And 
that could be a good and a bad thing. On a good point that you know, you're known for your 
products, you're known for your sell through at your retailers, and so on. The chances also by 
that if you have, let's say, one or two bad seasons, then the reluctance to like keeping you in 
there, or the fact that they might want to change you is higher, you know, then there's always 
like alternative players there. So if you're only known for your product, and not necessarily the 
brand, and the let's say the everything around that, then you can be a little bit easy to substitute. 
So it is really important for Minimum to tell the whole history behind the product. And honestly 
also said it's something that we are working way more on now is to create this kind of lifestyle 
brand, or brand giving a little bit more emotional dimension to it. Which is super, super 
important. Also, for the customer loyalty.  
 
Mariano Nardone: Yes. So let's say that the central object is Minimum as a brand, not 
necessarily your products. But that's the story that you want to tell that evolve around your 
products, right?  
 
Respondent 1: Yes. I think our industry in the past, let's say, at least five to 10 years have 
changed quite dramatically. We are small, fairly small company, within our industry. And when 
you are this small and you are only known for your product and not brand, then, first of all, it's 
easy to like compete against because you don't have this brand perception. And especially after 
Instagram has been around for a long time, but especially the so many channels had lowered 
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the entry levels of new brands. So it's fairly easy to call up our suppliers in Portugal, or supplier 
in China and say "I want to produce some garments." And then you can actually fairly easily 
market them on the platform of Instagram, for instance. So in that sense, our journey has 
changed, and will also change in the future or continue this path in the future, where we'll try 
to create, let's say, more storytelling, more branding initiatives on top of the brand. Because 
standing there only as a product right now, was something that we could do five, seven years 
ago, when retail was having happy days and all that kind of thing. This is not really the case 
anymore, retailers having let's say lower footfall. Hence, we also need to be able to stand out a 
lot more via so many platforms 
 
Mariano Nardone: Perfect. So let's say that everything's changing, but it's not like your goal 
is to change but you're rather following the path that the external environment is getting 
towards. Right?  
 
Respondent 1: You can say that, yes.   
 
Mariano Nardone: So the whole process of digitalization has a great impact on everything. 
 
Respondent 1: Yeah, both on b2b and b2c, both when you're speaking directly to end consumer 
but also when I'm speaking with our wholesalers. So, like the virtual showroom to take that, for 
instance, you know, if we cannot meet up in person, then we can communicate via virtual 
showrooms. And we can still create the orders and the business operations.  
 
Mariano Nardone: Okay. And earlier, we said that the pandemic has forced you towards this 
process of digitalization. But do you believe that pandemic has also had an influence over this 
shift in your central object? Or was it something that you were willing to implement, even like 
in the last year.  
 
Respondent 1: There's no doubt that some of the initiatives was something that we would be 
willing or interested in tapping into, maybe in two to five years. But with the fact that the 
pandemic had such a hard shift, and we over the night didn't have any chance to communicate 
with our business partners, we saw no other option than to accelerate those. So I think the 
pandemic pushed some of the initiatives forward. Some of the initiatives that we would 
eventually come to, but it might have taken, I don't know, 70% of the time off it because we 
needed to act fast. 
 
Livia Spatafora: Okay, so now looking at the ecosystem, if you think about the different 
operational activities around Minimum, who do you think are the main actors involved? And 
what is that makes them so important? 
 
Respondent 1: The main assets in our value chain would definitely be our suppliers. So we 
have our suppliers where we get all the production done, then obviously, we have our own, and 
then the next would be our b2b wholesale customers. This is a fairly simple way of just 
explaining some of the key actors. We are 98% wholesale business company. So we only have 
our webshop, where we communicate directly to our end consumers. But otherwise, we don't 
have any physical retail or anything like that. So our main, let's say, assets would definitely our 
suppliers and our b2b customers. Whereas, about classifying the most important I think is where 
becomes a little bit difficult. When you're talking to Kristina (buyer manager), she can give you 
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the measures, from a buying perspective, on the suppliers. But, if I could just elaborate a little 
bit on it, I would say like, you know, some of the suppliers where we have our core business 
products manufactured, obviously, they are the higher tier of importance. Then you have like 
small niche kind of suppliers, where it might be a little bit less important, if you could go that 
way. And on a sales point of view, in this logic, that could be my biggest accounts. Because 
based on the volume and the turnover that they're generating. For example, if you lose one key 
account, it takes, I don't know, 20 to 25 of small customers to regain the same amount of 
turnover. And then in sale, you have a different split. So you have the pure onliners, and you 
have the physical retailers, where in the last seven years there has been a shift, where you 
initially had a lot of turnover driven by physical retail. Now, that is becoming less and less. And 
now the online, the pure onliners are taking over. So they're becoming bigger and bigger. 
 
Mariano Nardone: You mentioned that the 98% of the turnover is made by wholesale, but do 
you also have the number of how much of the wholesales are made online and how much 
physically?  
 
Respondent 1: Actually, I don't know, but it's fairly simple. So if you want to have that detail, 
I can actually share with you let's say the split. Even though I say that more and more moving 
towards online, it's still not over like 50% of the overall turnover. I will say maximum 25 to 30.  
 
Livia Spatafora: Okay, so just to make sure. Would you say that technology has kind of 
impacted your relationship with the wholesale retailers? Did it have an impact on that?  
 
Respondent 1: Yes, no doubt. And especially the fact that, you know, as explained before, the 
growth of the onliners and the mass and the amount of turnover that they are taking away from 
physical retail, it means that the pure wholesalers need to reinvent themselves. They will never 
be able to beat Zalando in terms of turnover, but they need to find out what kind of metrics are 
they more unique than Zalando. Okay, that could be physical get togethers, that could be 
shopping within the store, the service, all the kinds of things. So they need to find like different 
kinds of initiatives and metrics where they stand out compared to their online competition. And, 
and this is a small side note, but I just want to give you it. We're trying as a company, as this 
digitalization is becoming a bigger part of us as a company. We are trying to create a new tool 
for partners that should be tested in q3 q4, this year, where we are actually giving some of the 
say the benefits and the strengths of online to our physical, smaller retailers. The easiest way to 
explain this is that in physical retail, you can only have X amount of hangers within your space. 
But if the physical retail is having an online platform, then we can mirror our e-com stock to 
their e-com stock, and then we will fulfil it drop shipment wise. Obviously, some of the benefits 
for them is that they don't have to have big cash and they don't need to drive a high risk on their 
stock. So we can actually mirror our stock to their online platform and to create a wider selection 
of Minimum garments on their platform, which is some of the benefits that pure onliners have. 
 
Livia Spatafora: Okay, thank you very much. So, you mentioned in the previous interview, 
that due to the pandemic Minimum had to kind of change the investment allocation strategy. 
So would you say that these changes have had an impact on the equilibrium that Minimum had 
created over the years? 
 
Respondent 1: Sometimes when the hamster wheel is turning, this is my way of explaining, 
you have to jump off once in a while and look at your business from outside. Then, you jump 
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back inside and you bring what you learned from the outside. So the idea is that the years before 
the pandemic was like "same rhythm, new collection, let's add a little bit of digital." So this 
hamster wheel that was running were the normal habits. And then when the shift came, it forced 
us to shift our investments differently. One of the investments was obviously like this virtual 
showroom, but actually also our whole marketing budget is shifted. Therefore, we took all of 
that - or the majority of that cash, and put it into the b2c - our own webshop - to generate some 
traffic and some branding on our own platform. So obviously it has changed. What I can say is 
that we just closed the books for 2020 and we lost around 8 million Danish crowns, on so around 
1.1 million euros, but due to the fact that we shifted our budget from the normal way into our 
econ platform, where the margins generally are higher, we actually reached the profitability that 
we wanted on a lower turnover generated. So we didn't catch the overall turnover as budgeted, 
but we did gross margin was on budget, so that was positive on that side. And it was also quite 
an eye opener, you know, we don't need let's say X amount of turnover to generate such gross 
margin. 
 
Mariano Nardone: Okay. Now, let's go back to the more theoretical questions. First of all, can 
you name some partners that you collaborate with? For example, you told us that you work with 
Zalando? 
 
Respondent 1: Yes, we can take it from Denmark just shortly you have Magasin, which is also 
in Copenhagen - the department store, then in Germany could be online like Zalando. It could 
be physical retail like Ludwig Beck. In Holland there's a strong local retailer named COEF. 
There is Number Nine, there is Brooklyn in Belgium. And for Italy in the past, we also worked 
with Nuvolari.  
 
Mariano Nardone: Ok, now you can interpret this question as you prefer. What would you say 
Minimum's role is within its environment?  
 
Respondent 1: When we speak together with our CEO and our buying managers, what we 
always discuss is that it should be funny, you know, you always want to be the world's best. 
The thing is the that is such a high level of accomplishments. And it should now I don't want to 
sound like we don't have any ambitions, what I'm just saying it should be funny that we at 
Minimum, in Aarhus Denmark, should be the world's best in everything. I think this is very 
naive. And it's also a little bit tricky to implement. And but what is making us it would make 
us extremely proud, is if we could be considered as a reference for other similar brands. So 
when it comes to digitalization, you know, we implemented the virtual showroom. We just 
finished the VR initiative. Now, we will bring this whole kind of project when it comes to our 
wholesalers, where we can mirror our stock to their platform. So if those kinds of initiatives on 
the digitalization can be like reference points in the market, this will make us very proud. When 
it comes to sustainability, if we can become a 100% sustainable company, and chances of us 
becoming that in three years, five years, even 10 years' time is, is I don't know, let's say it is 
very challenging, I think this is not something we just do overnight. But if we embrace it, and 
we create different kinds of initiatives, we implement sustainable fibers, we change the way 
where we get our electricity from, we do all the different, let's say corporate initiatives, that will 
put us in the forefront, then and people will be start looking at Minimum and say, Okay, that 
was actually that was quite smart. This was a good idea. Let's try to follow in that that path, this 
would make us extremely proud. 
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Mariano Nardone: Yes. And do you think that to some extent, you've already reached this 
objective? Like, for example, for the Danish market? 
 
Respondent 1: Honestly, not at all. When I think of the whole sustainability kind of thing. This 
is a constant development. And if you think by changing your conventional cotton to organic 
cotton that you suddenly overnight are a 100% sustainable company, then you either didn't read 
page two, or you're you don't want to read page two, because that is such a minefield on one 
side, this whole sustainability with greenwashing and all that kind of stuff. But it's also just it's 
a topic that continuously, it's just developing. So I don't think you will ever be, will be finished. 
 
Mariano Nardone: I didn't intend to this question only for sustainability. But you said that, at 
some point, you want to be the best in the world at what you do. Right? For example, can you 
say that Minimum has built the name that it wants to build in the in the world, but in a smaller 
environment? So would you say that you're a reference point, for example, in Aarhus, or in 
Denmark, or in Northern Europe? 
 
Respondent 1: No, I would say that the perfect goal will be to compare to similar kind of 
Scandinavian brands, with the same kind of legacy and the same kind of history as we have. 
We will never be able to compare Minimum to Adidas, or Nike or whatever kind of brands, it 
is simply just a different kind of level, resources and so on.  
 
Livia Spatafora: How would you say that Minimum adds value like, what's the main feature 
that brings value to its partners? And also how the partners bring value to Minimum? 
 
Respondent 1: If I should take, let's say, the first part of the question where we add values to 
our own partners, I think there is as I said, with all the initiatives that I just elaborate a little bit 
on both on digitalization and also the sustainability, I think we are adding a lot of value to our 
partners on the wholesale business. As we are touching some of the key trends and mega trends, 
which are in our industry right now. So first of all, that I think we are quite stable, quite strong, 
we're developing our business and our corporate that way. Furthermore, we are adding value to 
our partners by also the knowledge and the know how that we have as a company, meaning like 
we know certain price points we know certain qualities, we know certain shapes are working 
in different kinds of clothes markets. That's what we are bringing to the market. And I would 
also say one of the key metrics or key communication points that we also have from the 
Minimum families that we are we are creating long lasting products. So you we are we are not 
a fast fashion company. We are not. We are not we are not a trendsetter, neither so we are more 
tapping into those kinds of elements when they are starting to become a little bit more 
commercial. So also by the longevity and the long-lasting elements, obviously, and how our 
partners are offering and adding value to us... Obviously, there's the whole element of a long-
term business relationship. So when you are collaborating and you have been doing business 
over the years, then you are creating both emotional and monetary for the company. And then 
also what we are looking for the product, is going into a more lifestyle brand, where you want 
to create a history and storytelling around your brand. So the key measures well, partners can 
also offer value is obviously by the positioning of the brand within the physical retail. So if they 
position it in a certain environment in a certain perception, this is also a mirror of how we want 
to be perceived in our branding and positioning. 
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Livia Spatafora: Yeah, that answered the question. And I would say that's our last question for 
today. So within your function, do you have specific goals set for the future?  
 
Respondent 1: Yeah, it's also a very broad question. But obviously, when it comes to sales, I'm 
having short term sale targets. And obviously, we also have long term dreams. So you have this 
short term, where you have the year where it's already planned. So we know I know, my specific 
target for every customer, every country, every concept, today, and then you have goals in the 
next two, three years or so turnover wise. In the past, before the pandemic, it was a little bit 
easier to say if we do this, we do this, this should be giving us this. The fact is just when this 
shift is coming, and we don't know for how long the lockdown will continue. This will definitely 
have an impact on physical retail, how many customers are left on the other side? How many 
new ones will open and all that kind of stuff? So it's easy for me to say that I should know my 
turnover in five years. But it's Excel dreaming... I don't think that's feasible in the current 
environment, to be honest. 
 
Livia Spatafora: Okay. Thank you very much.  
 
Mariano Nardone: Thank you very much.  
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Appendix C 
 
Interview with Respondent 5  
Department: Sales support 
Date. 23/03/2021 
Duration: 40 minutes  
 
Livia Spatafora: I understand that you're in the sales department as Casper. Could start by 
introducing yourself, what's your role? What have you been working on at Minimum? 
 
Respondent 5: Sure. I actually started two years ago, at Minimum, but I've been in the in the 
industry for 18 years, so have quite some experiences in the clothing industry. I have always 
been a sales representative for or a sales’ responsible. But, but now I actually work in the back 
end. So at Minimum, I'm doing all the backend work as supporter of the sales reps, and also of 
our agents, I work significantly for the key accounts providing them with all the data they need, 
and I deal with all of the more specific requests that they have. Compared to Casper, the 
international sales manager, I have a more back-office role.  
 
Livia Spatafora: Thank you for clarifying.  And how would you describe Minimum's mission 
in the fashion retail industry? How is that Minimum brings value through its business? 
 
Respondent 5: Minimum brings value to the industry first of all by being quite a first mover in 
the fast fashion industry, by having introduced a lot of sustainable green initiatives and, for 
example, all of this organic cotton. We are really moving really fast. At the point we are now, 
all of us want to be the best of course but we also want to do it right, while also being first 
movers. First mover in technology, in all of those things we are having in our pipeline, and also 
be a quite nice and subtle brand. We have higher quality clothing but we still need to be in the 
middle - price point. I think that's a big value that we can contribute to. 
 
Mariano Nardone: You mentioned the fast fashion industry? Could you please elaborate on 
that? What do you mean by fast fashion? 
 
Respondent 5: Actually, Minimum is not that fast fashion, our newer collection, Moves, is 
more fast fashion. But you can say that, overall, every fashion industry may be considered as 
fast fashion as they develop collections every year and move forward by producing new clothes. 
But if you consider fast fashion producing 12 different collections every year, then it is not the 
appropriate word for Minimum. Minimum is more in the middle, we make new collections, but 
we do it wisely. And that I think it's a really big difference between us and other brands. We 
make more sustainable collections and we are putting a lot of efforts, effort into clothes and 
great designs that can last for many years. So, we may be considered fast fashion since we have 
different collections, but not as numerous as 12 collections. We are a fashion agents and 
retailers, of course, a but we still want to make our own contribution in terms of sustainability; 
I think that's what makes Minimum such a powerful brand.  
 
Mariano Nardone: Thank you. And if you could consider Minimum as a whole from an 
external perspective, what would you say is the central object for Minimum? The central object 
is any entity to whom the operations rotate around. It could be the value proposition, the 
products that you sell or the people that work at Minimum. 
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Respondent 5: That's quite an interesting question. Because when you say central, I would 
actually say that the three things you mentioned, are actually central for Minimum. I would say 
that definitely all the people that work for Minimum, all of them are really good at doing their 
job. And we have an awesome way of helping each other, I think that's actually something that 
I have never experienced before elsewhere. That we truly work as a team. Despite the fact that 
we are sitting in different teams, everybody knows each other, and we are really happy with 
one another. And I think that's what has gotten all of us together. I have been with other brands 
for many years and I have never experienced the feeling of being comfortable by being at work 
every day, knowing your people and knowing that everybody's working hard. Even though 
that's not something people actually can see from outside, our agents see it and our customers 
too because they will always get this feeling when they visit us. I think the central object for 
me it's a combination of the three things you mentioned. 
 
Mariano Nardone: That makes sense and it's very good to hear. You've been in Minimum for 
two years now, but would you say that in the last few years, these three central objects have 
always been the same or they have become more central in last year or so? 
 
Respondent 5: Well, I actually think that we are moving forward. And when you're moving 
forward, you always get a bit wiser when you go ahead. But I would say that the common 
ground has been the same, ever since I started at Minimum, I felt it as a place where you take 
care of each other and where people really want to do their best every day. We want to invest 
in sustainability even more and we have been working on it for all of the years I've been at 
Minimum. It hink we're still on the same path as we have ever been and we're just moving way 
faster than I thought we could. So that's awesome. 
 
Mariano Nardone: And do you think that the pandemic has an impact on that, as you say that 
now Minimum's development is faster than you expected? Would you say that the pandemic 
has enabled, for example, some team bonding experiences? 
 
Respondent 5: Definitely. I think that we showed it when the whole world closed down for the 
first time. I was so proud, proud of Minimum. I felt like I had this security net under me. And 
all of our superiors were really good at letting us know right away that we are all important and 
we are all connected to Minimum. I was really generally impressed, also when I heard the 
stories from my colleagues in different companies. I became even more certain that it was an 
exceptional way of dealing with the most terrible thing that we had experienced. But we did it 
with a team spirit and we actually made connections with all the people in the company via 
online channels. We made sure that everybody could connect with each other and still had that 
Minimum spirit. So yes, I would say, we are closer than we were before and definitely stronger. 
 
Livia Spatafora: Thank you very much. If you look at the different operations that Minimum 
is currently developing, who do you think are the main actors that Minimum interacts with? For 
actors we mean, customers, external partners or retailers for example. And what would you say 
that makes them so important? 
 
Respondent 5:Ithink that's a difficult question to answer actually.  Because in my present role 
I'm working a lot with Zalando and of course, they have been a big player for us. Especially on 
under and pandemic, they have become increasingly important to us. We both provided value 
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to each other, they have been really good for us as we have been good for them. It's a really 
great collaboration, but we also consider them as customers. But we also have, of course, 
collaborations with big key accounts and all of our customers in general. But definitely online 
has been crucial for us in this past year. 
 
Livia Spatafora: You mentioned the onliners, would you say that then, that technology in 
general has had an influence on the relationship you build with your other external actors, 
partners for example? 
 
 
Respondent 5: Definitely. We all still have to learn how to integrate technology in our daily 
lives. And I think it has been working really well for us, we moved quite fast and we have some 
really awesome people that were really fast movers and helped us getting up to date. In this way 
the sales reps could still sell still to the onliners, even though we couldn't travel. From my 
perspective, I can see that it actually worked out quite nicely. And maybe it will give us a 
different way of thinking going forward, since we don't necessarily have to travel all the time 
because actually, the online function is working quite well. But of course, we are getting at that 
point that we need to see people around us because there it is something really important to feel 
each other in real life. 
 
Livia Spatafora: We learned also with Casper, that during the pandemic you had to review 
your investment allocation and devote more resources to online advertisement.  Would you say 
that these had an impact on the company as a whole? 
 
Respondent 5: Of course, definitely we did. But I don't think that's only us. I think the worst 
thing you can do under this pandemic is to standstill and we definitely didn't do that. If you 
stand still nothing happens and everything will just fall apart around you. And I think we 
actually did the opposite; we tried to figure out a way to deal with these changes and, of course, 
we started to spend more on online initiatives. We developed different campaigns our own 
online platform and I think we did a good job, and we did it quite fast. 
 
Mariano Nardone: In this regard, would you say that after the pandemic, you could, for 
example, continue to allocate more resources to the online rather than the physical stores? Or 
do you think you will get back to what you used to do before the pandemic? 
 
Respondent 5:Idon't think that any company that has been moving forward under this pandemic 
will ever come back to how it was before because we have learned so much. But I would also 
say that we remain a Danish brand, we like to feel and have physical stores that people can visit. 
I don't think we will just move forward but I think it will be a good learning experience for us 
to combine the use of all the new technologies and figure out new ways of doing that while still 
relying on our physical stores. 
 
Mariano Nardone: Okay, thank you. And now in relation to another topic, when you look at 
Minimum as an actor within the relationships system with other partners, what would you say 
is its primary role within this ecosystem? How would you say that Minimum brings value to 
their partners?  
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Respondent 5: Well, that's both a tricky question to answer for me. Because we definitely bring 
a really cool and a nice fashion to them and of course value for money.  Through Minimum we 
actually try to deliver the whole package. And when I say the whole package, I mean as I said 
before, both the sustainable movement, innovation and also great designs which we really work 
hard on. But we need to consider the backend as well, we also deliver to the companies we are 
dealing with. I think that's what really adds value to them. We are really fast on providing our 
service to them and provide solutions quite fast. It's the whole way around. I  think we are a full 
package. We're not just doing great clothes, but we also implement all the activities that need 
to be there to bring the company really good value. 
 
Mariano Nardone: Okay, thank you. And on a more practical level, you said that you're mostly 
working with Zalando, for example, can you name some others of your partners?  
 
Respondent 5: We have agents in Germany, France, Finland and they need to have all the 
information from our backend. If they need a quantity number or need some data on clothes, 
codes etcetera I will provide them with technical and customer support. 
 
Mariano Nardone: When you say customer support, do you refer to the partners, the B2B, or 
also the B2C? 
 
Respondent 5: We are not B2C, we only deal with business to business, key accounts 
management and with our agents and of course. 
 
Mariano Nardone: In terms of communication, what kind of approach is Minimum using 
towards its customers? Would you say that the communication that you've been using in the 
past year says evolved, after the pandemic, or it has been almost the same? 
 
Respondent 5: We always communicate a lot via email, everything is practically emailed to 
our customers. I think our system of communication has evolved during the pandemic as now 
we take more calls on Teams. If we need to figure something out, we will do it virtually. It's 
something that we wouldn't have maybe thought in the past.  
 
Livia Spatafora: And if you look at Minimum from an external perspective, what would be for 
you a milestone that once reached you would be very proud and satisfied of your job? 
 
Respondent 5:Ihave the perfect job right now, so for me it's only about looking forward. At the 
moment I'm actually in the best place I could ever be and I'm happier with my work than I have 
you ever been so I can't say I would want anything else. I would love to see a us becoming a 
bigger brand than we already are. But in an eco- friendly way, as we are actually already moving 
towards. I would love to see that, once the pandemic is over, we're still standing as strong as 
we did before or even stronger. I think that would be the first milestone I would like to achieve, 
knowing that we made it and we did it in the right way. We took care of the people around us 
and also of our customers.  
 
Livia Spatafora: Thank you. We know that you have implemented a new project Virtual 
Reality project. We don't know exactly how much involvement you had in it, but how was your 
overall experience? 
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Respondent 5:Iactually haven't been involved so much, I have seen it during the meetings so I 
know everything about it. And I know that it has been exhibited in Holland and that Zalando 
has actually worked with us as well. I think it's a really exciting project. 
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Appendix D 
 
First interview with Respondent 3 
Department: Buying Operations  
Date: 25/03/2021 
Duration: 47 minutes 
 
Livia Spatafora   
Okay, so, just to get started, could you please introduce yourself? A little bit? And, yeah, just 
explain what's your role? And yeah, how long have you been working at Minimum?  
 
Respondent 3: Sure. My name is Kristina and I have been working with Minimum for 10 years, 
I just had my 10 years anniversary, first of March, before that, I was in another textile company 
taking the same position. And my responsibilities are from the start of the collection. So this 
means I also am the team leader of our design department, both male and female. Same with 
our QC department, meaning the girls that are taking care of that the measurements are right, 
that the fitting is correct, that the production is made, right and the workmanship is made nicely. 
And then of course, also, the buyer manager, meaning that I'm taking care of all of the buyers, 
they don't allow me to place any orders anymore, the girls want to do it themselves. So they 
only come to me if there are any headaches and trouble with the suppliers and dealing with 
different cultures from China, Bangladesh, Thailand, Indonesia, India, Turkey, long term time 
relationship means a lot and especially when you have visit them and travelled and seen their 
factories, this somehow just get some extra points on your account. So even though that we are 
very much into women's rights and so on in Denmark, you can still see that with the countries 
we are dealing with. The top boss is always the one they are approaching to if they have some 
kind of problems with the buyers. So yeah, this is about me.  
 
Livia Spatafora: If you consider Minimum’s mission, what would you say? How does it tries 
to reach it? 
 
Respondent 3: The word mission to me is a bit theoretical, because a mission in a textile 
company is, of course that we design clothes for a target group. And we need to follow the 
fashion. But it's also very important that you follow the DNA within the company. So this 
means especially when we are having new designers on board, that they often have their own 
language in the way that they a drawing dresses or shirts or jackets and so on. But it's very 
important that they understand the Minimum DNA, otherwise they could be designing for 
another brand. And then you can suddenly see that it is Minimum’s product. So the mission is 
to be very faithful to the DNA of Minimum, to be on top of the trend that is going on in the in 
the fashion industry, but still have it put down on a level where our consumers would want to 
buy. So  we cannot design anything that our target group would say that simply too crazy, or 
nobody would wear that, then we have made a big mistake.  
 
Mariano Nardone: And what would you say is Minimum's DNA? 
 
Respondent 3: It's Scandinavian fashion. So this means that we are very minimalistic, we both 
have male and female. And there's a big difference between male and female in the collection. 
In both lines, we need to be Scandinavian in our approach. So this means that we are very 
simple in our style. But at the same time, we are very big in the southern or mid Europe 
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countries. But with these main markets, that is actually not Denmark, we also need to adapt to 
the southern countries. They like very bright colors, they like something that is not so 
Scandinavian in a way. So the DNA is to be Scandinavian in our approach, not too many details, 
not too weird, like Italian, we can easily see if it's a style designed in Italy, by Italian designers, 
or if it's made by Scandinavian designers. So we are very minimalistic in our way. But within 
this DNA, we have to remember that our main markets are a southern and mid Europe. 
 
Mariano Nardone: Okay, thank you. And when you think about Minimum as a company, what 
would you say is the central object? And by central object I mean, any entity to which operation 
rotates around. It could be like products, it could be the people that work at Minimum, it could 
be the final value proposition. 
 
Respondent 3: Actually, we are known for how Minimum is a great work space to be in. How 
from our CEO to the girl who comes now and then to put in milk in our fridge, everybody is 
equal in their value. And everybody can ask our CEO a question, you don't have to go to your 
leader first and then they would have to go further on. But still with the respect for your leader, 
and we are a young company, we have a good sense of humor and we know how to work hard 
as well. So it's not just a fun, but if you can spice up the hard work and with all the things that 
are on our desk and plates with some funniness, then you also want to give some extra. So 
nobody is saying "I have kids, so I have to go and pick up my kids." But "I'd love to finish up 
a special project or something then in the evening." It's not that and I think for the majority of 
the staff is that instead of waiting for the next morning, eight o'clock when you're back at your 
desk, then you continue that project, then most of the people would say could we could we 
email each other? Could you reply me later tonight because I'm really eager to see what is the 
result after the calculation or whatever it is. And I think that's a very positive thing for 
Minimum. And but of course, it's also our product that we are known and is the epic of our 
company. But I have to say that the people working here are the best.  
 
Mariano Nardone: And would you say that people have always been central, or in the past the 
central object was something else? 
 
Respondent 3:Ithink there has always been like a good work environment here. But when we 
were the double in staff in respect of how many we are today, you could also feel that there it 
was different. For example, there were groups. And when we had to let go of some people...I 
would say, the smaller we got, the closer we got to each other. And the more you want to help 
out your colleagues, even though it's not your work area, or whatever. So it's definitely 
something that has always been there in a way. But the smaller we got, the more connected we 
got with each other.  
 
Mariano Nardone: And do you think that the pandemic has had an influence in that? 
 
Respondent 3:Iwould actually say it was before that. It was when we had some internal 
challenges, when some of our owners left the company. So now we only have one owner left, 
and he has 100% of the shares. So that is where the first steps actually were made, and we got 
in closer to each other. We were 100 people, while now we are like 53, within one and a half 
year. So it went quite fast. And then of course, now with the pandemic I don't think anything 
changed in in the relationship to your colleagues, but I would rather say that I'm positively 
surprise that with the energy that's in the company. We have managed so many extra things and 
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projects through the pandemic. So we really have had the time to work harder in a way even 
though we were quite nervous.  
 
Livia Spatafora: Now, like let's change a little bit topic, if you think about the different entities 
that Minimum works with in its day-to-day operations, who would you say are the main actors? 
So, who would you say are the most important ones? And what is that makes them so important, 
 
Respondent 3: Definitely both customers and suppliers, which is my area. We are not changing 
suppliers every season or every year. Because my work ethics is that I believe in long term 
relationships. So that when we are having good times and the suppliers are maybe suffering 
then I can reach out and help. But on the other hand, when things are turning around, for 
instance, during the pandemic, I was asked by our CEO if there were any chance that I could 
reach out to our suppliers and ask for some credibility because the goods were coming in, but 
we have nobody to sell it to and the suppliers wanted their bills to be paid of course according 
to the payment terms that we have agreed on, and I called every single of our supplier and asked 
them for 30 days extra credibility. And all of them said yes thanks to many years of cooperation 
and always a good tone, and so of course they wanted to help us out. And that makes me proud 
that we have a supplier base that have such a big trust in us, because it was easy for them to say 
"we have our payment agreement, so we have to stick with that." And it's also a big risk for 
them because they could see what was going on in Europe. And not to mention any names. But 
of course, there's one big player in Denmark, where they just demanded what they wanted as 
payment terms, where our suppliers are saying you at least had the courage to call us and speak 
to us ourselves, instead of just writing an email maybe with our CEO as the as the sender and 
demanding what you wanted to happen, then you actually had the courage to call us. So the 
suppliers are very key to us. And also, we are a very commercial company meaning that 
everything had to be at the best price, always. So not to say that we have a jeopardize with the 
quality. But now we have decided one or two years ago that we really want to focus on the 
sustainable fibres. So we decided two years back that we want to move more and more into 
sustainability, both in the way of our fibres, but also in other objects. And this journey aims at 
convincing the customers from going from a cheap, or a good price and a certain quality level. 
But to demand a little higher price, but also giving them more value. The value proposition that 
you talked about is very important for us. But this journey is also quite tough, as a lot of 
customers would still say I would rather have it for 500 coronas and sell a bit more than I would 
pay 600 coronas and then sell a little less, but you have to make some choices now. And then I 
believe that it's the wise choices that we have done and going to make into this sustainable 
journey. And we have some fantastic projects running right now where we are. I don't know if 
Casper told you but we are one of the first in Europe where we use our deadstock to give it 
away when the colors are out of date. We are sending these goods to Portugal, then they are 
shredded and being spawned with new virgin fibres so that the fabric will be strong again, and 
then we will remake new styles. So a lot of different old styles are being sent down there and I 
think this is some interesting projects and something that you can be very proud of. And where 
we are the first ones using our own stock. Whereas brands like Patagonia buy leftover fabrics 
from factories. So yes, circular economy is also very important for us.  
 
Livia Spatafora: And just to quickly go back to the previous question you mentioned about 
your relationships with the suppliers. So can you describe if there are different levels of power? 
Or it's kind of the same between Minimum and your suppliers? And does technology have an 
impact on that? 
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Respondent 3: Yes, I would say it has a big impact for us. Some of them are having quite high 
level of technology, where others are still quite average. But it's something where you move 
yourself, you cannot only afford to have suppliers where they have the highest level of 
technology, because it will simply also be very expensive. So you have to have the right match 
between what you what you want your product level is, and I think we have a right match in 
the technology level. 
 
Mariano Nardone: And in terms of power distribution, does Minimum dictate the rules or is 
it 50-50, or you agree to the rules of the suppliers?  
 
Respondent 3: It's a two-way communication and agreement. I would never demand anything, 
nut there's also a certain point where I have to say, I cannot agree to these, if it's payment terms, 
or delivery terms, or technology or the lead time it takes to produce as close, you have to be a 
bit strict. Otherwise, if you're being too nice, then you could also be put aside, because they 
know I would not be so angry. And that can sometimes be my personal problem, that I'm being 
too nice. But then I would say that they also know that if I call them, then they also know that 
there are problems and trouble. So this means that I am there when the buyers are having their 
daily correspondence and so on, then everything is running fine and smoothly. But if I then on 
our weekly catch up, I can see that suddenly we have some delays, or problems in general, then 
I'm stepping in. So as long as you're being honest and transparent, we are okay. I think it's all 
about good relationships. And I would say that of course there's this balance between when do 
you consider them actually a friend, and when you have to remind yourself there's money 
between you. But in the end, I prefer to have suppliers that could be considered friends, rather 
than having very formal relationships. This is also good for when I'm traveling to their factories, 
they are always nice to me, and I really appreciate it.  
 
Livia Spatafora: Thank you. And we know that during the pandemic, you kind of had to change 
your investment strategy. So you had to allocate more resources to the online business. Do you 
think this has impacted the buyer strategy?  
 
Respondent 3: Yes, in a way I would say that. I think it was a very wise choice that we made 
this shift during the pandemic, because just to sit back and wait to see whatever or whenever 
this pandemic would have ended, it would have been a big loss to us. However, it's not changing 
anything in my role and in the terms of buying, the only thing I can say is that  we have looked 
into alternative ways of sampling, as we made for only sells. But then my problem is that I have 
been in this business for so many years, so I'm a bit old fashioned sometimes, so I need to touch 
the garment, I need to feel it. Where the younger generation they buy everything online and 
they don't mind not touching and feeling the product. 
 
Mariano Nardone: Okay, now I will ask different questions that are not related directly to your 
role. So, in general, what would you say that Minimum's role in the ecosystem is? How does 
Minimum bring value to the partners, so on your side, it could be the suppliers, but also to 
retailers or the end customers? 
 
Respondent 3: If I understand the question correctly, I will say that the partnership again, also 
with customers. I know that a lot of shops are suffering during the pandemic, because there are 
no customers in the shops and they still have to pay rent. And again, the milk is, is suddenly 
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getting old. So with the shops being closed for several months, now, there's a lot of styles from 
December that we send out, things that needs to be warm, while right now we are entering the 
summer styles. So we are helping the customers in every way that we can, but we can also not 
be naive, because we cannot just take everything back and then just have a warehouse full with 
the with old unusable clothes. So I know that the relationship between Minimum and customers 
are very strong and after this crazy year, we also have some points to take from them. So yeah, 
we hope that they will be faithful with us and also keep buying from us. Yes, and about before 
the pandemic we have always been very helpful as a company. So it's just something that was 
strengthened during the pandemic. And the same with suppliers. We are not known for shouting 
at them or being rude.  
 
Mariano Nardone: Thank you. And on the supplier side, can you please explain how the value 
chain is structured? 
 
Respondent 3: Yeah, we have a Danish supplier called DON group. They have factories in 
China, but they are a Danish company. And this is our biggest supplier - where they really 
understand what we are looking for. And so they actually come to us in advance. So when the 
designers are starting up with a new collection, this supplier usually makes an appointment just 
before, because they already know what we might be looking for. So this saves us a lot of time 
from the design department since they can actually pick and choose from the supplier. And, to 
me it's also that they know what kind of price level we are looking to. So there's hardly any bad 
surprises, as they know what they need to offer to us a both in quality standard, but also in price 
level. But when it comes to production, if you see this supplier that just don't put much attention 
into your production line and it just looks very poor and bad. Then we will notice. Indeed, it 
means a lot to me that we don't get any claims from our customers. Because if we are getting 
claims, we also losing faith in our customers.  We also collaborate with company called 
XFactory that is own by a Danish guy that has been living in China for 20 years. So this is also 
the case where he knows what I'm talking about, because he's Danish but he is also into Chinese 
culture. So this is a great cooperation we have with him. Then, we also collaborate with a 
Chinese guy based in Guangzhou, in the south of China. He really understands what kind of 
fabrics we like for men's collection. And the wise thing he is doing is that he sews up some 
samples and put our label. So it is Minimum’s style that will arrive and that we can put straight 
into our collection. So I think that's very clever of him. 
 
Mariano Nardone: So in general, do you rely mostly on Danish companies? 
 
Respondent 3: No, we also have a big supplier Indonesia, only for knitwear, for example. We 
have quite many good suppliers, around 20.  
 
Mariano Nardone: I don't need you to list all of them, obviously, I just want to understand 
whether you have a direct relationship with the suppliers in China, Bangladesh, and those 
countries, or you rely mostly on brokers.  
 
Respondent 3:Iwould say it's a 50-50.  
 
Mariano Nardone: Okay. And in terms of the final product, does it always pass through your 
offices right? And then you put them in the collection?  
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Respondent 3: Yeah, before the pandemic we always travelled out to do the final inspection 
ourselves in the factories, both to see the factories to see and see the standards. And personally, 
I love all of this new sustainable way of producing, so I love to go to the factories where they 
get the empty plastic bottles, and they cut them and they take away all the metal things ordered 
and they wash the plastic bottle and they make it two threads that we can so close with. But 
other than that, we are having a lot of samples sent to our office here where we have our QC 
team checking up before the production is being shipped out so that we know what when what 
will come in the containers.  
 
Livia Spatafora: Thank you. Now looking at Minimum from a macro perspective, what would 
be the milestone that once reached by Minimum would make you feel satisfied? 
 
Respondent 3: Right now, it would be the project that I just explained to you regarding using 
our deadstock. Finding new ways of making good business, not only from a money perspective, 
but also from a pollution perspective. Our industry is polluting at such a high level that we have 
to do something. So my satisfaction is coming from making some good choices in terms of 
trying to change the way that we are producing too. Can we use less chemicals? Can we assure 
that if we are using any animal leather, we do it in a level where it's controlled and where you 
are not getting on the front page of any newspaper, because you're using foxes from Siberia. I 
don't want to be the person who is buying something like that. I want to be part of a company 
where we can actually be proud of what we have in our collection. But basically, it's about that 
we are changing into using more fibers that are good for the environment, and that we are not 
taking any farmland that can be used for the food industry because there's simply too much 
suffering around in the world. So if I just want to grow cotton, instead of there being potatoes 
in the fields. Yeah, it just needs to be very wisely what you're doing, that would make me 
satisfied. 
 
Livia Spatafora: Awesome. And one last question. Do you have any specific goals set for the 
future?  
 
Respondent 3: Both from a personal perspective and company wise, the goals at the moment 
are in the sustainable direction. So, it's important for me to say that it's not only my 
responsibility. I have the responsibility for the garments and fabrics we are using. But I also 
think it's important to look at it corporate wise, that we are having green energy, that we are 
thinking about the way we are travelling around the world. Do we have to fly to Dusseldorf for 
a one-day meeting? Or could we actually have it through Teams because it's much more 
convenient.  
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Appendix E 
 
First interview with Respondent 2 
Department: Sales – female division 
Date: 30/03/2021 
Duration: 28 minutes  
 
Livia Spatafora: Could you start by introducing yourself and talk a little bit about your role at 
Minimum? 
 
Respondent 2: Yes, so I have been with Minimum for three years now and I work on female 
sales internationally. Let's say that I work under Casper and I oversee all the female aspects - 
from helping to design or everything except that I don't have any influence in buying 
whatsoever. So I'm involved in sales, I'm involved with design and marketing, I also assist 
Casper in some male matters sometimes, but this is actually what I do with Minimum and this 
is what I have been doing forever. I have been in the textile business since I was 20 so and now, 
I'm 41.  
 
Livia Spatafora: Okay, so since you know the company so well, could you tell us maybe what's 
its mission and if and how it evolved during the years? 
 
Respondent 2: For us it's to provide the customers with the classic products for mid segment 
so we are an entry price a brand and this is both male and female and for the casual customer. 
And this is kind of my mission, this is a mission that have changed within the three years. But 
that is because there has been several CEOs in the company. Since I started, the profile has 
changed a bit for women's wear, and it was needed, and it was the intention. So we have grown 
it to a more mature contemporary print. 
 
Mariano Nardone: Ok. And, what do you think the central object in Minimum's ecosystem is? 
By central object, we mean any object to which operations rotate around. So it could be a value 
proposition, it could be the products that you have, it could be the relationships that you have 
with the partners or between people inside the company, anything. 
 
Respondent 2: Well, in my opinion, it's the suppliers, the agents, and then it's the partners. So 
three legs on that one, because the suppliers are super important, because if they cannot provide 
us with the product we request, and if they're not able to reach our suggested price targets, then 
it's difficult for us to go to the agents and provide them with a good collection to go to market 
with. So I think it's suppliers, agents and partners. Obviously. we are very dependent on 
partners, because we want the customers to be in a good situation. And this is definitely what 
corona have shown us within the last year, that if the market change, and they have to close 
down or to be restricted, then obviously this has a great impact on us.  
 
Mariano Nardone: Okay, and has this changed over the past years that you've been at 
Minimum? 
 
Respondent 2: No, actually, these value points have been the same. But obviously, everything 
has changed within the last year, because of Corona. So one thing is that the suppliers are on 
maximum pressure. For them even to be able to make production is challenging, because 
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containers are missing, flights are cancelled and everything. And the agent and the distributors 
are obviously having a very hard time going to sell stuff when everybody's closed down. And 
for sure, for the partners, this is also within the last year a big insecurity about what's going to 
happen. So for sure, within the last year, it has changed a lot. And if it had not been to where 
due to Corona, I would say no. 
 
Livia Spatafora: Okay, so you mentioned some of the main actors for you. Could you please 
elaborate on that? Maybe you can explain what is that make them so important for Minimum. 
 
Respondent 2: For the suppliers, it's to reach the design target, to be able to provide us with 
the products we request. And even that, we all ask them to provide sustainable products and 
this is also something that they need to be in speed with. So we are fully dependent on them. If 
the supplier doesn't make our product right, then we have nothing to sell. So that's obviously 
super important. And we're depending on the agents and our distributors in order to be able to 
sell Minimum, to tell what our mission is, to get the customer to understand who we are and 
what we are. Over the years our relationships with the partners have obviously changed. We 
also now see for some markets that when the customer has a shop and she grows up with this 
shop, so maybe she's had it for 15 years, you will buy differently than she did in the beginning 
because she's older. So there is a lot of things are switching right now since department stores 
are doing really bad because they are closed. And so obviously they are struggling, and online 
is thriving at its best. And then we actually see an uplift in boutiques. So the small boutiques in 
the local cities, they are booming. And that's because of people don't want to travel to the bigger 
cities to do shopping. 
 
Livia Spatafora: And do you do you think there is kind of different level of power between 
Minimum and these other actors that you work with? 
 
Respondent 2: Well in general I think we have a very strong position. We have always been a 
steady company and now I've only been here for three years so obviously I don't have a lot of 
track record but it's everything I heard when I started out with customers, so we are very strong, 
we have helped out of partners during Corona and we actually do things the right way. We have 
a marketing team, we have a service team, we have everything so the customers are not left for 
themselves so I think our position has improved but there's still a long way to go. 
 
Livia Spatafora: And would you say that technology has a part in all this? 
 
Respondent 2: Obviously it has. We were some of the first one among the Danish brands to 
introduce our digital showroom, like already a year ago, and we did it just after corona started 
and it was planned in advance so it was not because of corona. Our departments are super happy 
with it and we are not using it for full capacity yet, so the end customers haven't seen the full 
effect of us having this digital showroom yet, but all departments have shown it to the buyers, 
so I think we have a strong position in being actually really digital, but in the end how much it 
matters if people buy or not I think it's still down to the product. 
 
Livia Spatafora: And with respect to the pandemic, we know that Minimum had to revisit its 
investment allocation. For example, it had to spend more on the online strategy rather than 
before. Do you think this is a change that will change Minimum's equilibrium in the next years 
as well? 
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Respondent 2: Yeah, we're continuing to implement more and more digital and more and more 
online because we definitely see that this is where the buying power is in the end. But it's not 
like that we're going to only focus on one line, we're not going to skip doing things. So no, I 
think it's going to be better and better and I don't think it actually switches any balance within 
the company because I think we were already kind of men's company from the beginning. I 
don't think there's actually internally a feeling that it's switching a lot. Compared to where I 
have been previously, Minimum is doing extremely well on online and digital tools, and I 
worked for a very big Danish company. So it's just what Minimum is, I don't think it has 
changed that much. 
 
Mariano Nardone: Okay, and in general how does Minimum bring value to its partners? You 
can refer to your specific role if you prefer. 
 
Respondent 2:Ithink we bring value to the extent that we provide our partners with the products 
they are able to sell, and that we have a big focus on sustainability. Because I know everybody 
does, but everybody really doesn't. So, it's definitely something we can't ignore. In general, if 
we are not here, then they don't have Minimum to sell. And towards our partners, we are very 
good on working out different cooperation. We are very good in handling terms of extended 
payments and all these things.  
 
Mariano Nardone: And what are the biggest companies that Minimum collaborate with in 
terms of b2b? 
 
Respondent 2: We actually just did a count on it, but it's very different from collection to 
collection. I think we have around 800 customers in total. If I should mention just two of the 
biggest ones, it would be Zalando which is our biggest account. And then we have a big chain 
of physical stores in the Netherlands called Sissy Boy, which also have a lot of buying power. 
They have a lot of shops, if I'm not completely wrong, I think they have like 20 shops or 
something in the Netherlands. And these are definitely two big partners, one completely online 
the other offline. 
 
Mariano Nardone: Okay. And has the ratio of physical versus online partners changed with 
the pandemic? Has the pandemic had an influence on that?  
 
Respondent 2: No, it hasn't changed. What changed is the fact that a lot of physical stores are 
doing online business. So it's not like we have created an online account for any of them.  
 
Mariano Nardone: And what would you say is the ratio of physical wholesalers versus online 
platforms?   
 
Respondent 2: 90-10, where 90 is the physical stores. 
 
Mariano Nardone: And based on your experience, has the sales approach changed over the 
years? 
 
Respondent 2: The go-to strategy, yes. It's been more and more crucial that you can provide 
something different to customers. So you need to tell more of a story today, it's more important 
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for the customers to get a story because, to be honest, we are in a group of a lot of Scandinavian 
brands. And we can all make the same shirt, we can all make the same knit, we have pretty 
much the same price levels. So you have like a big poll of Danish brands that people are very 
interested in since the last five, six or ten years, international buyers have been very interested 
in Scandi-fashion, but we actually do kind of the same thing. More or less so we are all very 
casual. So there is not that much of a difference, therefore you really need to be able to tell the 
right story and prove that you are a good company to work with like a stable company.  
 
Mariano Nardone: And what is the story that Minimums has built over the years? 
 
Respondent 2: That differs from collection to collection. When you sell a collection, you need 
to involve the buyers in a journey that starts design. So if design has some ideas, let's say that 
because of Corona we need to cover up our faces, therefore everything has a high neck you just 
need to be able to tell this story to customers. And again, I'm in sales. So this would be my 
standpoint, it comes down to the product. If our product is not stronger than our colleague 
brands, then they will take the other brand.  
 
Livia Spatafora: And now maybe a more general question. If you think about a milestone, that 
you would really be satisfied for Minimum to reach, what would that be? 
 
Respondent 2: If I'm just looking not so far ahead, then it would be very nice to have the home 
market grown up. We are very, very low on customers in Denmark. And it would be a milestone 
for us to have. And I  can even say if we could just have 30 stable good customers in Denmark. 
With the right profile, this would be a milestone because this has been missing for the three 
years I've been here. And the whole market is just very important.  
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Appendix F 
 
Interview with Respondent 4 
Department: Marketing 
Date: 9/04/2021 
Duration: 32 minutes 
  
 
Livia Spatafora: Okay, so could you start by introducing yourself? And what is your role at 
Minimum? 
 
Respondent 4: Yeah, sure. So my name is Anders, I work as a marketing and digital manager 
at Minimum and I have been doing that over the last four years. So my overall responsibility is 
heading the marketing department, which is split in two. We have a team that focuses on 
primary marketing activities, such as more creative stuff, photos, campaigns, communication. 
Then we have a team focused on e - commerce workshop. So mostly running and optimizing 
and developing an online platform. So I'm the head of these departments. Me in specific, I have 
experience within e - commerce and digital marketing. I've been doing this for a lot of years 
now. And I've built workshops for some of the larger retailers in the in Denmark and also run 
and optimized web shops for especially the retail market. So that's kind of my area of expertise, 
the whole e - commerce part and I'm the head of the marketing department, but in terms of the 
specific task, these are been carried out by the other guys in the team. 
 
Livia Spatafora: Okay. Thank you. And now, I will start asking some more general questions. 
So from an internal perspective, what would you say is the mission of Minimum and how does 
Minimum try to reach this mission? 
 
Respondent 4: Well I don't have a written down mission statement at the moment. But before 
the mission statement we worked with the so-called Region As preferred business partner. So 
our main objective is, of course, to sell as much clothing as possible. But the kind of the mission, 
and the way of doing that is to have a good relationship with our partners, our wholesale 
customers. What we see is that there are 1000s of companies like ours, and, we all sell clothing, 
so we aren't really special in that way. So the way we go by this is by having a very high service 
level in terms of our partnerships, and by being the preferred business partner for our retail 
customers. That's kind of the mission for us, I would say. 
 
Mariano Nardone: Thank you very much. And now from, an external perspective, what would 
you say is the most important thing in Minimum? For example, is the products that you realize 
or the relationship that you have with the people or anything else? 
 
Respondent 4:Ithink it's hard to say one specific area, but without a doubt, a combination of 
the product and the relationship with the retailers, because without having a high-quality 
product, there wouldn't be a business, of course. I see a lot of companies like ours but that don't 
really focus on the quality of the product. So I think that in terms of our customers, we need to 
be very focused on having a good product with the right quality. But then again, we need to 
make it easy for our customers to sell our goods. So we need to have a good relationship with 
our retailers in terms of setting them up with the right knowledge about the product, the correct 
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prices, of course, also a lot of data around the product. So it's easy for them to sell our products 
because we only succeed when the company or when the retailers managed to sell our clothing. 
 
Mariano Nardone: Okay, and you mentioned you have been working in the company for four 
years, would you say that in these years, this central object has changed or do you believe it's 
been always the same? 
 
Respondent 4:Ithink that in the last couple of years, a good relationship with the retailers have 
become even more important, especially when it comes to the physical retailers. I don't know 
if they're struggling at the moment, but they are at least challenged by some of the major online 
players in the market. So, kind of making sure that they have the correct information for their 
service, and so they are ready to sell our products is something that has become even more 
important, I think. 
 
Livia Spatafora: From your perspective, a digital marketing perspective, what would you say 
re the main actors that Minimum works with at the moment? And what is that you think make 
them so important? 
 
Respondent 4: Well, in terms of customers, we see a lot of larger, online players gaining more 
traction, like Zalando and About You. Major platforms like these have been important for many 
years, but we've seen that their focus perhaps shifted a lot during the last few years. So where 
Zalando, before just was a retailer online, now it switched to a marketplace. So they are 
minimizing their risk, they don't have any stock, so we need to ship everything from them. In 
terms of the digital landscape, we see that a lot of the traditional retailers, even though they 
were online, have shifted their focus in terms of marketing strategies. And that's both Zalando, 
Amazon also. We also see in terms of all the partnerships that especially with the COVID-19 
situation that we are beginning to look into digital tools, in terms of how to present Collections 
Online to our customers, since our sales staff can't have physical meetings with buyers anymore, 
or at least they are very limited in that way. We are looking more into seeing what kind of 
digital solutions we can use to grow the business in terms of percentage and collections.  The 
whole ecommerce part has become much more important for us. 
 
Livia Spatafora: Would you say that they in the years have acquired like more power compared 
to Minimum or how is the kind of relationship? 
 
Respondent 4: Among the major customers, Zalando is gaining more and more power and 
constantly evolving. It has as a goal of growing their marketplace, or their partnership program, 
that's how they call it. The whole marketing or marketplace strategy is growing from Zalando's 
side and they're kind of taking control of the customer but giving all the risks to the brand. So 
we have the physical stock, we take all the risk, Zalando needs to concentrate on getting enough 
traffic on their website and making sure everything converts. So there's no doubt that that the 
major players have gotten more power within the last couple of years. 
 
Livia Spatafora: You mentioned the COVID situation, as Minimum had to kind of review its 
investment allocation by spending more on online compared to what he was used to. Do you 
think this has had an impact on the balance within the company? 
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Respondent 4: Yeah, I can see that. We are a traditional wholesale business, we aren't used to 
run retail. But the only kind of retail part we have is our own webshop which hasn't been 
prioritized very much over the last years. But last spring when COVID hit, all the physical 
stores closed down. We only we only managed to sell wholesale to our existing online partners. 
We needed to get more liquid funds, so we decided to put much more effort into our own 
webshop. There's no doubt that our own webshop has become more important and more focused 
internally as well. And we actually also, at the moment, just launched a new strategy where we 
open up localized webshops in different countries. So there is no doubt about that our workshop 
is getting a lot more focused and traction at the moment. 
 
Mariano Nardone: Okay, and I have a technical question regarding your relationship with 
Zalando. When you have to sit down and discuss the terms of your relationship, is there a 
negotiation or does Zalando have a standard way of selling, and you just have to accept it? 
 
Respondent 4: We just have to accept it. There's no negotiation with Zalando. A brand like 
ours just has to accept that. 
 
Mariano Nardone: Okay, and are there other minor marketplaces where you can negotiate the 
terms or when it comes to this kind of platforms, you just have to accept it every time? 
 
Respondent 4: With the new smaller marketplaces there is much more openness to negotiation, 
but with the major players like Zalando on Amazon, you just have to take it or leave it. 
 
Mariano Nardone: Okay. And now moving to another topic, I want to ask in which way 
Minimum brings value to its partners and customers? And how do they bring value to 
Minimum?   
 
Respondent 4: I'm not, honestly 100% sure. Because I don't have a lot of interaction with our 
retail customers. So I can only guess that we of course, bring some value in terms of providing 
them with the right clothing for the right season, and also in the quality that exceeds the 
customer's expectations. But I can't really say anything more about it. 
 
Mariano Nardone: Yeah, this is a good answer. And can you name maybe besides Zalando, 
other big customers that Minimum has at the moment? 
 
Respondent 4: We currently have About You, who's also a large online platform, we have 
Nearly in Sweden, and then one of our large customers in Denmark is called Magasin, of course. 
Yeah, I'm not sure about all the customers. 
 
Mariano Nardone: Okay. And seeing that Minimum is now opening localized webshops in 
different countries. Is there any other digital marketing strategy that Minimum is currently 
applying to overcome the pandemic situation?  
 
Respondent 4: In terms of the websites, as mentioned, we are working on localized web shops 
for our main markets with Germany, Netherlands, France, Denmark and also .com site. We are 
working with localized payments and that's in terms of the end consumer. So that's our own 
webshop. Then wholesale - wise, we are working with an American company called New Order 
that provides a sales and supply platform. So that's something that we are going to be using in 
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terms of servicing our customers digital instead of physically meeting them. So that's kind of 
the two digital things that we're working on. So a new B2B platform for our wholesale 
customers and then a new e-com platform for end consumers. 
 
Mariano Nardone: Okay. What are the main changes that you've witnessed in the past, let's 
say three years? In the sense that fashion companies rely on their products, obviously, which 
customers like 90% of the time need to touch before buying. How do you think Minimum is 
been adapting to the fact that now everything is going digital? 
 
Respondent 4: What we are doing since we know that, a lot of our wholesale customers, 
especially the physical retail, they really want to touch and feel the product, whereas the major 
online retailers, they don't really care about that. So when we have a sales meeting with Zalando, 
for instance, they couldn't care less about touching the product, they just want to see a 
spreadsheet with the prices, and maybe not always an image because they don't care. They are 
much more focused on data. Whereas the physical retailers are a bit more about the gut feeling, 
and they know what selling whereas the major online is all about data all about analytics and 
business intelligence. But of course, we are aware of the need of touching and feeling the 
product and we are trying to compensate that in other ways. So we've kind of scaled up our 
entire content team. We're doing a lot more; before when we were selling products to our 
retailers, we were just doing it based on a picture. So just an image of a piece of clothing with 
no model, nothing, just a simple picture. What we're doing right now is that we are shooting all 
styles on a model, the key styles. Also with the video, we're doing a lot more in terms of 
products, product descriptions, in terms of fitting and quality. So we're doing everything we 
can to kind of give credit security for the buyer, before purchasing the product. And then we 
also supply some more physical tools. We've created a physical quality book containing all our 
physical materials. So we can have a digital sales meeting with the customer, but then send 
them a physical book with all our qualities. They don't have the clothing, but then they can 
touch and feel the quality. So we try to combine digital with physical. 
 
Mariano Nardone: Okay, thank you very much. 
 
Livia Spatafora: And one final question. From a more macro - perspective, what would you 
say, is the milestone or main objective that if Minimum reached that goal, you would be really 
satisfied all of your job? Both from your own and the hole company perspective.  
 
Respondent 4: In terms of my role, I'm very focused on the e - commerce part, I have an overall 
objective of reaching, making sure that the e - commerce part is a certain percentage of the 
overall turnover at Minimum. I don't have a specific number, but I'm looking to make sure that 
ecom is a much bigger part of the overall turnover to get more power to the Commerce part. I 
don't know if there's something in general in terms of the company that I would be satisfied of. 
We reached our 2021 goal in terms of overall turnover and revenue. 
 
Livia Spatafora: Okay, yeah. Thank you. I think we have all the answers. Thank you very 
much.  
 
Mariano Nardone: Thank you very much. Bye. 
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Appendix G 
 
Third interview with Respondent 1  
Department: international Sales 
Date: 29/04/2021 
Duration: 30 minutes 
 
Mariano Nardone: So, how do you describe your role as an international sales manager? Could 
you tell us what were the main goals set for the last year (2020)? And how did they had to be 
changed? 
 
Respondent 1:Ithink looking past, the fiscal year goal for 2021 was, obviously was heavily 
infected by the pandemic. We had already back in March last year to change the forecast and 
the plan in investments and so on, and actually support our retailers way more than what we 
would have done in a normal world, meaning offering them for instance, extended credit, 
discounts on open orders, and make sure that the stock pressure would be relieved on our end 
to make the retailers interested in taking the goods when there's a global pandemic. So 
obviously, all that all those measures had an impact on the fiscal year. We didn't reach we didn't 
reach the set-out goal at the end of 2020. But we managed to go breakeven, and we managed 
to support our customers. That's the fiscal part. In terms of corporate strategic goals. In March, 
we also had to change a lot of them from going from brand building to brand relating initiatives 
and targets, moving them into a more digital direction. So we had to shift all of our investments 
to operate, put more marketing into our own ecom platform to drive turnover wherever we 
could since everything was shut down. And also communication wise, we had to implement the 
virtual showroom to be able to communicate with our customers abroad and maintain our 
business running. So shifting all the brand building industries into more digital initiatives.  
 
Mariano Nardone: And overall, would you say that it has been a good year for Minimum? 
 
Respondent 1:Ithink taking everything into consideration with regards to the global pandemic, 
obviously, we didn't reach that the initial turnover target and the profit target that we had, but 
compared to similar brands in the market, I think we should be quite pleased with how the 
turnover ended and about the outcome of 2020. A lot of our competitors, they are even 
struggling more than we are. I think that's something to be proud of in a, very vibrant market. 
 
Livia Spatafora: Who is your target customer? And how do you describe them? 
 
Respondent 1:Iwould say between 25 and 40 years old. That would be our main if it is age 
related. Obviously, we target someone who is interested in the Nordic and Scandic lifestyle if 
you can put it that way. Also, when it comes to minimalistic clothes, Scandinavian clothing, 
interior design. So those synergies are something that we tap into our production development, 
and especially with our new established Impact line and sustainability line. 
 
Livia Spatafora: And do you have a measure of your customer satisfaction? 
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Respondent 1: Unfortunately, not. We don't have a measure of customer rating system, we 
simply don't have the resources to do it. I would say the company doesn't need to have a 
significant size.  
 
Livia Spatafora: For example online on Zalando, where you can buy your clothes and people 
can leave the comments, reviews. So it's something that you don't usually look at? 
 
Respondent 1: No, because not when we are having trade calls with Zalando, sometimes they 
are sharing the data, sometimes they're not sharing the data. And, to be honest, those data are 
so it's super important. But it's also something you need to be very aware of. Meaning that, for 
instance, when you when you analyze return rates one person might find it's too small, another 
one might find it too big. So there's a lot of different layers in that kind of communication that 
you need to be aware of, it is stated that we are using an essay collection build up. So if they 
say there's a tendency on a dress, where it says that the comments are like, "the fit is too small", 
then it's something that our product team is taking into consideration for building the future 
collections and the shape of the dress. But it's very down to products. And it's not on a holistic 
approach, not a proper customer review system. So you don't have kind of a direct way to 
communicate with customers. But we changed the platform to Shopify, on our own e-
commerce, which is giving us a lot of more opportunities in reviews and making us a lot more 
flexible than the old platform we had. And also let's say the now I'm overseeing the b2b part of 
the business and the majority of the customer feedback is actually coming via wholesalers. And 
via Zalando, but as always, like different layers in between. And a lot of our physical retailers, 
they don't have that kind of metrics in reporting. 
 
Mariano Nardone: And since you mentioned that you're willing to create an experience around 
Minimum. Are you also planning to create a community by incrementing, the b2c/ b2b ratio? 
 
Respondent 1:Ithink Anna (Sales Support) mentioned that one of the investments that we had 
to do back in March last year where that we shifted a lot of the brand building initiative to move 
towards a more digital direction. One of the consequences were that we just launched a new 
German website with local pay, local wording etc. And that will be implemented in a few core 
markets over the next couple of weeks. So they are shifting the budget more into D2C direct to 
consumer, b2c kind of communication. I think what the pandemic has also shown us is that we 
cannot relate only at our wholesale customers, we need to be able to communicate directly to 
our community, our customers, our end consumers, so we need to shift the attention and focus 
to that. It's in the early stages and we are going to have a meeting about opening up a few retail 
spots around, to be able to communicate straight to our customers in that way, and present the 
brand. Like we want it to be presented. So I think what the pandemic has also shown us is that 
pure wholesale driven brands, it's a good strategy. But they also have a challenge when they are 
not communicating straight to the customers. So this is something that we are looking heavily 
into in the coming weeks and months. 
 
Mariano Nardone: Okay, great. And now, changing a bit the topic, how do you usually select 
the partners to collaborate with in terms of wholesale suppliers? Is there any specific reason 
why you chose them?  
 
Respondent 1: It's actually a lot about the positioning of the brand, and also the position of the 
customer. So if the brand environment is something that grows our brand as a partner, then it 
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could be an attractive customer. Behind that we have a matrix where we are positioning 
customers in a grid, it's fairly simple but you have a star reference, you have a mass reference, 
you have a local independent reference. So we have also metrics for our customers into certain 
segmentations. And this is relating to also the terms and conditions that you can offer to a 
specific customer. Because it might be that the local one Aarhus might not get the same terms 
and conditions as let's say, La Rinascente. So there might be different kinds of approaches to 
each customer. But everything is often relating to the environment and the brand mix and the 
position of the customer. And then you can also say that there are also customers that we are 
saying no too, because we can be concerned that if we partner with them, then the distribution 
might not be aligned across all of our markets. So we could also come in situations where we 
have to say no to a potential collaboration. 
 
Mariano Nardone: Okay, and what would you say are the biggest difficulties that you had 
during the last year? And how and if have you been doing in overcoming them?  
 
Respondent 1:Ithink one of the biggest challenges is that you when you're doing 98% purely 
on wholesale driven business, without really focusing on your own channels of distribution, 
then in a pandemic, like we just had, then you're quite vulnerable. That's why we are shifting a 
lot more falls into B2C. And in communicating straight to the customers, and not via our 
partners. So this is something that will be a heavy investing in the coming two to three years. 
For brands like ours, not saying that we will down prioritize our wholesalers, just saying we 
need more legs to stand on than only the wholesale business. 
 
Mariano Nardone: Okay. And in terms of specific goals, as we discussed, what are the specific 
goals for the next year? And if you look at yourself in 2019, and if you look at yourself now - 
how these goals have changed? 
 
Respondent 1: Actually, I can say that the fiscal year for this year is a little bit about expectation 
wise, we're a little bit above 2019's turnover. We had this positive mind that from the first of 
Jan 2021, there would be no more COVID and we would be back to normal. So we actually 
said to the Board that, from this year, we would expect to grow compared to 2020. But also 
grow a little bit on 2019. Now we are in almost May, we just made a forecast, three plus nine 
and as it looks right now, we will not reach the turnover budget, but we will most likely reach 
the gross margin. Still, that is the goal for us and also what the forecast is saying and as you 
could also feel the past couple of weeks have been really intense. We are receiving mails, calls, 
on a daily basis form people who just want to get out of the order since they don't expect to sell 
enough. So we made a forecast. And the forecast three plus nine is still looking completely 
positive, we will not reach the turnover target as we plan which was a little bit higher than 2019. 
But right now the gross margin target seems to be raised. But there are still nine months to go. 
So let's see how everything will develop. When we see indications from Israel, from 
Switzerland, that they are having a little bit back to normal kind of ambience and rhythm, then 
then the industry takes off, the mood is happy the people are getting out there shopping. We 
just need that to go into our core markets in France, Poland, Germany, Denmark. And it's it's 
still not there yet, honestly.  
 
Livia Spatafora: You said that you reached a lower than expected profitability, but still on the 
margin level? Will this, do you think, be radical change in your financials, targets in the future?  
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Respondent 1: No, I think as long as we're reaching the gross margin, then it wouldn't 
necessarily change radically, our investments and willingness, if you can put it that way. Also, 
the good thing is that we have a CEO in place, who is actually a lot into investments. We cannot 
just sit and wait, when we feel the friction out there, we need to take it, to implement it and 
move on with it. So as long as we are maintaining our gross margin targets, our investment 
willingness will continue. But obviously, if those targets are not being met, then we need, as a 
fairly small company, to hold back. We are not a bestseller group; we don't have a stack of cash 
sitting on the shelf that we could just use into the company. So as long as the probability targets 
are being reached, our investment willingness will continue. But if some at some point they will 
have a hit, obviously they that will be changed as well. 
 
Livia Spatafora: Okay, and one last question. Do you have maybe an example from your career 
at Minimum, where you felt that you had achieved a specific goal? 
 
Respondent 1: Obviously, we if you're looking back turnover targets, you can always take that 
them as reference. And our peak years were in 2016, 2017, 2018, the years before 2019. And 
then the pandemic hit. Now, we reached a lot of our turnover targets and we grew our business 
quite a lot. So obviously, from a sales point of view, we grew our business in some of those 
years with 20%, and then the year after 15%, so that we had quite good growth. And we didn't 
plan that, we were still quite realistic planning, putting a 10% growth target on a yearly scale 
and those were periods of time where you could reach those targets.  
 
Mariano Nardone: Perfect. Thank you. And yes, there was the last question, we thank you.  
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Appendix H 
 
Second interview with Respondent 2  
Department: Sales – female division 
Date: 29/04/2021 
Duration: 25 minutes 
 
Mariano Nardone: In regarding to your position, could you please explain us what the main 
goals were? And how did they had to be changed? 
 
Respondent 2: In my position, the most important goals last year, before Corona hit, were to 
get the new agency in France, and get the new agency in Germany started off. So, we started 
off with the new agents in Germany in the summer. So just after Corona started. And this was 
like the main priority actually, that we needed to start up with the Germans and develop that 
market. And then also a key focus for me was to maintain onliners, to maintain turnover and 
flow and develop of collections. 
 
Mariano Nardone: So, in regard to the objectives of 2020, did you have to change them? 
 
Respondent 2: No, we actually didn't. But obviously, now it's a new year. It did set back the 
expectations to the new agency in Germany. So obviously, they had a rough start. And we didn't 
anticipate that when we signed with them. So, this was a development of collection that was in 
text that was even probably actually pushed a little ahead, actually, because we had to be even 
more sharp and even more specific in the collections. So, collection wise, this whole Corona 
situation actually improved our collections to keep the focus on what's important and what's 
not. Then, we have even in grown a time, so we're able to sign off the new agents in France. 
And we did that in December. So we still actually achieved the goals. 
 
Mariano Nardone: Okay, great. So how would you describe the performance of Minimum in 
the last years? 
 
Respondent 2: Last year was reasonable. And again, this is definitely a big thing in financial 
terms, because then we managed to keep it. But obviously, our expectations for 2020 were way, 
way, way higher. And in March, they looked incredibly good. And then Corona hit. So turnover 
wise, obviously, we didn't meet the expected goals, but we still kept gaining, as Danes say, the 
skin on the nose. I think we actually did well, but obviously, we didn't see the turnover that we 
expected.  
 
Livia Spatafora: Okay, on another perspective. Who do you say are your target customers? 
How would you describe them? 
 
Respondent 2: For me, it's female, obviously. So, she is female. She is kind of casual. She pays 
some attention to dressing casually, but now and then she also wants to be a little chic. She is 
definitely not a trendsetter. She is a trend follower. And then she is attentive to sustainability.  
 
Livia Spatafora: Do you have a way in which you measure your customer satisfaction?  
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Respondent 2: If we would have to really measure them online, we could only get them from 
our big partners. So, we can look at the return percentage, so that we can measure if the customer 
is actually satisfied with the product. For us a way to kind of measure it with our partners, is 
through customer loyalty. If the customer continuously buys the collection, then he is satisfied. 
If he is continuously doing reorders, then he is satisfied. And that's our best way to actually 
measure our customers' satisfaction. 
 
Livia Spatafora: Okay, so would you say that you have or don't have a direct relationship with 
your customers? 
 
Respondent 2:Ihave a direct approach, but we don't have any direct contact with the end 
customers. We have personal relations only through our agents, because obviously, we don't 
see all the customers, but we are trying to improve this. The focus is often on key accounts that 
we participate in the key account meetings, which has also been set on a complete pause in 
2020. And that looks like it will be the same in 2021. So, other ways in which we try to be 
personal with our customers is like, for instance, when we show the collections digitally, we 
have some videos, and a lot of our customers have been very happy with watching it. And even 
if it's on a video, they still kind of socialize and can relate to our designer. And another thing 
that we could be better at is the use Instagram. And we can actually repost our customers posts, 
you know, saying that this store in Holland posted this today. And this can also create some 
kind of personal relationship politically. 
 
Livia Spatafora: Would you say that you are working towards creating an online community? 
 
Respondent 2: This is something that we don't have today, but this is definitely something we 
need to be better at. We try but we need more brand awareness in general. 
 
Livia Spatafora: Okay, so like moving more towards the b2c? 
 
Respondent 2: Not necessarily the b2c, but more like on Instagram, reflecting our customers. 
Obviously, it would be nice to have a big following of end consumers. We don't have that a lot 
either. This is also a marketing goal. But actually, to develop personal relations with our 
partners with the shops by re-sharing their posts. 
 
Mariano Nardone: Is there a pattern that you use to select with which partners to collaborate 
with? 
 
Respondent 2: It depends from market to market. Our brand can be slightly different in 
Switzerland than it is in Holland. So, we actually leave it very much up to the agents to decide 
which shops to go to. But obviously, we have like these key brands that we work well with. On 
all markets, we see a very big interest in Scandinavian brands, which means that a lot of the 
Scandinavian brands are in the same shops, if it's Canada, or if it's Switzerland, or if it's Holland. 
And it's actually up to our partners to decide where to put us. It's completely up to them to look 
at which brands they carry, and what partnership we can start with them. Every now and then 
we also take up an account that probably has some ridiculous terms, but we do it only to be 
there because of their profile. There can be big business that can have high profiles, and that 
can be the right retailer. 
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Mariano Nardone: What difficulties did you face last year? What were the biggest and how 
did you overcome them, if you did? 
 
Respondent 2: The biggest one was that the market situations were not similar. So, we needed 
to always keep track of which market is closed and which is open house, how are the shops 
doing, are they nervous to buy? So it obviously had a big impact. And also, the fact that we 
were not able to meet with anybody, we weren't able to have our sales meetings, we weren't 
able to really dress our agents properly to sell the collections. And yeah, cash flow very quickly 
actually solved that problem going, going to new or going or digitally, which was a very big 
advantage for us compared to other of our colleagues, friends from Denmark. And not being 
able to, for the agents, to sometimes meet the customers in person, but having to sell the 
collections digitally. And then stock management as well, because it was very difficult planning 
our budget, planning our reorders, buying stock, and it meant that we had to clear a lot of stock 
at a price that we expect it to go at full price, and it ended up being sold very early in the season, 
but to chain off price partners instead. This was definitely just the turnover from our stock. 
 
Mariano Nardone: And if you look back at yourself in 2019, and if you look at yourself today, 
are there big changes to the specific goals that you have? For example, do you have more 
involvement in digital activities? Do you have different goals in general? 
 
Respondent 2: At the moment, we still need to maintain and develop the German market. But 
marketing will probably be the main focus in relation to effect on my position. Because it's very 
important for us that we now start really focusing on improving the brand, and the brand 
awareness in general, to be able to get it to go to every market. So, I think this will be the main 
development point for us. We are still looking for some new markets as well. We have been 
looking to, for instance, Sweden for a long time. But it's not realistic, that it's going to happen 
this year, either, because not a lot of companies are taking on new brands.  
 
Mariano Nardone: Were already existing goals that you had to push forward because of the 
pandemic? 
 
Respondent 2: Yes, so these would have been goals regardless of the pandemic. 
 
Livia Spatafora: And one last question. Do you have an example from your personal career at 
Minimum in which you felt that you had accomplished one of your goals? 
 
Respondent 2: My biggest accomplishment is definitely in the collection. One of the focuses 
once I joined Minimum was that I would be a big part of the development of the collections. 
We were not that many female actors in Minimum when I started, and we definitely see an 
improvement in the collection. So that's a good one. 
 
Livia Spatafora: Perfect, thank you very much.  
 
Respondent 2: Thank you very much.  
 
Mariano Nardone: Thank you. Bye. 
 
 



 152 

Appendix I 
 
Second interview with Respondent 3 
Department: Buying Operation 
Date: 29/04/2021 
Duration: 35 minutes 
 
Mariano Nardone: My first question will be in regard to your position. What were the goals 
that were set for the last year? And how they had to be changed? 
 
Respondent 3: Well, I think that, you know, the plans that we had were, of course growth, to 
step up even more on the status, the sustainable take. And it's so crazy now that it's 1st of May 
and I thought that we could put Corona behind us at the beginning of the year. But now you 
learn that you have to take one day at a time. This means that the projects that we have planned 
for the next month before the summer holiday, projects that needed to be finished after the 
holiday, it simply needs to be taken step by step, because we have no idea how the future is 
being. And a good example is that when we finished our selling, for what we call our autumn - 
Winter Collection early of March, we managed to have a growth of 10%.Ithink nobody would 
have ever predicted this, because the times are so crazy and tough. So we were more than happy. 
And then just less than a month later, we were selling the next collection. And of course, we 
had a good vibe, because we just finished the previous collection very good. And at the sales 
meeting, we just saw sales people with very pale faces indicating that lockdown was a reality. 
Again, some countries were locking down again, others postponed their lock-down. This was 
just a reality check that we are not finished with this Corona yet. And it's just to say that it even 
though if you feel there's a small light, all the time you are being dragged back somehow. It's 
so difficult really to take some steps forward. And also, to find the energy to it, but at a certain 
time, you'll also get a bit tired yourself. And this, of course, is not possible in a busy routine, 
where there's always a new collection, there's always something that needs to be done. And the 
planning of the projects you have for the future is either being postponed or not. We are not at 
a point where we delete or cancel any projects. But nothing is really started. Everything is just 
being postponed. And that can be a bit demotivating from time to time.  
 
Mariano Nardone: And overall, with respect to the goals that you had last year, how do you 
think Minimum’s performance has been?  
 
Respondent 3: There are different goals, I would say of course there is in terms of turnover. I 
think going from 2019 to 2020. We actually did a very fantastic result financially wise we went 
from -12 million dkk in revenue to +2 million dkk. So that of course is very positive in a year 
where everything is crazy. But of course then we had planned that 2021 would have been even 
better and the start has just been really crazy. So in that terms, we are not really reaching out 
and getting the goals we wanted to have. But when that is said,  our sustainable journey and the 
goals we have regarding this, if it's fiber level wise, if it's working with heart with the CSR and 
compliance, then we are reaching our goals. We are implementing sustainable strategy, risk 
assessment with our suppliers. We are working hard and still trying to reach some of the goals 
that we are we are having on on those levels. 
 
Livia Spatafora: Okay, thank you. And on another note, who would you say are your target 
customers, how would you describe them? 
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Respondent 3: It's so difficult to put on a target group these days, because I think that if you 
think a bit more old fashioned, then back in the days, people were buying more into their 
favorite brand brands, and then they were buying everything from these brands, we can see that 
over the last maybe five to 10 years, it's much more about spending your savings on something 
very expensive from a very expensive brand. And then you spice up your collection with some 
more basic, and not so expensive items. And we call this "pick and choose". So the generation 
now is picking and choosing styles, what they like instead of supporting one brand fully, we 
don't see that one man or woman are buying a full collection from Minimum, they buy into 
what they see. And then they spice it up with either a very expensive Prada bag or Balenciaga 
bag, and then they buy some basic item from H&M or Zara to balance it out. I can see that our 
target group is switching from being conventional customer, meaning that price was very 
sensitive to them towards  being more concerned about our policies, like how is the garments 
produced. And the age is very difficult to determine but I would say that we are starting from 
plus 25, but then it can go up to plus 50. And it's difficult as a brand to say a certain target group 
that we are aiming for. Because it's so difficult,  you can you can have a 50 year old with a very 
young mindset and tapping into what is going on in the world. They would buy at Minimum 
and then you can have a 50 year old who has a different mindset and is much more into a 
different lifestyle. And they would think that Minimum is way too young for them. So it 
depends on their mindset, I would say. 
 
Livia Spatafora: Do you have a way in which you measure kind of your customer satisfaction?  
 
Respondent 3: Yes, we do. It's not my area, but we have it in our marketing department that 
they track the records of customers' age, why are they returning the items. So we are collecting 
data in that area. And we have also been speaking with a brand that's called Boven and they 
specialize in making these modern questionnaires for instance, they were working for a brand 
making leather bags. And they were considering to do a brown leather bags with some gold 
details on or a blue one. And they sent these questionnaires out to their customers, and then 
they could see what would the customers actually prefer to buy. And they decided to go into 
production with that certain bag instead of the other one. So I think this is an interesting way of 
actually having your end consumers on board and having their mindset within with your 
knowledge of the buying process. But of course, that takes a lot of more, both manpower and 
money as well. But I think it is an interesting way of being more accurate regarding to what 
you buy. Instead of just having the personal feeling of what could work better. It could be 
interesting going forward and having those kinds of companies supporting you. 
 
Mariano Nardone Would you say you have a direct relationship with your end customers, or 
that you're maybe thinking about increasing and interacting more with them in the future?  
 
Respondent 3: We would really love to interact even more with them going forward. Because 
I think also with the times changing , agents and sales people it's not to say that they will not be 
there in the future. But I think if you really want to attack more precisely, then you should go 
more straight for the end consumer. So definitely, without losing our DNA, that would be a 
wise way of doing it. 
 
Mariano Nardone: We know that Minimum is very focused on building a whole experience 
behind the products, would you say this creates a community around the brand? 
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Respondent 3: Yeah, definitely. I think you just need to be prepared as an organization if you 
choose to go down that path. It could definitely be a possibility. And I think also that, with what 
is in front of us for the future, that all of this being more transparent and open minded without 
showing all of your business models. Zara and similar brands are happy to show their suppliers 
because if I contacted their suppliers, they would they would definitely say no thank you as we 
are a smaller company. The competition with companies of our size would be more much more 
attractive to other brands in our level. So I would never tell who we are working with in the 
direct line. But I would be happy to be more transparent in terms of other working conditions.  
 
Mariano Nardone: So, now back to your role as a buyer manager. Is there a precise way on 
how you select the partners to collaborate with? 
 
Respondent 3: Yes, things has also changed a lot for the 10 years I have been here because 
you work through words, what is your strategy. For years it was being all about just earning 
more and more money. The journey for the last plus three, four years has been much more 
towards the sustainable take. So I'm looking for professional partners that have a know how 
within this sustainable world, because if you have first tried to work with either Chinese or 
Bengali or whatever, they are raised in a terms where what you ask for is what you are getting, 
but you don't always know if it's the way that they have gotten the items. So they will also cheat 
you, they will also lie to you. If if you just ask something, they will just give it to you even if 
it's a copy. So with this knowledge, I'm really checking up that everything is under good 
conditions that the new suppliers or factories are working. Of course, it's also about their 
flexibility. This meaning that I'm not willing to take in suppliers where they only have a high 
MOQ for production, because then it's more difficult for me to accept and know what we should 
produce, where I can react faster if they have a lower MOQ and I can produce more accurately 
according to what is our need. And we will not have so much left over in the end of the season 
where the value is zero, and you nearly just have to give it away. So yeah, there's definitely 
some trade criteria that I'm looking for in our partnerships now. But I'm also trying to cut down 
on the amount of suppliers so that we  have a more close relationship with the suppliers instead 
of having a lot of small business with way too many suppliers.  
 
Mariano Nardone: During last year, this could be either relating to your position or to 
Minimum in general,  what do you think are the biggest difficulties that you have to face? And 
how did you try to overcome them? 
 
Respondent 3: Right now, all material costs are going up in prices. So this means that we get 
higher prices. And  it's not only sustainable fibers, it's also all raw materials. You also hear this 
in the wood industry, in other industries. So one thing is that we have taken this step and this 
change two years back where we went into this sustainable mindset. And there we had to pay a 
higher price. But now generally, we see that everything is going up in price and it's around 20%. 
So it's really a challenge to all the time having something new that you have to adapt to, and 
find a solution to it. Of course you can make a contract with a supplier saying that if you buy 
raw fabrics like raw cotton, then we can get a better price instead of I'm buying 300 pieces of 
T shirts, which is nothing in the total volume but maybe I'm predicting that I will use one ton 
of organic cotton then I will put it in to have a more fair price. But it's a balance all the time 
where to go and because it is a bit like the stock, that one day it's high up in price and other day 
it's dropping down.  
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Mariano Nardone: Okay, and looking at yourself in the in the in 2019 and looking at yourself 
today. How do you think the specific goals have changed?  
 
Respondent 3: It's, difficult to say because the changes that are coming are so out of the blue. 
For instance, we got a notice from Zalando, that within 2023, they will change their partner 
models. So this means that where we have some security in what they buy today, they will also 
pay for but when we enter 2023, they will say it's all on your risk, you as a company will take 
all of the risk. So I need to predict what will be the need for Zalando. And if my prediction is 
wrong, it's on my cost, I need to take back the goods. So it's so difficult to have some goals 
starting a year or two years back. Because there's all the time coming something new from the 
outside that you cannot predict, and this can destroy your totally your total business plan. If you 
have asked me three years ago, what is your goal and have you achieved it, the answer would 
be much more strict and prompt coming. But as this year has been so crazy, I would say you're 
just happy if you survive from one year to another. So it is a bit special, I would say.  
 
Livia Spatafora: Do you have an example from your career, meaning where you felt that you 
had accomplished a specific goal? 
 
Respondent 3: Yes, of course you have as a buyer. And you always have these KPIs you are 
being measured on. But I don't see them as goals, I just see them as something that is common 
sense for a buyer that you need to have your gross margin at this level, you need to have do 
better all the time. But then on the other hand, goals for me is the sustainable journey.  I'm very 
proud that the goal we achieved last year with converting 50% of our total buying volume based 
on sustainable fibers. I think that was a huge goal to reach. And I didn't even though that we 
could reach that level. And it was not that we had a goal but now we have we have a goal of 
doing even better than that. 
 
Livia Spatafora: Thank you very much. That was our last question. 
 
Respondent 3: Thank you. You're welcome. 
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Appendix J 

Interview with Respondent 9 
Role: customer 
Date: 1/05/2021 
Duration: 13 minutes  
 
Livia Spatafora: How did you hear about Minimum and what brought you to buy? At 
Minimum? 
 
Respondent 9:IthinkIwas looking for some shorts in particular. And I recall it was I saw some 
very characteristic shorts here in Denmark. And they had this little label, like a silver label. And 
then I went, I think into Zalando trying to look for that specific brand because I thought that 
they look cool and the quality seemed different than for example H&M or Zara, fast fashion 
brands, so I found it online. 
 
Livia Spatafora: Okay, so like, you didn't go on the website directly, you went through 
Zalando? 
 
Respondent 9:Ididn't know which brand it was; I only knew that he had a little label that stood 
out. And then I went into those places where you can buy different brands of shorts or something 
like that. And then I finally found them. 
 
Livia Spatafora: Okay, and once you found them, how what was the impression of the brand? 
How would you describe the brand? 
 
Respondent 9:Ithink it was a it looked modern, but a little bit classic in the type of product that 
they were providing. And it looked like very good quality. 
 
Livia Spatafora: Okay, and do you feel there are similar brands to Minimum? That, you know 
of? 
 
Respondent 9: There probably are but for that specific thing that I was looking for? I haven't 
looked. Maybe there are but I don't know. 
 
Livia Spatafora: Okay, and how many like what is the frequency of been shopping at 
Minimum or shopping for Minimum products? 
 
Respondent 9: Only twice, for a pair of shorts that I need to renew now and one of those cargo 
shirts 
 
Livia Spatafora: Do you have kind of a perception of how the brand has evolved? if it has 
evolved during time? 
 
Respondent 9:Ihaven't been like Minimum fan for years and years, I've only been using it for 
less than two years. So I think it maintains its standard and I think that's good for a brand like 
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that because if it starts creating things that are too modern or it starts changing too dramatically, 
it might lose its essence. 
 
Livia Spatafora: Okay, and how has your purchase taken place? 
 
Respondent 9:I think the shorts once I found them, I bought them via Zalando and then the 
Karger shirt it was we had their online shop. 
 
Livia Spatafora: Okay. And how was your purchase experience overall? 
 
Respondent 9: Well, I got it. So I guess it was good. I don't remember exactly like how it made 
me feel. 
 
Livia Spatafora: So you did you visit their ecommerce web shop, like their website?  
 
Respondent 9: Yes.  
 
Livia Spatafora: Okay. And do you feel that Minimum has good online presence overall? 
 
Respondent 9:Iam not the type to look into brands or in social media. Maybe if I see an ad, or 
if I am looking for that specific thing deliberately then yes. So when I searched for it, yes, I will 
be targeted with ads and then those ads are spot on. But social media wise, I don't know anything 
about them.  
 
Livia Spatafora: Okay. And one last question. Would you be more willing to buy Minimum 
clothes if you knew that he has been implementing sustainable initiatives such as circular 
economy by reusing that stocks or using sustainable fibers? 
 
Respondent 9: And not really. I think that that's just it's become like a buzzword So, I mean it 
has good intentions but it's not going to influence my purchasing habits. 
 
Livia Spatafora: Okay. Thank you very much.  
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Appendix K 
 
Interview with Respondent 10 
Role: customer 
Date: 01/05/2021 
Duration: 15 minutes  
 
Livia Spatafora: Okay, so what brought you to buy at Minimum? Or did you hear about the 
company?  
 
Respondent 10: Well, it was just a discussion with my roommate when I moved here in 
Denmark because like, I really fancied the Danish style, like the minimalistic style. And I just 
asked her some websites where to find some like, dresses like that. And she suggested me 
Minimum.  
 
Livia Spatafora: Okay, cool. So she knew about it already? 
 
Respondent 10: Yeah, I think she knew it. I don't know from where or when she discovered 
but yeah, she knew it.  
 
Livia Spatafora: Okay, thank you. Let's go to the second question. How would you describe 
Minimum?  
 
Respondent 10:Ireally appreciate the style because it appears really basic, but at the same time 
I think that it's really elegant. And it as his own message because I really think dresses have to 
give a message to the people that look at you. So yeah, it does. It's really elegant. 
 
Livia Spatafora: What is the frequency you have been shopping Minimum products?  
 
Respondent 10 It only happened two times to be honest. So I bought one a dress and another 
one another time I bought a pair of pants.  
 
Livia Spatafora: What do you think distinguishes the brand from other clothing brands you 
know, or you normally shop to?  
 
Respondent 10:Iam not sure how to answer that question. Because the big difference is actually 
like, the way it's named. I think what distinguishes the brand from other clothing brands is the 
style. I mean, there are not a lot of style of brands that have this minimalistic style. So yeah, I 
think is that compared to other brands like Asos  that I often use it's really different because it 
has the same vibe the whole time. So you don't find different dresses, it's only one shop not like 
Zalando, it's only vibe that you get from the clothes. 
 
Livia Spatafora: Okay, do you feel there are similar brands in the market? 
 
Respondent 10:Iwould say that like a similar brand to me like at first sight, it's Nakd, even 
though I never shopped a lot from there, but it also feels like that is really simplistic brand. 
Maybe more particular than Minimum, but yeah, quite similar. I would say also about the price 
range is I think similar. 
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Livia Spatafora: What made you choose it over other brands?  
 
Respondent 10:Ithink the reason I said at the beginning it was just a style, which is different, 
which is elegant but still has something to say. Like when you when you look at it like it's not 
invisible, like it has something to show to other people, right.  
Livia Spatafora: Do you feel that this brand has evolved over the years?  
 
Respondent 10: Oh, I am not sure I can answer that question. Because I only shopped during 
the last year, so I haven't really seen any difference during the time.  
 
Livia Spatafora: How have you purchased taken place physically or online?  
 
Respondent 10:I bought it online.  
 
Livia Spatafora: How was your purchase experience? 
 
Respondent 10: Overall, it was good. Yeah, I think I bought it during the beginning of the 
week both the things I bought and they were delivered within a week, so it was absolutely good. 
Nothing more to expect.  
 
Livia Spatafora: Have you visited the e-commerce web shop, or do you buy clothes via a 
specific platform like Zalando? Like from their website? 
 
Respondent 10:I bought it from their website. I went directly to Minimum because it was 
suggested to me. 
 
Livia Spatafora: And I What do you think about presence online? Do you feel Minimum has 
a good online presence overall, considering social media and online marketplace such as 
Zalando? 
 
Respondent 10: The website itself, looks really professional, at least to me that I don't have 
any new biggest experience. Everything looks organized and divided into categories. The only 
thing is that I'm not sure as far as I remember if there was the online the English version of the 
website. So that's maybe something that I wish they would fix. But besides that, it was really 
good. And yeah. But I didn't find it on Zalando or I didn't check it on social media. So I don't 
really know that.  
 
Livia Spatafora: Great. Would you be more willing to buy Minimum garments if you knew 
that they are implementing sustainable initiatives, such as circular economy, or use sustainable 
fibres?  
 
Respondent 10:I would love to; I really appreciate when those companies have this sustainable 
philosophy. I would definitely buy something more.  
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Appendix L 
 
Interview with Respondent 12 
Role customer 
Date 2/5/2021 
Duration 15 minutes  
 
Respondent 12: Okay, well, I'm just going to introduce myself quickly. My name is #, and I'm 
25 years old and I am from Denmark. 
 

Livia Spatafora: And what property did buy at Minimum? 
 
Respondent 12:Ithink that Minimum has a really nice style, a very kind of minimalistic guess 
it also goes with the name, nice patterns, it has really good quality and it has both, kind of 
classic look, which I like, and also but also with a bit of an edge. So it's a bit more offensive 
than just the normal white shirt. So that's what brought to you by Minimum close.  

 
Livia Spatafora: And how did you hear about the company?  

 
Respondent 12:Ithink that maybe I've just seen an ad, maybe on Facebook or maybe if I've 
been looking through Zalando or googled a type of dress I wanted, and then just kind of show 
up. I didn't specifically go to search for Minimum clothes, or perhaps I've heard about it through 
a friend. But to be honest, I do not really remember where I got to no Minimum. But I think 
maybe through ads. 

 
Livia Spatafora: And how would you describe Minimum? 

 
Respondent 12: Iwould describe it as very minimalistic as I said, but minimalistic with an 
edge. So it has a bit of sell to it. Very casual, but fancy. And good quality. And kind of very 
Danish styled in the colours. 

  
Livia Spatafora: What is your frequency I've been shopping at Minimum? 

 
Respondent 12: Well, I'm not a big shopper. I think I'm more the person who goes online to 
check what's available, and then I take a long time in deciding what to buy, because I want to 
make sure that it's a perfect fit for me. So I think I've bought once or twice in my life from 
Minimum.  That's just me as a buyer or a customer or consumer that I don't consume many 
clothes. 

 
Livia Spatafora: What do you think distinguishes the brand from other clothing brands? 
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Respondent 12: Maybe it's the thing that's, you know, very simple style, but it has a bit of an 
edge to it and it's it seems like it's good quality. That kind of makes it different from other close 
companies. You know, it has every single piece of clothes you might need, I think it definitely 
has everything you need. 
 

Livia Spatafora: Do you feel the similar brands at the market?  
 
Respondent 12: Yes, I do. But maybe they're not a single brand that has everything like 
Minimum does. I feel like that there are other brands that have kind of the same style as 
Minimum but they might only have casual wear, only active wear or only have office wear, that 
they might not have the whole thing. Or maybe it could be you know, not as good quality. But 
I do feel like there might be some brands that do have kind of the same style, especially all 
these crossbody or like a V neck that it's tied which is a very, very common and very popular 
style at the moment. So I do you feel like there are the brands in the market that have kind of 
the same things as they have, however, they might not have them in that big scale as Minimum 
does. 
 

Livia Spatafora: Do you feel that the brand has evolved over the years? If yes, how? 
 
Respondent 12: Well, I actually haven't really looked into the sustainability position.  But I do 
think that Minimum is aware of sustainability. And that is something that's important to me as 
a customer and goes very well with my interests. Maybe Minimum name has changed and 
evolved in that sense that sustainability plays a bigger role in the production of the products. 
But as I think it's every other brand, they evolved with fashion and what is what is fashionable 
at the moment. And I kind of would expect that because as a customer I would like clothes that 
are beautiful. And make me feel good. But I feel like their core values, I would think would be 
simple simplicity but fancy, I think they are still  very much present in within the brand. 

 
Livia Spatafora: How have your purchase taken place?  

 
Respondent 12: I bought my clothes online. It think I have been into a Minimum physical shop. 
But I think I bought my purchase online.  
 

Livia Spatafora: And how was your purchase experience? 
 
Respondent 12:Ithink it was very positive. The website is really easy to manage. And they've 
got really nice photos, big photos, photos from different angles, which I liked. Because then I 
can see kind of how it looks like on a person. But something that's definitely important is that 
it has the big pictures and different pictures in different positions. And that's really important. 
And I feel like it's a just fairly easy and nice website set up. 
Livia Spatafora: Have you visited the e-commerce shop like Zalando?  
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Respondent 12: Well, I feel that maybe that was where I got to know of Minimum. So I have 
but I don't think I bought anything from Zalando. 
 

Livia Spatafora: Do you feel Minimum has a good online presence overall? 
 
Respondent 12: Yes, I do. Indeed. I feel like the website is really nice and it's very beautiful, 
it has some really beautiful photos and especially with the Danish nature at the moment. And it 
has a lot of really nice vibe to it which I really like. And I feel like it shows off all the products 
in a very nice manner. 

 
Livia Spatafora: Would you be more willing to buy Minimum garments if you knew that it 
has been implementing sustainable usages such as cycle economy? 
 
Respondent 12:  Yes, definitely, I am very much into sustainability. If I knew that if I bought 
a dress or something that maybe if it was the 5% recycled fibers or was made with plastic from 
the ocean or had bamboo fibers or just in some way benefited nature or the environment, I 
would definitely be more inclined to buy their products and also maybe paying a higher price 
for it. As long as I was assured that my money would have a positive impact on the planet. 
Definitely. And maybe, in that case, I think it should be very explicitly presented that this is the 
case. And I also feel that sustainability plays a really big role and is very important today, and 
I feel that it's something that customers are more aware of. So definitely, sustainability is a 
really important factor in in what I choose to buy as a customer. 
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Appendix M 
 
Interview with Respondent 8 
Role: Retailer  
Date: 4/05/2021 
Duration 33 minutes 
 
Mariano Nardone: So first of all, we would like to ask if you could introduce yourself, your 
organization and your role within the organization. 
  
Respondent 8: We are running two shops, one male store and one female store and I'm the 
owner, and I'm also the buyer. So that's more or less my role. 
  
Mariano Nardone: Okay, and for how long have you been collaborating with Minimum? 
  
Respondent 8 : Since we've opened the stores, so that's almost seven years now. 
  
Mariano Nardone: Okay. And just to be clear, you're on to local physical stores. And you 
work as a retailer selling products from different companies.  
  
Respondent 8: Yes. As a retailer, we are multi-brand store. So we sell I think around 15-18 
brands in both male and female stores. 
  
Mariano Nardone: And do you mostly focus on Nordic fashion?  
  
Respondent 8: Yes I think 60% to 70% of our brands portfolio is Nordic. It's not that we focus 
on it on purpose, but I think it's style wise and also, business - mentality wise, I think the, the 
Nordic way of working matches with the Dutch way of working.  
  
Livia Spatafora: Okay. Thank you. And how would you describe your relationship business 
relationship with Minimum,  has it evolved during the years? 
  
Respondent 8: Yeah, it's very good. Of course. I think in a cooperation, it's always about giving 
and taking. So you have to be in a technical operation with the same expectations. But also, the 
relationship has to be balanced out, because we aim for the same which is to sell as many clothes 
as possible to the end consumer. So that's our common goal. 
  
Livia Spatafora: And do you promote your shop online? 
  
Respondent 8:Ithink we mostly use Instagram. Okay. I think currently in the whole fashion 
industry Instagram is playing a very big role. You see new brands there. But people also see 
your shop there. It's like a free magazine, and online, which you can use commercially, to sell 
products but also to create a feeling that people can relate to. You can create a community for 
your shops. 
  
Livia Spatafora: And what do you think is that meaning brings to your collaboration? What's 
the value added of Minimum? 
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Respondent 8: I think the added value of Minimum is that they are really a product- focused 
company. So it's essentially what makes the cash register work. It is the product because the 
end consumer wants reasonable products against a reasonable price at the right on time. So I 
think Minimum is there and is performing very good. And, I think Minimum is really a good 
example of a company who is, at the moment, really integrating digital worlds with the offline 
world. They work with a very good online program where you can get all the information you 
need, from your invoices to product shots, but also inspiration. And I think that's where 
Minimum is scoring very well. 
  
Livia Spatafora: And if you had to name a weakness, in Minimum, what would you say it is? 
  
Respondent 8:Ithink sometimes as a wholesaler, so as a brand, you need to step more into the 
shoes of the retailer. And then really, because Minimum is truly a wholesale company, they 
don't run on retail. But sometimes, what you figure out in a head office or decisions you take in 
a head office can be small decisions, it can have big impact on the long run. So sometimes you 
have to think a little bit more out of the shoes of the retailer. 
  
Livia Spatafora: Okay, and your opinion, what are the main differences between Minimum 
and other brands that you have collaborated or collaborate with? 
  
Respondent 8: Now, I think in general, we see a lot of comparison in the whole Scandinavian 
working methods. So I see a lot of Scandinavian brands who are operating more or less, the 
same. But I think for us why Minimum stands out is because we are focusing on each other. 
And everything that gets attention will grow. And if we focus on both buying and offering a lot 
of Minimum in our shops, then we will also get the attention back by getting some more credits 
when it comes to helping out. 
  
Mariano Nardone: Okay, and you mentioned earlier that the final goal is always to, to sell as 
more as much garments as possible. Do you think there is also a kind of collective intention 
that you and Minimum have more like in terms of values? Or is it only related to the final 
economic goal? 
  
Respondent 8: No, no, of course, we are. Both Minimum and us, we are a profit driven 
company, but in 2021, you cannot only have profit as a goal. Because if profit is your only goal, 
then you are not on it for the long run. So I think for us, the passion is very important. Products, 
but also the people. And it's not only the people here in the shops or in the brand like Minimum 
but it's also the people in the in the factories, for example. So we are really focusing on how 
can we make profits, of course, how can we also do it in a way that the whole chain is "friendly" 
I  know it's always  hard to say if a supply chain is a fully sustainable. One of the failures is to 
work friendly in the whole chain. 
  
Mariano Nardone: Okay, perfect. And in terms of human relationships, how would you 
describe them? How is your relationship with Minimum? 
  
Respondent 8: Yeah, it's good. Of course, due to the whole COVID-19 that we haven't seen 
each other in quite a while. In general, our relationship is perfect. 
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Livia Spatafora: And with reference of the present situation, how do you think the COVID 
has had an impact on your relationship with Minimum? How did you manage to overcome this 
difficulty? 
  
Respondent 8: Yeah, I think in general, the COVID situation has made the whole digitalization 
much faster. Of course, moving from an offline world to an online world, it has gone rapidly. 
Because we simply could not see each other. The traveling was banned. But I think the 
relationship has also become better because Minimum helped out quite good in the whole 
COVID. situation. So they really stood up as a supplier to help the retailers to get the 
cooperation they needed running for the long run. 
  
Livia Spatafora: Okay, thank you. And what are the main means that you use like online 
compared to what you were used to do before?  
  
Respondent 8: I think the buying has, of course, become part of the online by pictures by 
Teams by FaceTime, but also for the program, New Order. But fashion is also emotion. And 
emotion is, of course, not only the products, but it's also the people who work with and also the 
environment you go to when you go by. So it's all that ingredients, which can make a brand 
successful. But I think, in general, is the main uncertainties for retailers with all the lockdowns, 
which a brand like Minimum can try to take some away, but of course they cannot do 
everything. 
  
Livia Spatafora: Okay. And do you think these kinds of changes that you went through are 
going to be kept also after the situation gets towards normality?  
  
Respondent 8: Yes, the digitalization process definitely. We did a buying experience with 
Virtual Reality. And I think there definitely will be more online future. But in general, I think 
for us as a shop, the offline buying will still be the biggest part because people need to feel and 
see the garments. But I do think, because of the digitalization, we move forward a more 
sustainable way of working with less samples, for example, and just showing one sample so 
you can see and feel the fabric. And then you see the rest on in a digital world. 
  
Livia Spatafora: Definitely. Now a more, let's say broad question. Do you have any specific 
goals for the future with respect to your collaboration with Minimum? 
  
Respondent 8: I think the goal is always to keep the relationship well. And I think one of the 
goals is to keep on expanding and reorder the business. So narrow down the number of products 
and especially on meal brands which will leverage on less items.  
  
Mariano Nardone: Okay, thank you. This was our last question.  
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Appendix N 
 
Interview with Respondent 6 
Department: Sales – male division 
Date: 5/05/2021 
Duration: 29 minutes 
 
Livia Spatafora: Could you please introduce yourself? And how long have you been working 
at Minimum? 
Respondent 6: Of course - as you know, my name is Troels. I've been in the company for 
almost 17 years, I started as a sales rep in Denmark and then worked on the basic program on 
male and also on female division. Then moving into more agents, sales managers, will all the 
male agents in EU. And then on side of selling for key accounts, all the onliners, Zalando, About 
You, Boost, and so on. Working with the design and buying team product development. Today 
selling to Danish customer, online customers and I am doing product development. 
  
Livia Spatafora: So you said that you've been working a Minimum for almost 17 years? Could 
you explain in your own words, what is Minimum's mission and how it aims at reaching it? 
  
Respondent 6: Today the trend has changed to a more sustainable way, we are working with 
our Essential program where we have changed those files from being normal cottony to organic 
cotton, and so on. So I think we have been changing a lot also the way we open doors for new 
customer and stopping with others. Five years ago the numbers that we are aiming for today 
was more important than to have the right customer and a healthier business internally. 10 years 
back, there was more the push to reach a high budget. 
  
Livia Spatafora: So if you consider the different operations of Minimum, and the different 
actors that he's working, what do you think is the main object for Minimum? So main object, it 
could be the brand itself, the people working there, the products or the value proposition? What 
do you feel is the most important part in Minimum business? 
  
Respondent 6:Ithink it's not only one thing, so it's a bit difficult to just put on line one. We 
focus a lot on always having a good time in the company and feel good and be very transparent 
about what we're doing and also what we decide in the meetings. So it's important for us from 
Minimum to be an open and transparent company to work with for at the same time, it's also 
very important that we are thinking about the environment and in general, all the forces are to 
change for better now. 
  
Livia Spatafora: Do you think that kind of this focus chain has changed during the years or 
has been impacted by the Covid pandemic itself?  
  
Respondent 6: I think we have changed a lot. I think most companies tried to do better on the 
environment and the sustainable journey right now, but the transparency in the company has 
definitely changed a lot since we started a few years ago. 
  
Livia Spatafora: So who are the main actors that you currently work with?  
  



 167 

Respondent 6: The closest partner is our biggest customer, which is Zalando. I have meetings 
almost all the week. And we have a close dialogue with a Magasin Du Nord, because we have 
their own shops in the house. 
  
Livia Spatafora: And do you think that the relationship with these partners is balanced between 
Minimum and these other actors? 
  
Respondent 6: Yes I think it's quite strong. Years back we're had this dialogue with agents, 
from for example, Germany, and then some onliners but today we have taken back online so 
we take everything from the headquarter in Denmark. So they don't need to ask the big online 
customers don't need to ask to an agency if they need something, they are just directly going 
through to what I'm working. So, I think we are very close to have a good dialogue with these 
key accounts. 
  
Livia Spatafora: Perfect. And do you think that technology has a big part in your relationships 
with your partners? 
  
Respondent 6: Since COVID-19, we have had this New Order system, which is very strong 
and good, easy to show and sell from so it's been way easier in the last year to have Teams 
meeting and so on with key accounts, because it was not possible to travel. Soon it will be open 
for customer to reorder and buy from this New Order system right now. A year back we have 
done a presentation in a huge meeting with this new system and then the customer could easily 
see all product in a nice way.  
  
Livia Spatafora: We understood that you had to review your investment allocation and to 
switch more towards the online part. Do you think this has had a very big impact on the 
company? 
  
Respondent 6: I think it's easier to show who we are as a brand. And the way we think it should 
be with all these new online videos and a New Order system compared with just traveling 
around. 
  
Livia Spatafora: And if you consider the all the different parts that you work with, what would 
you say, Minimum brings value to the partners or the customers? 
  
Respondent 6: Especially with the smaller customer, we are quite strong in our Moves 
program, our basic program. So we can easily help them in in season so they don't need to buy 
a lot on long term, they can buy small assortment and then reorder in season and use our stock. 
So it's easier and safer for our customer to choose to buy into our product compared with some 
of the other Danish brands next to us, that they don't have the same size outside Denmark. So 
they need to push the customer to buy more on long term, so then if it's not working. Now again, 
I'm traveling around and visit customers all day on the main collection, they visit us in our 
showrooms in Aarhus and Copenhagen. Otherwise, we will take it on Teams meetings but we 
also need to meet in real life. So I think that's what most of our customers need. They want and 
they need to see us in real life and also see some collections in real life. 
  
Livia Spatafora: And what would be the milestone that once was reached by Minimum that 
would make you feel satisfied about? 
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Respondent 6: I think we're on the right track right now. I think that it's good to have this New 
Order. Also, when you even if it's possible to invite customers and showroom, I think it's fun 
to have this very easy way to work with online. And I know that we can develop and do even 
more in this system. We just started. 
  
 Livia Spatafora: Okay. Then. One last question. You mentioned your main partners, at the 
moment for example, Zalando. Did you have the need to change your relationships with other 
partners during the current Covid situation? 
  
Respondent 6: They are always people from Zalando one also the other onliner About You 
that we are collaborating and working with. We have this team meetings or just phone calls or 
just meetings right now and we didn't change anything. 
  
Livia Spatafora: Okay, thank you very much. This was my last question for today. Thank you 
very much for your time. 
  
Respondent 6: Of course. Have a nice day. 
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Appendix O 
 
Interview with Respondent 7 
Role: Supplier 
Date: 6/05/2021 
Duration: 42 minutes  
 
Mariano Nardone: So to start, I would like to ask if you could introduce yourself, your 
organization and what is your role? 
 
Respondent 7: We are a private label, textile producer, and private label means that we produce 
for brands and hypermarkets and internet shops, here in Scandinavia, and also in the rest of 
Europe. We started out as a normal producer producing in normal conventional cotton and 
polyester. But five to six years ago, we started looking into what is our most sustainable way 
of producing. And we bonded to, we took the decision that we wanted to be a part of the 
innovation in textile. So that means we want to push the innovation, we don't want to produce 
organic cotton, as we don't see organic cotton as our more sustainable fiber. And, in general, 
we want to produce out of waste. So we believe that we have enough raw material in the world, 
we just need to recycle the raw material, which we have. So that is our aimed goal. We are not 
there right now. But we are working towards that so we don't, in the beginning, we had our 
mind thinking that we would still do normal production and then slowly, the waste production 
had take over from the normal production. But we found that, doing waste took all our time and 
we didn't have time to concentrate on both customers. So we could only concentrate on the 
customers who were actually interested in supporting this new direction. And that's when 
Minimum came in some years ago. They were interested in in going into this direction. And 
they were interested in looking into this as our innovation process, which means that we will 
never be there where we can say we have finished the process. We always say that being a 
responsible company or being a sustainable company is like a ladder or a staircase you take one 
step at a time. And it is a movement. So it means that it's a movement in the sense of something 
where you as a person have an interest in this movement, but it is also a movement saying that 
you as a customer or as a brand have to move every single year. So if one year you use organic 
cotton, and you say I am sustainable or more sustainable because I do organic cotton, then if 
you the year after, still say that you are sustainable because you do organic cotton, then in our 
opinion, you are no longer sustainable, because you are only sustainable, or more sustainable 
or responsible if you keep a movement, and you support the new innovation which comes. So 
that is sort of what we are doing. And that's where Minimum is a very good partner for us. 
Because they are very open minded. And every time we suggest a new project they are up to 
try that. Or when we start saying to them that we can do a new garment out of an old garment. 
They are willing to go for it even though they know it's more expensive. They think it's a nice 
process and project so they want to be a part of that.  
 
Mariano Nardone: And for how long have you been working with Minimum. 
 
Respondent 7: I think that we have been working with them for three to four years, I think.  
 
Livia Spatafora: And if you had to describe your relationship with Minimum, how would that 
be? 
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Respondent 7: An open, innovative relationship. What I mean by that is that if I present a last-
minute project, they are on board straight away. They just throw everything they have in stock. 
So it's a very open and innovative relationship. So I think that it is very important for us that to 
have some brands, where we can come with some special ideas that they are also open to 
experiment. Because otherwise it's very difficult as we are not a brand, to make as many new 
developments as we want, if we don't have a brand or some brands to support it, then it will not 
go out in real life. 
 
Livia Spatafora: Of course. And do you feel that technology in general has an important part 
in your relationship with Minimum? 
 
Respondent 7: If you refer to the production setup in how to actually make these fibers, then 
of course, there is a movement in the technology and the technology has to develop. So it's 
really mostly related to the production. 
 
Livia Spatafora: And what do you think is the best value and practices that you bring to the 
relationship with Minimum and vice versa, so what Minimum brings to you? 
 
Respondent: What we bring to them is new ways of doing textile production. So we can offer 
them something which they can't get anywhere else, you know, they can't go to other suppliers 
and get the same circular production setup as they can to us. So that is what we offer them and 
they offer us an openness and a willingness to try these new things. So, I always know that if 
we find something out there and a new way of doing it, I can just call Christina at Minimum 
and if I think that it's a good thing then mostly, she will also think it's a good thing and then she 
will support it. 
 
Livia Spatafora: And if you had to name a strength and a weakness in Minimum business, 
what would you say? 
 
Respondent 7: It's difficult for me because then I will have to look at Minimum as an outsider, 
if you are talking about a strength and weakness within the cooperation we have. A strength in 
our collaboration is that we can we can offer them and we are doing business in something 
which is new, but we do also offer something which was new last year and not only new right 
now, whereas there are other suppliers who maybe offer something which was new for us two 
years ago. So that is the strength and the weakness is that sometimes since we are showing all 
the new stuff to them, then sometimes forget, what is last year's new, even though that last 
year's new are still better and newer than what they get from their other suppliers. So, sometimes 
the focus goes away from something which is also good. 
 
Mariano Nardone: And in general, what do you think distinguishes Minimum from the other 
brands that you collaborate with? 
 
Respondent 7: They are steps ahead when it comes to incorporating more sustainable fibers. 
But sometimes they do not tell too much about it. So there are some Copenhagen brands, which 
tell and do shows and a lot of marketing, but they are not at all on the same level as Minimum. 
So Minimum is at a higher level and they are doing more when it comes to sustainable 
production, but they are not telling it the same way as other brands are, which are actually on a 
lower level. 
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Mariano Nardone: Do you think this is also a weakness? Do you think they should improve 
in communicating the initiatives undertaken?  
 
Respondent 7: Yeah, it comes to the difference. You probably know, but you will also have 
the same thing in Italy, where the biggest cities, the people there, they talk a lot and say a lot, 
and maybe they don't have what they are actually saying, but when you go a little bit outside, 
then maybe they have it, but they don't talk about it. So this is a little bit the same case, they are 
maybe a little too shy. They should tell a more about what they are doing. So that the people 
know it more, they're a little a little too scared that some journalist or others will point fingers 
to them and start arguing what they are saying whereas other companies here in Copenhagen 
you know, are telling a lot but they are not living up to what they are saying. 
 
Mariano Nardone: Okay, what is the final goal of your relationship? So is it to sell garments, 
but in a sustainable way? 
 
Respondent 7: Yeah, we don't have what is called a final goal. You should never have a final 
goal. Because what will happen with you, if you meet your final goal, what should you do 
afterwards? You should never have a final goal; you should have a milestone. I would just like 
the same cooperation we have now, I would like very much that what we're doing out from a 
business perspective it's not only a narrow part of their production our collection, but maybe 
our larger part. But that's only out from a business perspective, if you look into it from our 
sustainable and responsible and our mindset, then what we are doing now is is a good thing, 
and there's a lot of steps to be taken in the future. But we should easily be able to go forward 
with what we are doing now in the future.  
 
Mariano Nardone: Okay, and in terms of your human relationship do you think that they have 
a crucial role within your cooperation? And how would you describe that?  
 
Respondent 7: For me, that is the most essential as we are humans. So if I don't like you, then 
it's also difficult for me to do business with you. But if I like a person, then it's very easy for 
me to do business with her/him. So having a good personal relation is very important. And I 
believe that I have a good personal relation with Christina, and then I have other customers 
where I have a neutral relation, neither a good not a bad. And then sometimes it's more difficult, 
in a way, to do business. And of course, if you have a bad relation, then it's not possible to do 
business. So within a human perspective, our relationship is essential. 
 
Livia Spatafora: Perfect. Thanks. And do you feel that Minimum has evolved during the years 
as a brand?  
 
Respondent 7: Yes, I'm only looking at this from a responsible and sustainable perspective. 
I'm not looking at this in terms of designs, meaning whether their designs have evolved in the 
last couple of years. But out from what I'm working with sustainability, then it has involved a 
lot.  
 
Livia Spatafora: And with respect to the present situation, do you think that the impact of 
COVID in your relationship with Minimum was important? 
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Mariano Nardone: Yeah, I believe that for everybody it was important because all custom all 
companies closed down last spring. And then it was very difficult to start new business or to 
start new products. So of course, it had an impact.   
 
Livia Spatafora: Do you have in mind any specific goals to reach in your collaboration with 
Minimum? 
 
Respondent 7: I have specific goals and milestones, but it doesn't have anything to do with the 
with the COVID. Because I believe that the COVID had a major issue and setback in spring 
'20. But the lockdown we have had now hasn't had the same impact.  
 
Livia Spatafora: And what are the milestones you're aiming at?  
 
Respondent 7: It's actually making textile out of worn textiles. So what we are doing now is 
that we are recycling something which hasn't been worn. But the milestone is to do it out of 
post-consumer waste. So whenever you have worn your textiles, then instead of putting it into 
a garbage bin, then you put it into a recycling bin. And that comes first of January 2022, you 
have to put it in a special bin. And then we should start recycling that. So that is the milestone 
part that will take some years because it's quite expensive. 
 
Mariano Nardone: Okay, and this was our last question. Okay. So thank you very much for 
participating.  
 
Livia Spatafora: Thank you very much.  
 
Respondent 7: Take care. Have a nice day. Bye. 
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Appendix P 
 
Interview with Respondent 11 
Role: customer 
Date: 09/05/2021 
Duration: 15 minutes  
 
Mariano Nardone: Thank you very much for participating in our project, it is very helpful for 
us. First of all, can you introduce yourself? 
 
Respondent 11: Sure, it’s a pleasure to help. I am 24 years old, and I am Danish. I currently 
study Management of Innovation and Business Development at Copenhagen Business School.  
 
Mariano Nardone: Thank you. You are a customer of Minimum. Could you please explain 
why did you choose to buy from Minimum and how did you hear about the company? 
 
Respondent 11: To be honest… there is not a specific reason why I chose to buy from 
Minimum. I simply like their products and their style. I feel like they have pretty basic and 
minimalistic garments, and that is something that I usually appreciate. In terms of how I heard 
about them, it is through Zalando. I frequently buy clothes online either via Zalando, Asos or 
similar platforms.  
 
Mariano Nardone: And how would you describe Minimum garments and the company in 
general? 
 
Respondent 11: I really like the clothes; it feels like they use good materials. I don’t know 
exactly what they’re made of, but yes… they feel really good. Regarding the company I don’t 
have a broad knowledge but in general I tend to support local companies. I would describe them 
as a classic Danish fashion company.  
 
Mariano Nardone: Great… and how frequently do you buy from Minimum? 
 
Respondent 11: Honestly, I think I have bought Minimum garments two or three times. I do 
not buy clothes regularly, usually I do some online shopping once or twice a year, but for 
example I haven’t bought anything in the last year because of the pandemic. Before that I also 
liked to go shopping in malls or in regular boutiques, but I have never bought any Minimum 
garment physically.  
 
Mariano Nardone: And what do you think distinguishes Minimum from the other brands that 
you usually buy from? 
 
Respondent 11: So in comparison with other Nordic brands, I can’t really name major 
differences. They produce good quality products, and their style is very minimalistic. I would 
say that this is very common among Danish and Scandinavian brands in general. But I also shop 
from big chains such as Zara, H&M etc. and there is a very big difference. First of all, the 
quality is different. Buying from Zara is like eating at McDonald’s, you know it is not the best 
choice you can make, but you know that you will receive a certain standard of quality. 
Obviously, that is not the same quality you receive when buying from companies such as 
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Minimum. To keep going with the comparison, I would say that Minimum is a dinner in a fine 
restaurant. You want it to have it every now and then, but it’s also important to diversify (e.n. 
the respondent is laughing).  
 
Mariano Nardone: Thanks for the funny comparison. And is there a specific reason why you 
chose to buy from Minimum? 
 
Respondent 11: Honestly the first time no, I was attracted by the design and the style so I 
bought something. The following times I based my decision on the previous experience, which 
was positive, so I decided to buy again.  
 
Mariano Nardone: And on a more general perspective, do you believe the company has 
evolved over the years? 
 
Respondent 11: In terms of clothes I think they are very coherent. Before meeting with you I 
did a very quick research about Minimum and I appreciate how they don’t seem to follow the 
mainstream, rather they keep doing their thing by providing coherent collections. I really like 
that. Also, I read that they are implementing some sustainable initiatives, and that also 
something I believe is very important. I’d like to hear more about that.  
 
Mariano Nardone: Great! So what initiatives do you refer to?  
 
Respondent 11: I read something about sustainability and fibres. I can’t be very specific 
because as I said I only read something very quickly, but seeing that there was a long list of 
sustainable measures on their website is something that I really appreciate. It may seem obvious, 
but it actually isn’t in my opinion.  
 
Mariano Nardone: I agree with you on that. Changing topic, do you think that Minimum has 
a good online presence? 
 
Respondent 11: Honestly I am not aware of their online presence at all. I don’t know how to 
answer, sorry.  
 
Mariano Nardone: Don’t worry, that’s already an answer. And what do you think of their 
presence on online marketplaces? 
 
Respondent 11: Well, I bought from them without previously knowing anything about the 
company. So overall I would say they’re easily accessible via Zalando.  
 
Mariano Nardone: Ok and one last question. I know you are already aware of some of the 
sustainable measures Minimum is employing. But would you be more willing to buy from 
Minimum if you knew that they are implementing several other sustainable initiatives? For 
example, they’re one of the first company in the world to recycle their deadstock.  
 
Respondent 11: Sure! As I said, that is something that I strongly appreciate and value. Now 
that you mention it, I will definitely look into that. But yes, I that is something that would 
encourage me in buying again from Minimum.  
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Mariano Nardone: Perfect! Thank you very much. Very short and concise, but very helpful.  
 
Respondent 11: No worries, it’s been a pleasure.  
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Appendix Q 
 
Interview with Respondent 13 
Role: customer 
Date: 09/05/2021 
Duration: 15 minutes  
 
Livia Spatafora: What brought you to buy at Minimum and how did you hear about the 
company?  
 
Respondent 13: I was actually looking for a brand which reflected the “Danish” style in the 
design, I really like the kind of clean cut and softer tints that many people here in Denmark 
wear like beige or dark green. So I looked over the internet and found minimum’s website in 
the search results and it really captured my attention, it was pretty much the type of clothing 
style I was looking for. 
 
Livia Spatafora: How would you describe Minimum?  
 
Respondent 13: Well at first sight I would say very clean-styled brand, classic in a way but 
with a modern look at the same time. I personally do not wear bright colours or excessive looks, 
I would say minimum is quite the opposite of that.  
 
Livia Spatafora: What is the frequency you have been shopping Minimum products? 
 
Respondent 13: I personally like to visit the shops and see whether a cloth actually fits me, 
rather than buying online. I really want to make sure that the product is what I need and expect, 
so after visiting minimum’s website I decided to visit their shop at Magasin Du Nord and there 
is where I made my purchases every time I bought something from them. I went to the shop 
twice and bought a dress and a shirt at minimum. 
 
Livia Spatafora: What do you think distinguishes the brand from other clothing brands you 
know of or normally shop to?  
 
Respondent 13: Well as I said, minimum reflected the Danish style I was looking for. I am 
from Italy so we don’t have many similar brands in terms of design, there I usually shop to 
Mango or Zara which are still quite classic but have a little more “character” in terms of tints 
and shapes.  
 
Livia Spatafora: Do you feel there are similar brands in the market? 
 
Respondent 13: Since I have been in Denmark I have noticed some similar brands, like Uniqlo, 
which is not Danish but has a similar line in terms of cut, clean style and I think probably 
quality. Yes, high quality is also something that I noticed when I visited minimum’s shop.  
 
Livia Spatafora: What made you choose it over other brands? 
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Respondent 13: I was really well impressed by the website, it’s very organized and well-
designed I would say – it reflects the character of the brand. That's what motivated me to visit 
the shop.  
 
Livia Spatafora: Do you feel that the brand has evolved over the years? If yes, how? 
 
Respondent 13: I haven’t been following minimum development for a long time, but I would 
say that since I bought the clothes last year the style and online presence has remained fairly 
the same. I am also following their Instagram page now actually, it’s easy to have a look at the 
latest collections there and see if there is something that like and potentially buy at the shop. 
 
Livia Spatafora: How have your purchases taken places (physical vs online)?  
 
Respondent 13: As I said, I personally prefer to visit the store, have the feeling of what I am 
about to buy so I only shopped at minimum at their store in Copenhagen.  
 
Livia Spatafora: How was your purchase experience overall? 
 
Respondent 13: I would say very good, the staff was really helpful and guided me to the section 
of the store that I was interested in, the shopping process was overall pretty quick I would say. 
 
Livia Spatafora: Do you feel Minimum has a good online presence overall? Considering social 
media and online marketplaces such as Zalando or its website? 
 
Respondent 13: Yes definitely, the website the very well-designed and conveys the true image 
of the brand which is actually reflected in the store too. I didn’t look at minimum’s collection 
on Zalando yet. 
 
Livia Spatafora: Would you be more willing to buy Minimum garments if you knew that it 
has been implementing sustainable initiatives, such as circular economy or sustainable fibres? 
 
Respondent 13: I don’t personally shop based on the “sustainability” of the brand, I mostly 
look at the quality of the products. But yes, if I knew that minimum was producing items in a 
sustainable way I would definitely be positively impressed and I would also kind of feel happy 
with myself for buying something that does not harm the environment.  
  



 178 

Appendix R 
 
Interview with Respondent 14 
Role: customer 
Date: 09/05/2021 
Duration: 15 minutes  
 
Mariano Nardone: How did you hear about Minimum? When and how did you make the first 
purchase? 
 
Respondent 14: I have to say that I do not have a deep knowledge of Minimum, I remember 
that a bit more than a year ago, maybe January or February 2020,Iwent shopping in Copenhagen 
at Magasin. That’s the first time I saw a Minimum garment, and I decided to buy a shirt and a 
jacket.  
 
Mariano Nardone: And how would you describe Minimum as a brand? 
 
Respondent 14: Honestly I’m not sure… based on the products I bought I can say that they 
surely remind to a Danish style… at a first glance what caught my attention was their “clean” 
design.  
 
Mariano Nardone: Maybe minimalistic? 
 
Respondent 14: Yes, thanks. I really appreciated the minimalistic style. Also, I believe that the 
fabric they use are of really good quality. I remember also that when I first touched the shirt, I 
ended up buying it felt quite good in the hands.  
 
Mariano Nardone: And is that the only time you have bought something from Minimum? 
 
Respondent 14: Yes, but it is mostly because it was right before the coronavirus. I haven’t 
bought anything in the last year… so maybe I would have bought something else if it could 
have been possible. Not that now is not possible, I know the shops have reopened, but let’s say 
that my shopping behavior is a bit changed right now.  
 
Mariano Nardone: How so? 
 
Respondent 14: Well, I remember that before 2020Iused to shop quite regularly every 3-4 
months. Now I haven’t bought any clothes in more than a year. The occasion to go out have 
diminished so much that I don’t feel to buy anything. Maybe, and hopefully, this will change 
again soon.  
 
Mariano Nardone: What do you think are Minimum’s peculiarities? How does it differentiate 
itself from others brand? 
 
Respondent 14: In general I would say that it is a brand with a clear local identity, it reflects 
entirely the Danish lifestyle. I don’t know specifically what the differences are with other 
Danish brands, but for example the quality is way better than brands like Zara, and big chains 
of this sort. Other than that, it feels like it is a rather small company that focuses on quality.  



 179 

 
Mariano Nardone: Do you feel that there are similar brands in the market? 
 
Respondent 14: Honestly yes, I can’t really name any big differences with other Danish brands 
as Ganni for example… But I don’t have a deep knowledge of how they operate. I am only 
speaking in respect of their products.  
 
Mariano Nardone: And what it is that made you choose to buy from Minimum? 
 
Respondent 14: As I mentioned earlier, I really liked the fabric and the design. I don’t believe 
there are other reasons.   
 
Mariano Nardone: And have you any knowledge of Minimum’s presence online? Have you 
ever bought something from them online? Like on Zalando for example.  
 
Respondent 14: No, I never buy clothes online except for “size-less” accessories, such as hats 
for example. I enjoy going shopping in physical stores and touch the clothes I decide to buy. 
So, I never bought anything from Minimum online, neither I am aware of their online channels.  
 
Mariano Nardone: Overall, how would you rate your shopping experience? 
 
Respondent 14: Well… it was quite easy and straightforward. I would say it has been usual.  
 
Mariano Nardone: Ok, and one last question. Would you be more willing to buy clothes from 
Minimum if you knew that the company is currently implementing several sustainable 
initiatives?  
 
Respondent 14: Usually I watch at the price and the quality. It is quite easy to find “green” 
brand nowadays, but it obviously is something that I value positively. But if after implementing 
such measures they would increase their prices I would think twice before buying again. I  
believe that the right approach in fashion is to make green chains the norm, meaning that every 
non-fast fashion company should focus on sustainability. The challenge is to be green and keep 
prices low. That is something I would appreciate the most. However, besides all of that, my 
opinion is generally positive. I would buy again in any case if they keep the same prices.  
 
Mariano Nardone: Thank you very much, this was my last question.  
 
 
  
  



 180 

Appendix S 
 
Fourth interview with Respondent 1 
Department: International Sales 
Date: 12/05/2021 
Duration: 34 minutes  
 
Mariano Nardone: As we mentioned in our previous calls, we used an ecosystem approach to 
study the evolution of the ecosystem of Minimum in the past years, especially after the 
pandemic hit. To study the ecosystem, there was four pillars that were analyzed. And these four 
pillars are the central object, the centralized power, specialization and collective intention. The 
central object is the main entity that regulates all the relationships within the environment. It's 
an entity to which all the operations in the ecosystem rotate around. The centralized power show 
how power is distributed within the ecosystem. So, we analyzed whether there are clear power 
relationships between the actors, so if there is one with more power, or if the relationships are 
balanced. Specialization is how every actor in the ecosystem contributes to creating value. And 
then there is the collective intention, that is the ultimate goal towards which every actor in the 
ecosystem works. Now I will go very briefly through all these four pillars and report all the 
findings that we have, which are all based on the interviews that we had, which were a total of 
20 comprising this one with you today. So, besides the people within your company we had a 
call with Kim, the supplier and Wouter, the retailer, and then we also had a call with six 
customers that we reached among our connections. So the first pillar is the central object. At 
the beginning, we thought that the main entity within your ecosystem would have been the 
products, the garments that you produce, because it was logical to think that the final product 
would be the material outcome of your production process. But as emerged in the interviews, 
everyone values a lot the interpersonal relationships, and almost everyone believes that the 
relationship between people inside Minimum and between people outside Minimum, and the 
relationship that Minimum has with its partners are key in the correct functioning of the of the 
system. And that's also something that allowed Minimum to switch all the operations online 
without reporting major damages after the pandemic hit, especially in the view of the external 
partners. When it comes to the centralized power, we notice that Minimum prefers generally 
long term and trustful relationships, and we believe that this is a consequence of the 
interpersonal relationships being the central object. So, in general, we don't see a predominance 
over each partner nor a viceversa. The only non-balanced relationship that we found is the one 
with Zalando, because it is biggest players in the fashion market industry. But generally, all the 
relationships are based on mutual trust and mutual agreements. And in general, we also found 
that recently Minimum is focusing mostly on having new partnerships with online players, but 
always keeping the DNA and the core values. And by DNA, we mean the Scandinavian design, 
the quality of the products, the creation of a storytelling behind the products and always been 
focused on sustainability. Then in terms of specialization, Minimum main focuses are on being 
always punctual in the agreements with other actors. So, we noticed that people at Minimum 
really value honoring the contractual agreements that they have with other partners in time, and 
in the best way possible. And always make sure that the partners, especially the retailers have 
the right product at the right time, at the right price point. And this also is true for the for the 
suppliers, but in the other way around. Other specializations reported by external actors were 
the helpfulness that Minimum employees had during the COVID times. They really value how 
people at Minimum demonstrated to be human. So helping and agreeing ease the contractual 
terms in when everyone was undergoing in some kind of crisis. And then in terms of 
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sustainability, the supplier reports that Minimum is his only partner that it's always open to 
testing new products. So it's a very innovative company. And he said that once he presents a 
new project, you're always on board. And it is something that it's been reported also in other in 
other fields. In terms of suppliers, we believe that the suppliers' main specialization is the 
availability of sustainable fibres, and in general sustainable practices that represent a shared 
value with Minimum, so we see a great fit between the suppliers and Minimum. And also, by 
the interviews with Kristina, we understood that there is a deep affinity between the suppliers 
and the brand, meaning that the suppliers before the meetings already know what kind of fabrics 
you like, what kind of designs you have... so, sometimes they also propose a finished product 
with your label on, that is ready to go into the collections. And that it's something that not all 
companies have. And when it comes to retailers, the main specialization is obviously the wide 
network of distribution, that Minimum couldn't reach alone at the moment. And in the past 
years, we saw an incrementation of relationships with online retailers. And obviously online 
retailers have different specializations than local retailers, but they both are very valuable to the 
company. And, from the interview with Wouter, we understood that he has many shared values 
with Minimum, therefore we saw a good affinity with the brand as well. And he deeply valued 
the collaboration with you. He also reported how you were helpful during the during the last 
year, when everything had to be closed. And, that's it. Then the last pillar is the collective 
intention. So obviously, the collective intention is to sell as much products as possible, but 
always keeping a focus on keeping the true Danish style, having good quality, good materials, 
good fabrics, and keeping the focus on sustainability and digitalization. So in general, we can 
say that everyone is committed to achieve the same goals and everyone play a different but 
crucial role in reaching these. So, for example, the suppliers are key in providing Minimum 
with sustainable fabrics. While retailers are key in improving Minimum's online presence and 
its distribution overall. Then, along with these four main pillars, we didn't expect it, but a fifth 
pillar emerged. And this is something that was not part of the ecosystem theory. But we had to 
report it because it emerged from almost every interview, we had both with people at Minimum 
and also the two partners. And we call it adaptive capability. And that is what you call agility. 
We observed that in general Minimum had a very good capacity of adapting to the external 
events and mitigating the effects of the pandemic, which is something that is not to be taken for 
granted. And it's been a key factor in the well-functioning of the whole ecosystem.  
 
Livia Spatafora: Now, our last considerations are mostly related to the interviews with the 
customers. So we found that the customers focus mostly on the good quality of your product 
and the material, and they perceive that it's a very high quality. And of course, they're looking 
for a specific type of style, when they come to Minimum, they look for the minimalistic style. 
And they mostly got to know about you through the website, they said that it was it's very well 
designed and actually communicates the true image of the brand. And they also appreciate the 
fact that it is easy to find you through Zalando, which is a very popular market marketplace. 
And when it comes to sustainability, we also asked if knowing that Minimum was actually 
specializing more and more in sustainable garments would have affected their purchase 
decision. And the majority of them said yes, but many of them actually, were not totally aware 
of these initiatives. So from that, we thought that one of the future points of improvement would 
be in the communication strategy. And when it comes to partners, for example, Wouter really 
appreciated New Order. So that's something that really helped, especially during the pandemic, 
the whole communication, and it proved to be a very effective tool.  
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Mariano Nardone: And also adding to the to the lack of an effective communication strategy. 
We also reported that Kim pointed out that there are many companies in Copenhagen that talk 
a lot about sustainability, but do way less than you. Therefore, we believe that a ad-hoc 
marketing strategy based on sustainability and all the measures that you have, and how you 
help the planet in so many ways would be very remunerative.  
 
Respondent 1: First of all, I feel almost like tears are coming to my eyes. Meaning that one 
thing is what we imagined it is, and one is how we are being perceived. That is one thing you 
know, all the initiatives that we are doing, or we did in the past years and so on, obviously, we 
had an idea that this was something that the retailer would appreciate, the customers would 
appreciate, and so on. But having it via like, external perspective like you guys, and also like, 
obviously, Wouter is a trusted retailer, obviously, Kim is a trusted supplier. But still, having 
them to confirm that what we're actually doing in our everyday business has not only a major 
impact, but also, it's being valued among our customers and our partners and stakeholders in 
general, it's just like, super, super, super nice to hear. There was a lot of the things where I 
would actually say you are completely on point, especially with the balance of the power 
between Zalando and, let's say, a fairly small company like Minimum, you're totally on point. 
With your whole point on the communication with the impact journey and the sustainable 
garments, you're completely on point as well. With all of these initiatives, and you're completely 
right, we need to be bolder in communicating the whole sustainable journey. Because as Kim 
is also saying, we are doing a lot. But we are holding a little bit back on the communication. 
And on one side, it is something that we are aware of. And it's actually it's a little bit something 
that we are doing on purpose, meaning that the sustainability topic and communication is such 
a fragile topic, meaning that you can easily be hit by greenwashing and this is the last thing we 
want. But you're completely on point, we need to be bolder in the communication because we 
have a lot to communicate actually. Obviously, there was a lot of findings that you just 
presented me for. But they are super valuable, super appreciated. And if possible, I think both 
Christina and I, at least we would like to, to receive your thesis and have a cup of coffee and a 
few hours of peace, and then have the chance to read it through. Because it's asIsaid initially 
one thing is what you sit and do at HQ and what you plan. The next thing is obviously how is 
it being perceived. And then as you say Mariano, I think the whole point of being agile as a 
fairly small company,  has  proven to be a super competitive advantage in a situation like when 
a pandemic is hitting, because imagine being Levi's imagine being Tommy Hilfiger, having, I 
don't know how many retail stores across Europe and the world. And they had to shut down as 
well. We are just a fairly small one, and we can navigate in between it. So I think on that side 
we are very flexible and super agile. And this is definitely something we should use as 
competitive advantage. 
 
Mariano Nardone: Okay, so thank you very much for everything. Casper. We really look 
forward to share the final work and we will talk soon. 
 
Livia Spatafora: Thank you very much again. 
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Appendix T 
 
Third interview with Respondent 3  
Department: Buying Operations 
Date: 13/05/2021 
Duration: 21 minutes 
  
Mariano Nardone: Okay, so I will just briefly go through everything we did in the past three 
months, four months. So as you know, we applied the ecosystem theory to the ecosystem of 
Minimum. The ecosystem theory basically allowed us to analyze how the ecosystem of 
Minimum has evolved in the past years, especially after the pandemic. So we acknowledge that 
there was a genuine shock shift towards the digitalization in the retail market. And the pandemic 
pushed these shifts very quickly. And so we wanted to analyze, analyze how a company official 
company that it's heavily reliant on its physical products, and its physical network adapted to 
this kind of change. To do so we analyzed four pillars. These are the pillars of ecosystem theory. 
And these pillars are the central object, decentralized power, the specialization, and the 
collective intention, the central object is what we identified with interviews as the main entity 
of the ecosystem. And let's say that the object towards every operation in the ecosystem rotate 
around, then we have decentralized power, that is just the explanation of how power is 
distributed within the network. So if there is a player with a certain amount of power, that maybe 
is above everything everyone else, or is that Oh, if the power is distributed equally among the, 
the network, then there is the specialization, that is the way in how every player in the network 
contributes to creating value. And then the collective intention, which is just the ultimate goal 
that every player follows in the ecosystem. So I will now go through very briefly through every 
pillar and present our findings. So let's start with the central object. Before we add our, I forgot 
to mention that every finding that we have now is based on the interviews we had with you, the 
people that Minimum, the two external partners, scheme and voter. And we also reach the six 
customers among our connections. Okay. So with a total of 20 interviews comprising the one 
off today, we are presenting these findings. So for the central object, initially, we thought that 
it would be reasonable to assume that the central object would have been the products because 
every let's say, every operation in the ecosystem is focused on delivering an outcome. And the 
final outcome is definitely the garments that you produce. But analyzing what you said, 
basically, everyone, every person that we interviewed agreed that it is crucial for them, that 
everyone is always on the same page. And everyone elided how people are doing a good, a 
good, they're doing their job, people are always friendly or helpful. And during the COVID, 
everyone helped each other. So we emerged from an interview is that the central object are 
actually the interpersonal relationships, both inside Minimum and outside because also the 
external partners confirmed, we never asked directly, if it was the relationship were the most 
important thing. But mostly everyone said that being friendly and being always on the same 
page is like crucial the Minimum separation then when it comes to centralized power, we also 
assume that Minimum would have had, let's say, stronger power, but as a result of the 
relationships being the central object, we also found that every relationship that you have is 
based on mutual agreements or mutual communication, on trust, and generally you prefer long 
term relationship. And so we emerged that the power is well balanced in the ecosystem and 
there is not any player that overanxious any other, the only the only relationship that we found 
is not equally balanced is the one with Zalando but it's very reasonable because cylinder is the 
biggest player in the fashion market with straight. So it makes total sense that when you talk 
with the lender, we have just agreed to the terms and you cannot propose different terms. 
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Overall, we found out also that Minimum having the central object based on the interpersonal 
relationship and being the relationships, trust based on trust and long term in general, we believe 
that these helped a lot when everyone everything gets to, which is which to the online level, 
let's say. So Minimum was able to switch all the communications all the relationships with the 
digital level, without reporting major damages. And this is not something to take for granted. 
Because many companies would have lost many accounts, would have reported several losses, 
and we're sure that many companies did. But Minimum was able to break even in 2020. This is 
a very good result. And also the most important thing is that it's been able to keep its DNA and 
its core values and myth, meaning anything changed in the relationship with the other players. 
So this is also one key finding.  
Okay, then with respect to specialization. With we think that Minimum’s main contribution to 
the other party, to the other player seen in the in the ecosystem are, it's been punctuality in the 
agreement. So we emerged from the interviews that you're very focused on delivering the right 
information, and being always in time and delivering the best outcome as possible to your 
partners. And this is also the basis, this is also consequences, let's say, of the, of how much 
effort you put in keeping friendly relationships and owner gear, the terms of your agreements, 
then the external partners highlighted your happiness and fullness during the Covid-19. 
outbreak. Because, let's say, when, when everything closed down, especially on the retailer side, 
obviously the retailers needed some help. And they said that Minimum was always there, 
accepting their terms and accepting some delays in payments, etc. And it's something that has 
been really highlighted by the by the retailers, and on the retailer sites when we're on your site. 
One other specialization of Minimum is that you're always open to test new credit projects. And 
when it comes to innovative and sustainable ideas, you're always on bird on board. And it's also 
something that's not very common, at least among fishing companies. Then with the suppliers, 
we believe that means specialization are the availability of bringing always new ideas on the 
table, the availability on providing sustainable finer fibers, and most importantly, we believe 
that the suppliers have strong knowledge of the brand. So there is a high affinity. And this is 
mostly related. When you talked about how sometimes the retailer's know you certainly the 
suppliers know you so well, that they produce the some find some finished products and to your 
label on so that you already have some products to go straight into the collection from the 
factories. And so let's say we call this the affinity with the brand. On the retailer side. 
 The main specialization is obviously the wide network of distribution that retailers have, at that 
Minimum couldn't reach alone at this moment. So it's both physically and online. And most 
importantly, also, there is a high affinity between the retailers and Minimum, let's say mostly 
within the local retailers and the retailer, we interviewed Buddha, he really appreciates the 
collaborations and the helpful activeness of Minimum especially under the pandemic. And in 
general, he believes that there is a strong affinity between each reading shop and mean 
Minimum as a brand. So also affinity was reported here. Then with the collective intention, 
obviously the most important goal for the whole ecosystem is to sell as much product as 
possible, but it's not just like that. It's also keeping the focus on delivering a minimalistic Danish 
style. Keeping always good quality of the fabrics, focus a lot on sustainability and most recently 
also on digitalization. So everyone is always on the same page and is committed to achieve the 
same goals. So focusing on these core values. And yeah, this is much of the of the of the 
collective intention. So a strong focus on keeping the good quality, Danish style and 
sustainability and digitalization, but during all the interviews, something came up. And we call 
this something adaptive capability. And is what Casper for example, called agility. So during 
basically every, every interview that we had, both with people at Minimum, and then with the 
external partners, everyone pointed out how Minimum was quick to react to the, to the changes 
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in the environment in the last year, and how, without such agility, such adaptive capability, you 
wouldn't have been able to achieve the same results that you have. And actually, with this kind 
of feature, you've been able to twist the situation in your favor. So you just not sit back waiting 
for the pandemic to finish, but you twist the distribution in your favor. So you push on 
digitalization, you implemented New Order the platform for the b2b relationships. And that's 
something that was really, really appreciated both by external suppliers and people at Minimum, 
because it demonstrated how Minimum is able to lead a very dynamic company, and it's able 
to respond quickly to the adversities in the market. And this is a thing that it's not very common 
among the fashion industry, especially among the big, big corporations, obviously. And as 
Casper said, this is a bit easier for Minimum, because it's a fairly small company. But it's not 
something to take for granted. And this is something that's been pointed out by, like everyone 
we interviewed 
  
Livia Spatafora: And now, the insights that we mostly got from the interviews with the 
customers. So from the customers, ecommerce that they really when they choose medium is 
because they're really focused on high quality and minimalistic style, which is what Minimum 
has, and they, they believe that the meet the website is very well designed and reflects the image 
of the brand. They when they want to buy something from Minimum, they also go through 
Zalando, which they think is very easily accessible. And it's a very big marketplace. And one 
aspect that emerged a lot in the interviews is that customers are really caring about sustainability 
as well. But some of them and quite a number of them were not completely aware of the 
sustainable initiatives that meaning is actually developing right now. So that was something 
that we found out and we believe we could be a future kind of improvement and also talking 
with others. He said that it's something on the digital marketing side that medium should work 
more on just to make customers even more aware that Mimi was actually dealing with all these 
initiatives, and he is very focused on sustainability as well. And Kim as well, when we had the 
interview with him, he said that as additional kind of factor to differentiate Minimum from the 
other Scandinavian brands that maybe are implementing some sustainability in their business 
model but not as much as Minimum he believes as well then you have the potential to even kind 
of expose yourself a little bit more in these terms.  
 
Respondent 3: It has been said that the top five on liners are “greenwashing” on their website 
when it comes to sustainability. This can be a huge case because people are using the word 
sustainable, but what is sustainable? So it's quite interesting to read about. 
 
Mariano Nardone: And also related to this problem of lack of an effective communication 
strategy. Some customer reported that Minimum is really clearly succeeds in being like a true 
Nordic brand, but they couldn't name measure differences with other Danish brands, such as 
Ganni, for example. So we know that Minimum is on the sustainable side and  is operating way 
better than many other companies in these terms. And this is something that also came reported 
because he works also with other Copenhagen based companies. And in his words, he said that 
there are many Copenhagen based companies that talk a lot, but do way less than Minimum, so 
you shouldn't be afraid to expose yourself. Yeah. And also Casper, agreed on that. But yeah, 
pointed out the problem with all the green washing situations, and others as sensitive topic, but 
there is a margin of improvement there. Okay. So do you have any comments or questions? 
 
Respondent 3: Not really, I'm very happy and pleased about your findings. When you said that 
there was a part to it, I thought it was a negative thing. But actually, it turned out, as I hear, that 
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it's quite positive. And so I'm very pleased, of course. I'm also you know, when COVID is 
finished, when everything is done I hope the customers will remember that we helped out a lot, 
you know, one thing is to appreciate at time being but there's also a after phase after this. I just 
hope that the customers will remember how much we have helped out so that it's not only 
charity, but also full support on the other side. 
 
Livia Spatafora: Thank you so much, very much. We look very forward to share the final 
paper with you. 
 
Respondent 3: Perfect, we would, we would love to hear how the result is. 
 
Mariano Nardone: Have a nice day. Talk to you too soon. Thank you. 
 
 

 

 


