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A B S T R A C T

The textile industry, a globally significant sector, is increasingly adopting sustainable alternatives through 
corporate social responsibility (CSR), environmental, social and governance (ESG) criteria, circular economy 
(CE) principles, and implementation of the sustainable development goals (SDGs). A total of 60 companies from 
the textile sector were analysed using a fuzzy-set qualitative comparative analysis to assess the achievement of 
SDGs 6, 7, 8, 9, 12, 13, and 15, adopting CSR, ESG and CE principles. The analysis resulted in the identification of 
six strategic profiles reflecting different approaches to SDG implementation, which were classified according to 
the level of consumer engagement (low, moderate, or high). We argue that consumer involvement and co- 
creation is key to sustainable development.

The findings demonstrate that effective SDG implementation requires a balanced combination of policy 
structures, product innovation and active consumer participation. Our analysis contributes to the theoretical 
understanding of the role of consumer participation for achieving sustainability, providing managerial insights 
into fostering sustainable consumer behaviours. This research advances the discussion on corporate sustain
ability strategies and consumer agency in circular value chains.

1. Introduction

The textile industry is one of the most polluting industries in the 
world, negatively impacting the environment because of its enormous 
magnitude (Sahni and Chopra, 2020; Sedej and Toroš, 2023), the rise in 
clothing consumption (Sedej and Toroš, 2023) and water consumption 
(Gomes et al., 2024), and land use. In 2022, the textile industry was 
responsible for an estimated 0.879 gigatonnes (Gt) of carbon 
dioxide-equivalent (CO2e) emissions, representing approximately 
1.85% of total annual global greenhouse gas (GHG) emissions (Apparel 
Impact Institute, 2024). In light of this, and driven by the growing public 
awareness of sustainability issues, the textile industry is undergoing a 
transformation towards more sustainable business models (Sumo et al., 
2022). These emerging models place consumers at the centre of the 
value chain, emphasising their crucial role in achieving circularity 
(Vidal-Ayuso et al., 2023). This shift is largely enabled by the adoption 
of processes and practices inspired by the principles of the circular 
economy (CE) (Barbu et al., 2018; Kopnina, 2019).

The transition towards more sustainable models within the textile 

industry is being driven by multiple factors, including heightened con
sumer awareness of environmental issues (Ghisellini et al., 2016; Mugge 
et al., 2017; Singhal et al., 2019) and the increasing adoption of the CE 
principles (Patwa et al., 2021). This shift also responds to the sector's 
significant environmental footprint, which, as noted by Aramendia-
Muneta et al. (2022), has encouraged the integration of the SDGs into 
the textile industry. Consequently, companies are increasingly seeking 
to align their strategies with the 17 SDGs (United Nations, 2024). 
However, despite the SDGs' clear vision and comprehensive scope, many 
companies still face substantial challenges in operationalising and 
embedding them into their strategic frameworks (UNGC, 2025). More
over, the link between SDG disclosure and companies' actual sustain
ability performance remains unclear, indicating the need for further 
research (Nicolo’ et al., 2024).

The interrelation between the CE and the SDGs is key to determining 
consumer involvement in the textile industry, a fundamental part of the 
CE and the eternally forgotten factor (Lieder and Rashid, 2016; Machado 
et al., 2019). Consumers play a pivotal role in the business ecosystem as 
the key to closing the loop in the CE (Vidal-Ayuso et al., 2023). Their 
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active participation and contribution in the initiatives undertaken by 
companies is crucial (Dominidiato et al., 2024), with the success of CE 
implementation ultimately depending on this consumer participation 
(Bączyk et al., 2024; Cruz and da Cruz, 2023). However, the well-known 
value-action gap (Ha and Janda, 2012; Prakash and Pathak, 2017) un
derscores the challenge in translating consumer values into sustainable 
actions. In light of the aforementioned considerations, the aim of this 
research is to conduct an analysis of companies in the textile industry, 
with a focus on the degree of consumer engagement efforts, including an 
examination of the strategies based on the SDGs and CE principles 
employed by companies to engage and encourage this participation. 
Although several recent studies have examined business strategies 
within the textile industry (Gosal et al., 2024; Hageman et al., 2024; 
Krywalski-Santiago, 2024; Zaman and Kusi-Sarpong, 2024), none have 
explicitly addressed the role of the SDGs or their direct link to consumer 
involvement as key variables. To address this gap, the present study 
adopts a theory-building approach (Eisenhardt, 1989) to develop an 
integrative framework that links CE principles, the implementation of 
SDGs and consumer engagement. Therefore, the research questions 
addressed in this article are: 

1. What are the types of strategic profiles of the companies in the textile 
industry that adhere to the implementation of the SDGs?

2. What are the levels of consumer involvement across these strategic 
profiles?

The answers to the research questions make important contributions 
to this field of research. First, we identify various prevailing strategic 
profiles among textile companies that actively align their operations 
with the SDGs. Second, the research examines the levels of consumer 
involvement across these identified strategic profiles. By analysing 
consumer involvement and participation, three distinct levels can be 
identified, depending on the degree of involvement. Last, the research 
underscores the significance of companies incorporating consumer 
perspectives, emphasising the imperatives of consumer education and 
knowledge.

This paper is structured as follows. Following the introduction, 
Section 2 reviews the literature and establishes a framework for the 
research. Section 3 presents the research methods and dataset, and 
Section 4 contains the results of the study. Sections 5 and 6 present the 
discussion and conclusions, respectively.

2. Literature review

2.1. Sustainability through the sustainable development goals and the 
circular economy in the textile industry

With organisations facing growing pressure to address environ
mental, social and economic challenges, sustainability has become the 
priority in corporate strategies (Calciolari et al., 2024). This contem
porary perspective builds on the long-standing definition of sustainable 
development introduced by Brundtland Report (WCED, 1987), which 
defined it as the balance between environmental protection, economic 
viability and social well-being (Edwards, 2005). This foundational view 
set the stage for later global frameworks, such as the launch of the 
United Nations 2030 Agenda for Sustainable Development, which es
tablishes 17 SDGs that encompass 169 specific targets aimed at fostering 
an equitable, sustainable and economically viable future for all hu
manity (United Nations, 2024).

As sustainability has gained prominence, companies across different 
sectors have increasingly oriented their strategies towards contributing 
to these global goals (Singh and Rahman, 2021). Within this context, 
many industries are increasingly adopting sustainability-oriented stra
tegies to align with the SDGs (KPMG, 2022; Pradhan et al., 2017; Rosati 
and Faria, 2019b; Van der Waal and Thijssens, 2020). Among them is the 
textile industry, which is undergoing significant transformation to 

reduce its environmental impact and improve the sustainability of its 
products and business models (Sumo et al., 2022). Fashion and clothing 
are among the products most consumed by users (Apparel Impact 
Institute, 2023), making this sector particularly critical for advancing 
the SDGs.

A key driver of this shift is the growing implementation of CE 
practices, which supports the achievement of several SDGs and re
inforces companies' efforts towards sustainable development (Olofsson 
and Mark-Herbert, 2020). It has been demonstrated that the SDGs can be 
met through CE practices (Govindan, 2023), thereby strengthening and 
making more necessary the connection between the two concepts. 
Rahmat et al. (2024)'s bibliographic analysis confirms a direct and 
growing correlation between circular strategies and SDG achievement, 
demonstrating that CE does not operate in isolation but acts as a 
cross-cutting enabler driving the transition towards the SDGs. This 
systemic and multi-level perspective is further reinforced by recent 
research conceptualising CE transitions as territorially embedded pro
cesses (Booth et al., 2026). Likewise, Khajuria et al. (2025) further 
define CE as a powerful SDG accelerator, emphasising that efficient 
sustainable consumption is necessary to unlock its full potential.

In terms of the textile industry, there are seven SDGs that are 
particularly aligned with CE-related actions: SDG 6 (Clean water and 
sanitation), SDG7 (Affordable and clean energy), SDG8 (Decent work 
and economic growth, SDG9 (Industry, innovation, and infrastructure), 
SDG12 (Responsible consumption and production), SDG13 (Climate 
action), and SDG15 (Life on Land). Table 1 explains the importance of 
each SDG to this industry, as well as the relevance of these goals to the 
sector.

Recent studies have focused on how these SDGs are implemented 
within the textile industry and the effects of various sustainability 
measures on companies. However, to effectively harness these connec
tions, it is essential that companies employ strategies to address the 
challenges and targets related to the SDGs, as well as incentivise con
sumers to participate in the CE loop (Amasawa et al., 2023; McNeill 
et al., 2020; Sharma et al., 2021; Shaw et al., 2024; Ullah et al., 2024; 
Zaman and Kusi-Sarpong, 2024). These recent works do not identify the 
strategic profiles that textile companies adopt in implementing the 
SDGs, nor how these strategies foster consumer involvement in circular 
practices. This gap highlights the need for further research on the 
interplay between corporate sustainability strategies, SDG imple
mentation, and consumer participation within the textile industry.

2.2. Sustainable business strategies: synergies among corporate social 
responsibility, environment, social and governance criteria, and the 
circular economy

Corporate social responsibility (CSR) is a management philosophy 
and a framework for integrating social and environmental concerns into 
business operations (Fortunati et al., 2020a,b; Bonciu, 2023; Santiago 
et al., 2025, Caroll, 1991, Carroll and Shabana, 2010). It is heavily 
grounded in the notion that a company has responsibilities beyond 
maximising profit for shareholders, extending to all interrelated groups 
who can affect or be affected by the organisation's activities, including 
employees, customers, suppliers, governments and the community 
(Todaro and Torelli, 2024; Marcon et al., 2023; Bonciu, 2023; Morea 
et al., 2021). To this effect, it aims to balance the needs of sustainability 
with those of the company by addressing the concerns and interests of 
various stakeholders (Santiago et al., 2025). The European Commission 
initially defined CSR as a voluntary concept (European Commission, 
2001), but later recognised it as a responsibility of companies in terms of 
their impact on society, involving integrating social, environmental, 
ethical and consumer concerns, as well as human rights, into their core 
strategies in collaboration with stakeholders.

The environmental, social and governance (ESG) criteria are a 
measurable and increasingly central set of factors for assessing corporate 
sustainability and performance, driven by investor demand and 
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regulatory mandates. ESG fundamentally relates to and often overlaps 
with CSR and CE initiatives. While CSR acts as a general philosophy or 
framework for sustainability planning, ESG is the set of quantifiable non- 
financial performance indicators derived from these values 
(Kaźmierczak, 2022; Bonciu, 2023). The widespread use of ESG factors 
has been driven by legal and regulatory frameworks such as the Euro
pean Green Deal and the Corporate Sustainability Reporting Directive 
(CSRD), making the disclosure of non-financial information increasingly 
obligatory (Todaro and Torelli, 2024; Morea et al., 2023; Kaźmierczak, 
2022).

CE represents a fundamental departure from the traditional linear 
model, and aims at decoupling economic growth from resource con
sumption and waste minimisation (Agyemang et al., 2025; Bonciu, 

2023; Fortunati et al., 2020a,b). As a regenerative paradigm and inno
vative business model, CE stands as a vital conceptual foundation for 
sustainability, particularly when viewed alongside CSR and ESG criteria. 
Specifically, CE as an innovative business model for firms provides a 
practical vehicle for converting abstract CSR plans into concrete and 
measurable actions (Fortunati et al., 2020a,b; Hong et al., 2024; San
tiago et al., 2025). Successfully implementing a circular approach means 
authentically altering company business models, thereby avoiding the 
“rhetoric of sustainability” or “greenwashing” often associated with 
merely symbolic sustainability engagement (Fortunati et al., 2020a,b). 
To achieve this transition, recent research has stressed the importance of 
measurable design-oriented metrics to translate circular principles into 
operational decision-making processes (Stevels, 2023).

ESG disclosure mandates often include CE topics. To this effect, CE 
disclosure related to energy efficiency, resource reduction, water effi
ciency and emission reduction is positively associated with improved 
ESG performance (Leggerini et al., 2025). The successful long-term 
application of CE practices such as eco-design and reverse logistics 
leads to significantly improved CSR/ESG performance by minimising 
resource use, reducing pollution and enhancing reputation (Agyemang 
et al., 2025; Leggerini et al., 2025; Hong et al., 2024).

Having said the above, the opposite is also true. Studies consistently 
show that environmental disclosure positively and significantly pro
motes CE practices (Agyemang et al., 2025). For example, environ
mental disclosure focuses on mitigating ecological footprints, lessening 
resource exploitation and reducing pollution, which directly encourages 
the responsible production behaviours required by the CE principles (e. 
g., waste reduction, recycling, product redesign) (Agyemang et al., 
2025). Social disclosure also shows a positive and statistically significant 
link with CE practices (Agyemang et al., 2025). This link is attributed to 
how transparency in social issues fosters involvement from stakeholder 
groups such as local communities and employees that advocate for 
responsible consumption and production aligned with societal values, 
thereby promoting CE (Agyemang et al., 2025). In contrast to environ
mental (E) and social (S) disclosures, governance (G) disclosure has a 
complex relationship with CE adoption, which is often negative due to 
regulatory complexities and compliance inconsistencies (Agyemang 
et al., 2025).

The strongest strategic implication related to these findings is that 
adopting concrete CE practices reduces the risk of CSR-ESG-washing. 
Specifically, CE can serve as an authenticity signal since companies that 
engage in CE practices tend to be less controversial (i.e., they score lower 
on ESG controversies) and are less likely to exploit “washing” practices 
(Todaro and Torelli, 2024). Some empirical evidence suggests that to 
demonstrate sincerity in their sustainability actions (Todaro and Torelli, 
2024) companies ought to shift away from vague or generic sustain
ability goals and instead adopt ambitious targets for a paradigm shift in 
production, such as those provided by the CE. The adoption of CE 
strategies is currently characterised by the implementation of a circular 
design, the reduction of packaging, and the promotion of customer 
awareness about recycling and reuse (Fortunati et al., 2020a,b; Morea 
et al., 2021). The viability of these strategies depends on robust trace
ability and digitalisation (Ismoilov, 2026). In this regard, the Digital 
Product Passport (DPP) established by the European Union (2024)
emerges as a key technological mechanism for implementing trans
parency. By providing a verifiable data repository of a product's life
cycle, the DPP transforms abstract ESG commitments into tangible 
operational data, ensuring that circular strategies move beyond sym
bolic disclosures to effective implementation, while improving access to 
reliable product information (Becchi et al., 2026).

The fundamental challenge noted by some studies is the low level of 
consumer knowledge and the perception gap concerning corporate 
sustainability efforts, which creates an environment ripe for “washing” 
behaviours (Fortunati et al., 2020a,b). Consumers exhibit low to mod
erate understanding of both CSR and ESG concepts, despite their 
increasing prominence in business discussions (Fortunati et al., 2020a, 

Table 1 
Justification for the importance of the SDGs in the textile industry.

SDG Name Importance in textile industry

SDG6 Clean water and 
sanitation

The textile industry is one of the largest 
consumers of water (Gomes et al., 2024), in 
terms of both the water used in the production 
of the raw materials, and the water required in 
the manufacture of the products (Hossain and 
Khan, 2020; de Oliveira Neto et al., 2021).

SDG7 Affordable and clean 
energy

The emerging technologies are of great 
importance for the textile industry, where 
there is a high amount of waste (Hasanbeigi 
and Price, 2015). An emerging technology 
such as energy recovery offers sustainable 
solutions, and as such is a very useful practice 
(Papamichael et al., 2024).

SDG8 Decent work and 
economic growth

The need for decent work in the textile 
industry is receiving increased attention due to 
the poor working conditions and the growing 
labour crises (Chen et al., 2017). This means 
that in the pursuit of sustainability, social 
issues are gaining relevance, as shown by the 
implementation of this SDG in the textile 
industry (Dzhengiz et al., 2023).

SDG9 Industry, innovation, 
and infrastructure

Innovation is important for the CE paradigm, 
helping to reduce barriers to adoption (
Demirel and Danisman, 2019; Jesus and 
Jugend, 2021). The textile industry requires 
new ways of production, such as the use of 
recycled, reused, or upcycled material (Sandin 
and Peters, 2018). However, for this to be 
effective, green innovation needs to be 
improved (Coppola et al., 2023), and textile 
companies need to rethink their processes (
Battesini Teixeira et al., 2023)

SDG12 Responsible 
consumption and 
production

This SDG plays an important role in the textile 
industry (Ponnambalam et al., 2023), 
particularly because consumption in this 
industry has increased in recent decades. The 
current situation requires urgent attention (
Khairul Akter et al., 2022), and a shift in 
paradigm towards new ways of consumption 
(Pandey, 2023).

SDG13 Climate action The textile industry supply chain is directly 
related to this SDG (Cai and Choi, 2020) as its 
main objective is to take action to combat 
climate change and its impacts, and to 
enhance resilience and the ability to adapt to 
climate-related risks (United Nations, 2024). 
Furthermore, as Garcia-Saravia 
Ortiz-de-Montellano et al. (2023) mentioned, 
SDG 13 can be implemented positively though 
CE strategies, due to its broad scope.

SDG15 Life of land The textile industry impacts negatively on the 
environment due to the high level of pollution 
it causes (Sahni and Chopra, 2020; Sedej and 
Toroš, 2023). CE strategies such as reusing and 
recycling textiles can reduce the amount of 
solid waste in landfills and improve the land 
situation ( Sandin and Peters, 2018; 
Todeschini et al., 2020).
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b). The lack of clarity and low consumer awareness creates space for 
companies to engage in misleading communication, necessitating 
authentic substantive action over mere symbolic disclosure. For 
example, high ESG scores are empirically shown to be positively 
correlated with high levels of ESG controversies, implying a risk of 
deceptive communication (ESG-washing) where high disclosure does 
not match actual performance (Todaro and Torelli, 2024).

3. Methodology

3.1. Method

This study follows a theory-building approach (Eisenhardt, 1989; 
Eisenhardt and Graebner, 2007), adopting an inductive and exploratory 
design to generate conceptual knowledge about textile companies that 
integrate CE practices and the SDGs. It combines qualitative reasoning 
with configurational analysis using fuzzy-set qualitative comparative 
analysis (fsQCA). This method (Ragin, 1987, 2006, 2008) is well suited 
to the theory-building approach as it operates under the assumption of 
complex causality, highlighting the importance of asymmetric re
lationships in identifying configurations that are sufficient and/or 
necessary for generating a specific outcome (Berbegal-Mirabent and 
Llopis-Albert, 2016; Meyer et al., 1993; Ragin, 2006; Rihoux and Ragin, 
2009; Sendra-Pons et al., 2022).

The fsQCA allows the identification of cross-case patterns that pro
vide deeper insights into the variable at play (Escott, 2018; Sendra-Pons 
et al., 2022). This method is useful when the data samples are small to 
medium-sized, like the one used in this study, because it permits the 
extrapolation of findings and implications to broader populations (Fiss, 
2011).

The conditions of the model represent the strategies adopted by 
companies, while the outcome refers to the implementation of the SDGs 
linked to CE, such as SDG 6 (Clean water and sanitation), SDG7 
(Affordable and clean energy), SDG8 (Decent work and economic 
growth, SDG9 (Industry, innovation, and infrastructure), SDG12 
(Responsible consumption and production), SDG13 (Climate action), 
and SDG15 (Life on Land). 

Model : SDG (7 SDGs)= ƒ (ESG,CSR, LAB,PACK,PROD,2HA,REC)

3.2. Sample

The sample for this study was extracted from the LSEG Workplace 
database, formerly known as Refinitiv Eikon. This database is a leading 
financial markets data and infrastructure provider that collects reliable 
and verified data from over 30,000 companies across more than 180 
countries. In addition to financial data, it offers extensive analytical 
tools to assess business performance and commitment in relation to the 
SDGs, using publicly available and audited information (Refinitiv, 
2023). This database has been used in several recent studies (Bătae et al., 
2021; Demers et al., 2021; Hernandez-Vivanco and Bernardo, 2022; 
Pozzoli et al., 2022), so it was considered appropriate for extracting data 
on SDG implementation and the variables associated with corporate 
governance. The companies selected for analysis were therefore identi
fied through this database.

The initial sample included 1977 companies operating in the textile 
industry in 2022. However, to gain a comprehensive understanding of 
the textile industry and its relationship with consumers, only two sub
sectors were considered, Apparel Manufacturing, and Clothing, Clothing 
Accessories, Shoe, and Jewellery Retailers (a total of 441 companies). 
These two subsectors were chosen to concentrate the research on 
Business-to-Consumer (B2C) companies, which are the ones that directly 
engage with consumers, thereby allowing analysis of their impact on the 
company's operations and processes.

After refining the sample to include only companies that reported 

information on SDGs, the final sample consisted of 60 companies. To 
ensure the reliability and comparability of the data related to SDG 
implementation, only companies providing audited information were 
included in the sample. These companies originated from Asia (27), 
Europe (16), and North America (17). Table 2 shows the main descrip
tive statistics of the sample, which consists in large international com
panies with a global presence.

3.3. Data collection

The data used in this research were extracted from two different 
databases. First, secondary data were extracted from the LSEG Work
place database, which provides audited financial and environmental 
information on listed companies worldwide (Refinitiv, 2023). Data 
collection was carried out during the second semester of 2023. During 
the company selection process, data on the SDGs and CE practices 
relevant to this study were simultaneously extracted, as shown in 
Table 3.

Second, complementary data were gathered from companies’ sus
tainability reports, a standardised and widely recognised source of 
corporate sustainability information (Lozano, 2015; Rosati and Faria, 
2019a; Siebenhüner and Arnold, 2007; Tsalis et al., 2020). As these 
reports are publicly available and often audited, they enhance the reli
ability and comparability of the information used in this study. As the 
preceding studies demonstrate (Bătae et al., 2021; Demers et al., 2021; 
Hernandez-Vivanco and Bernardo, 2022; Lozano, 2015; Pozzoli et al., 
2022; Rosati and Faria, 2019b; Siebenhüner and Arnold, 2007), both 
databases, LSEG Workplace and the sustainability reports, are pertinent 
to the existing literature and can be considered suitable for this research.

To ensure data quality and methodological rigor, the information 
from the sustainability reports was manually extracted following a 
structured approach. The research team defined a set of predefined 
keywords, including “second-hand”, “recollection” and “eco-labelling”, 
based on their direct relevance to circularity strategies within the textile 
industry. These terms were selected to identify whether the chosen 
companies explicitly implemented, referenced, or reported on such 
practices. These keywords were then systematically applied across the 
available company sustainability reports, including impact reports and 
annual reports. To maintain consistency, all searches followed identical 
filters, selection criteria and time frames. The information is presented 
in Table 4.

4. Results

Considering the model, the results obtained were subjected to anal
ysis. However, due to the methodology employed, the following 
sequence of actions was undertaken:

4.1. Data calibration

For the non-binary variables, it was necessary to perform a calibra
tion process, which meant converting the conditions into fuzzy sets. To 
do so, three thresholds had to be considered, which represented three 
values in the data. The three thresholds went from full membership (1) 
to full non-membership (0). The crossover point (0.5) signifies a position 
that is neither within nor outside the set (Ragin, 2008). Table 5 shows 

Table 2 
Main descriptive statistics of the sample.

Market Cap ($) Total Assets ($) Employees (n) Revenues ($)

Min 9.263,33 0,00 144,00 32.472,37
Median 777.825,75 1.201.463,25 4.866,50 1.152.597,53
Mean 13.049.699,18 7.191.394,31 17.156,25 4.313.810,21
Max 411.548.064,63 144.098.886,99 175.000,00 72.999.795,38
St. Dev 56.058.105,08 25.576.176,99 34.313,81 13.092.043,98
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the calibration performed.

4.2. Analysis of necessary conditions

Before proceeding with the configurational analysis, the conditions 
necessary for companies to implement SDGs related to the CE were 
examined. A condition can be considered necessary when the consis
tency exceeds 0.9 (Greckhamer et al., 2018; Rihoux and Ragin, 2009; 
Schneider and Wagemann, 2010). Once the consistency and coverage 
values for all antecedent conditions were compared, it was established 
that none of the variables was a necessary condition to produce the 
outcome. The detailed consistency and coverage values for each ante
cedent condition are presented in Table 6.

4.3. Truth table creation

The truth table organises the data into a matrix space that features 

logical combinations of causal factors. The matrix occupies a space 
defined by 2k, where k represents the number of antecedent conditions 
(Fiss, 2011). The configurations are presented in Table 6, where black 
circles (●) indicate the presence of a condition, white cirles (o) the 
absence of the condition, and blank cells ambiguous conditions (Fiss, 
2011). Furthermore, large circles highlight that a condition is core to a 
given configuration, while small circles signify that the condition has a 
peripheral role. A condition is considered core when it has a strong 
causal relationship with the outcome, while a peripheral condition has a 
contributing role (Fiss, 2011).

Table 7 presents the intermediate solution for the model. According 
to Ragin (2008), a valid solution must have a coverage value greater 
than 0.45. The obtained solution meets this criterion, with a coverage of 
0.528, indicating that more than 50% of the cases are represented by 
these six configurations. This number of configurations provide 

Table 3 
Conditions extracted from the LSEG Workplace database.

Conditions Code Description

Sustainable 
Development Goals

SDG Refers to whether the company implements the 
SDGs.

Environmental 
Innovation Score

ESG Part of the broader ESG criteria, this measures a 
company's ability to reduce environmental 
impact and costs for its customers. It also 
indicates the firm's potential to open new market 
avenues through innovative eco-friendly 
technologies, processes and products.

CSR Sustainable 
Committee

CSR Involves whether the company has a CSR 
committee focused on the most important 
sustainability issues and stakeholder relations.

Sustainable packaging 
policy

PACK Refers to the company's policies and 
implementing strategies aimed at enhancing 
sustainable packaging solutions. This includes 
the adoption of sustainable processes and 
procedures to minimise packaging waste, usage 
of environmentally friendly and energy-efficient 
materials, and the incorporation of green, 
returnable and biodegradable packaging 
options.

Eco-design products PROD Assesses whether the company actively reports 
on products designed with sustainability in 
mind, and specifically products designed for 
reuse or recycling, or for minimising the 
environmental impact. This entails the explicit 
consideration of environmental concerns during 
the product design phase, and may include 
products that can be recycled, reused, or 
disposed of in an environmentally benign 
manner.

Table 4 
Conditions extracted from companies’ sustainability reports.

Conditions Code Description

Eco-friendly 
labelling

LAB When the company has sustainable products for sale 
and are labelled as such. A product is considered as 
sustainable when the company has used sustainable 
practices in its manufacture, the product is made from 
recycled fibres, or if the company sells recycled 
products and the reasons why they are sustainable are 
mentioned in their labelling. A product was considered 
to be eco-friendly when the company itself advertised it 
as such in its reports or on its website.

Second-hand 
sales

2HA When the company sells second-hand clothing. A 
product was counted as sustainable when the company 
sells second-hand clothing, be it its own brand or 
others.

Clothes 
recollection

REC When the company collects used clothing either for 
later use in other types of clothing, or for recycling or 
donation.

Table 5 
Calibration of variables.

Antecedent 
condition

Code Membership threshold values

Full non- 
membership

Crossover 
point

Full 
membership

Sustainable 
Development 
Goals

7CE 
SDG 6 3 0

CSR Sustainable 
Committeea

CSR
1 0

Environmental 
Innovation Score

ESG
10 4 1

Eco-friendly 
labellinga

LAB
1 0

Sustainable 
packaging policya

PACK
1 0

Eco-design productsa PROD
1 0

Second-hand salesa 2HA
1 0

Clothes collectiona REC
1 0

a Variables expressed in crisp set terms.

Table 6 
Analysis of necessary conditions.

Conditions tested Consistency Coverage

ESG
0.790 0.605

~ESG
0.341 0.359

CSR
0.807 0.524

~CSR
0.092 0.175

LAB
0.670 0.524

~LAB
0.329 0.337

PACK
0.792 0.570

~PACK
0.207 0.239

PROD
0.575 0.527

~PROD
0.424 0.364

2HA
0.125 0.668

~2HA
0.874 0.423

REC
0.248 0.600

~REC
0.751 0.408
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sufficient conditions for explaning the implementation of SDGs in 
conjunction with the CE within the textile sector companies.

The first casual configuration (#1) results from the presence of CSR, 
ESG and LAB as a core conditions, followed by the absence of PROD, 
2HA and REC. The core condition implies a substantial causal rela
tionship with the implementation of SDGs in conjunction with the CE in 
the textile sector. The second causal configuration (#2) consists of the 
presence of CSR, ESG, LAB and PACK, followed by the absence of PROD 
and 2HA. The third causal configuration (#3) explains the presence of 
CSR, ESG and PACK, and the absence of LAB, 2HA and REC. This 
configuration is notable because of its substantial coverage (0.319), 
meaning that almost 32% of the sample is represented through this 
configuration. It is also worth mentioning that this configuration com
prises companies such as Christian Dior SE, LVMH Moet Hennessy Louis 
Vuitton SE, Hugo Boss AG and Moncler SpA, among other, which are 
considered luxury brands.

The fourth causal configuration (#4) represents the presence of ESG, 
LAB, PACK and PROD, and the abscense of CSR, 2HA and REC. This 
configuration displays a unique condition among the configurations, as 
it is the sole instance where PACK and PROD are core conditions. The 
fifth causal configuration (#5), which closely resembles #4, explains the 
presence of CSR, LAB, PACK, 2HA and REC, and the absence of ESG and 
PROD. Last, the sixth configuration (#6) consists of the presence of CSR, 
ESG, PACK, 2HA and REC, and the absence of LAB and PROD. It can be 
highlighted that REC is a core condition, which underscores a significant 
causal relationship in the implementation of SDGs.

5. Discussion

5.1. What are the types of strategic profiles of the companies in the textile 
industry that adhere to the implementation of the SDGs?

The analysis identifies six distinct strategic profiles that represent 
different configurations of how textile companies implement the SDGs. 
Following a theory-building approach (Eisenhardt, 1989; Eisenhardt 
and Graebner, 2007), these categories emerged from configurational 
evidence that provided the empirical basis for theorising about the 
relationship between SDG implementation, CE practices, and consumer 
engagement. The profiles can be categorised into three overarching 
groups: policy-focused, product-focused and consumer-focused, which, 

taken together, reveal different levels of sustainability integration 
(Fig. 1).

Policy-focused group: This group includes strategic profiles 1 and 2, 
(Configurations #1 and #2). These companies prioritise strategic pro
files as their primary approach to sustainability. While implementing 
robust governance structures in terms of social responsibility and 
innovation, their sustainability efforts are largely confined to superficial 
strategies such as packaging and labelling, as opposed to engaging 
directly with product sustainability and consumer involvement. Despite 
lacking concrete sustainable development actions in their reports, these 
companies emphasise sustainability rhetoric, stakeholder engagement 
and long-term sustainability planning. From the theoretical perspective, 
this configuration represents a form of Institutional Compliance, where 
companies pursue sustainability primarily to satisfy institutional ex
pectations and gain legitimacy rather than to achieve systemic 
transformation.

Product-focused group: Strategic profiles 3 and 4 (Configurations #3 
and #4) reflect companies where the product itself plays a central role in 
the sustainability strategies. In strategic profile 3, product-related sus
tainability measures may be present in the strategies to implement the 
SDGs, while strategic profile 4 places eco-design and innovation at the 
centre, establishing a strong causal link with SDG implementation. 
Notably, strategic profile 3 is one of the most statistically significant 
profiles, encompassing companies that are actively committed to sus
tainability and eco-design. Meanwhile, strategic profile 4 emphasises 
innovation, labelling and packaging as key sustainability drivers. This 
group embodies what can be defined as operational integration, where 
sustainability is no longer peripheral but integrated into organisational 
routines and value creation processes (Olofsson and Mark-Herbert, 

Table 7 
Sufficient configuration of conditions for the achievement of 7 CE SDGs.

Antecedent conditions Achievement of 7 CE SDGs

1 2 3 4 5 6

CSR Sustainable 
Committee (CSR)

● • • ○ • •

Environmental Innovation 
Score (ESG)

● • • • ◦◦ •

Eco-Friendly labelling 
(LAB)

● • ◦◦ • • ◦◦

Sustainable policy 
packaging (PACK)

• • ● • •

Eco-design products 
(PROD)

◦◦ ◦◦ ● ○ ○

Second-hand sales (2HA) ◦◦ ◦◦ ◦◦ ◦◦ • •

Clothes recollection (REC) ○ ◦◦ ◦◦ ● ●
Raw coverage 0.122 0.116 0.319 0.035 0.060 0.035
Unique coverage 0.041 0.035 0.239 0.035 0.060 0.035
Consistency 0.672 0.732 0.690 1.000 0.847 1.000
​
​
Overall solution coverage 0.528
Overall solution 

consistency
0.755

Note: ● Core causal condition (present). • Peripheral causal condition (present). 
○ Core causal condition (absent). ◦◦ Peripheral causal condition (absent). Blank 
spaces indicate “do not care” (condition can be either present or absent).

Fig. 1. Description of strategic profiles.
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2020; Govindan, 2023). This perspective is consistent with recent con
tributions emphasising the role of design-based circular metrics in 
embedding sustainability into core production systems (Stevels, 2023).

Consumer-focused group: Strategic profiles 5 and 6 (Configurations 
#5 and #6) are characterised by consumer engagement as a key driver 
of sustainability. These companies implement strategies such as clothing 
collection for recycling and second-hand sales, promoting sustainable 
consumption while strengthening their SDG implementation efforts. 
Strategic profile 5 represents companies that partially integrate circular 
business models, focusing on designing durable clothing and extending 
product lifespan through programmes like clothing collection and 
resale. Strategic profile 6 closely aligns with profile 5 but places greater 
emphasis on product longevity, utilising high-quality materials, timeless 
designs and repair services. These configurations illustrate the stage of 
collaborative circularity, where companies and consumers co-create 
value and close material loops, aligning behavioural change with CE 
and SDG implementation (Vidal-Ayuso et al., 2023; Dominidiato et al., 
2024).

Taken together, these configurations illustrate a theoretical conti
nuity from institutional compliance to operational integration, and ul
timately to collaborative circularity, reflecting increasing levels of 
sustainability integration and alignment between CE practices and SDG 
implementation.

5.2. What are the levels of consumer involvement across these strategic 
profiles?

While the previous section (5.1.) examined how textile companies 
configure sustainability strategies at the corporate level, this section 
explores the behavioural dimensions, or in other words, how consumers 
engage with and influence these configurations. When related to con
sumer decision-making, low involvement is primarily associated with 
the pre-purchase stage, moderate involvement with the purchase stage, 
and high involvement with the post-purchase stage.

The low involvement level refers to the strategic profiles that have a 
robust ESG or CSR policy structure, with consumers playing a largely 
passive role with limited direct interaction with the company and 
minimal influence on its governance (Guedes et al., 2017; Schmeltz, 
2017). However, these companies still consider consumer expectations 
when formulating policies that may indirectly affect engagement and 
participation (Contini et al., 2020; Currás-Pérez et al., 2018). This level 
therefore reflects the stage of institutional compliance, where consumer 
influence is mediated through policy and reputation management rather 
than direct engagement.

The moderate involvement level characterises strategic profiles that 
incorporate labelling or packaging initiatives, while actively pursuing 
eco-design products. Within this context, companies intentionally inte
grate consumer preferences and environmental considerations into their 
product development processes. While consumers significantly influ
ence product design and information dissemination, their involvement 
remains moderate due to limited direct interaction with companies. 
Nevertheless, their preferences and purchasing decisions shape the 
sustainability initiatives and strategies adopted by companies within 
this profile. From the theoretical perspective, this level corresponds to 
operational integration, where companies translate sustainability com
mitments into tangible product-level actions, and consumers begin to 
participate as informed decision-makers within the CE framework.

The high involvement level describes strategic profiles that engage 
directly with consumers. This interaction occurs through initiatives such 
as collecting used clothing for resale as second-hand items or for recy
cling. Greater consumer participation enables individuals to make de
cisions that significantly influence corporate sustainability strategies 
and outcomes. Notably at this level, consumers act simultaneously as 
suppliers and clients, reinforcing their active role in CE models 
(Gopalakrishnan and Matthews, 2018). The measures companies adopt 
to engage consumers in the CE loop are crucial for the effective 

implementation of the SDGs. This level embodies collaborative circu
larity, where sustainabiility is co-created and consumer engagement 
serves as the mechanism that closes material and behavioural loops 
between production and consumption. Fig. 2 illustrates the key elements 
of consumer involvement in corporate sustainability efforts.

The three levels of involvement closely correspond to the strategic 
profiles identified above: low involvement aligns with policy-focused 
strategies (Configurations #1 and #2), moderate involvement with 
product-focused strategies (Configuration #3 and #4), and high 
involvement with consumer-focused strategies (Configuration #5 and 
#6). Taken together, these results show that consumer participation 
evolves in parallel with the integration of corporate sustainability, from 
indirect influence though institutional structures to active participation 
in collaborative circular systems. Fig. 3 shows the different scenarios in 
which these strategies can be observed.

5.3. Theoretical and practical contributions

In summary, the findings from the data analysis support the proposal 
of the following theoretical and practical contributions.

5.3.1. Theoretical contributions
Building on the three theoretical categories identified, institutional 

compliance, operational integration and collaborative circularity, this 
study advances a theoretical framework that explains how corporate 
sustainability strategies and consumer involvement co-evolve within the 
textile industry.

This study contributes to CE research by shifting the focus from firm- 
centric strategies to consumer-driven circularity. The six strategic pro
files provide a novel framework for understanding how companies 
engage consumers in sustainable transitions, building on existing 
frameworks.

By adopting a theory-building methodology (Eisenhardt, 1989; 
Eisenhardt and Graebner, 2007), this research develops a grounded 
model linking SDG implementation, CE principles and consumer 
involvement. The literature shows that companies employ distinct 
strategies to address SDG-related challenges and targets (McNeill et al., 
2020; Sharma et al., 2021; Shaw et al., 2024; Zaman and Kusi-Sarpong, 
2024), but prior studies have lacked a comprehensive classification 
integrating strategic orientation and behavioural participation.

This study advances the field by providing a structured framework to 
understand the different strategic profiles aligned with the SDGs and the 
CE found in the textile industry. The framework categorises companies 
into policy-focused, product-focused and consumer-focused profiles, 
corresponding respectively to the theoretical stages of institutional 
compliance, operational integration, and collaborative circularity.

Furthermore, the research identifies three key groups based on 
varying levels of consumer involvement (low, moderate, high) in the 
textile industry companies. By categorising consumer involvement into 
these levels, the study adds a behavioural dimension to strategic conti
nuity, illustrating how consumer participation evolves alongside cor
poration maturity. It demonstrates how companies can tailor their 
strategic approaches to effectively influence consumer decision-making, 
requiring an integrated framework that leverages the strengths of the 
strategic profiles. The identified levels corroborate the arguments put 
forward by Grębosz-Krawczyk and Siuda (2019), Guedes et al. (2017), 
and Schmeltz (2017) regarding consumer participation and the need for 
strategies centered on consumer engagement.

In addition, in line with previous studies by Lieder and Rashid (2016)
and Vidal-Ayuso et al. (2023), this research reinforces the fundamental 
role of consumers in the implementation of the CE, highlighting the need 
to continue empirically exploring consumer behaviour, habits and 
participation in CE practices. By positioning consumers as an active as 
opposed to passive player, the proposed framework bridges the 
perspective of the CE and the SDGs, demonstrating that the trans
formation towards sustainability is both strategic and behavioural. From 
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a theory-building perspective, this model offers a flexible yet structured 
basis for future theoretical elaboration and cross-sector validation.

5.3.2. Practical contributions
The present research uncovers a significant interest among com

panies in adopting sustainable practices. It is crucial for companies to 
continue focusing on consumers as key enablers in the execution of 
sustainable actions. Nevertheless, engaging consumers requires a 
lengthy and complex process.

Table 8 outlines strategic pathways for advancing corporate sus
tainability and consumer engagement within the three identified stra
tegic profiles, policy-focused, product-focused and consumer-focused.

Aside from the detected improvements that could be made in each 
strategic profile, cross-cutting strategies and specific actions for sus
tainable engagement can also be identified. Table 9 highlights practical 
approaches that complement and enhance the strategic profiles, sup
porting the transition from institutional compliance to operational 
integration, and ultimately to collaborative circularity.

6. Conclusions, limitations, and future research directions

This research contributes to theory building in the field of corporate 
sustainability by conceptualising the different degrees of sustainability 
integration within textile companies, and by highlighting the crucial 
role of consumers in this process. By identifying six strategic profiles 
grouped into three orientations, policy-focused, product-focused and 
consumer-focused, the study reveals the growing trend in the textile 
industry toward adopting sustainable business models aligned with the 
SDGs and CE principles. The findings demonstrate that consumer 
involvement acts as a key mechanism through which companies 

translate their sustainability commitments into concrete actions. The 
three levels of consumer participation identified (low, moderate, and 
high) correspond to distinct strategic orientations, suggesting that the 
effective implementation of the SDGs requires a balanced combination 
of policies, product innovation and consumer collaboration.

Taken together, these findings highlight that the successful trans
lation of corporate sustainability strategies into tangible outcomes de
pends not only on firm-level actions, but also on consumer-related 
mechanisms. The effectiveness of corporate strategies ultimately de
pends on consumer awareness and understanding of sustainable prin
ciples. Consumer education plays a crucial role in fostering meaningful 
engagement between individuals and companies across all levels of 
involvement. Therefore, it is essential to recognise consumer education 
as a key element in promoting active and informed participation in 
sustainability efforts. Strengthening consumer education is crucial to 
enhancing the effectiveness and scalability of sustainability initiatives. 
In this context, the upcoming implementation of the DPP emerges as a 
pivotal tool to bridge the information gap, providing consumers with the 
transparent and traceable data necessary to transition from passive to 
active education.

Despite the theoretical and practical contributions, this research 
presents several limitations which, in turn, open new avenues for 

Fig. 2. Key elements of consumer involvement in textile industry companies].

Fig. 3. Optimal scenario of strategic profiles.

Table 8 
Potential avenues for enhancement in the different strategic profiles.

Strategic 
profile

Potential avenues for 
enhancement

Examples of implementation

Policy- 
focus

- Strengthen consumer 
involvement through new 
sustainability policies and 
stakeholder engagement

- Implement innovation 
approaches to enhance 
sustainability in key business 
areas such as product 
lifecycle, packaging and 
design

- Establish corporate 
sustainability certifications 
that reward businesses for 
meeting CE benchmarks

- Introduce extended producer 
responsibility policies where 
companies are accountable for 
post-consumer waste

Product- 
focus

- Emphasise the integration of 
sustainability in products

- Initiate deeper consumer 
involvement to transition 
toward a consumer-focused 
profile

- Develop new clothes 
collections using 
biodegradable or recycled 
textiles to reduce the 
environmental impact

- Implement a repair-and-return 
scheme where consumers can 
return worn-out clothing for 
renovation

Consumer- 
focus

- Empower consumers to 
actively participate in joint 
sustainability initiatives

- Foster the consumer-brand 
relationship to drive 
consumer-centric innovation

- Launch loyalty programmes 
that reward sustainable 
behaviours such as recycling, 
reusing and upcycling clothes

- Create digital platforms where 
consumers can track the 
lifecycle of their purchased 
products
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research. The first is limitation by sample, where the relatively small 
sample size may limit the generalisability of the findings. Furthermore, 
while the totality of the listed companies provided audited information 
in relation to the SDGs, only companies that actively implemented the 
SDGs were considered, which may not be representative of the practices 
and perspectives of the sector in general. To gain a more comprehensive 
understanding of the subject matter, it would be beneficial for future 
research to include a sample of companies of similar sizes, as well as 
companies that do not implement the SDGs. This would allow for a more 
nuanced examination of the difference between these groups and how 
they affect consumers.

Second, there is limitation by sector, with the companies selected 
from the textile industry all in the Apparel Manufacturing and Clothing 
subsectors. Third, this study has limitation by geography. The com
panies selected are from different parts of the world, and it was not 
possible to draw conclusions from certain regions. Considering these 
two limitations, future research could consider a more expansive sample 
of the sector to include other sectors, or even specific regions, with a 
view to identifying the discrepancies in the performance of each area.

Fourth and last, there is limitation by method, given the several 
limitations inherent to the QCA method, including logical remainders 
and sensitivity conditions (Schneider and Wagemann, 2010). In this 
regard, the existence of logical remainders was not a major issue, since 
the data set was relatively large for the number of antecedent conditions 
investigated (Krogslund and Michel, 2014). Some conditions that may 
have impacted the results were not considered in order to avoid prob
lems with the sensitivity of the model. The overall solution coverage 
(0.528) and overall solution consistency (0.755) were considered 
adequate according to fsQCA standards (Schneider and Wagemann, 
2010; Fiss, 2011), although they indicate that there may be other 
combinations of conditions not yet captured by the model. In addition, a 
series of robustness checks were carried out to guarantee the stability of 
the QCA, including adjustments to thresholds pertaining to the raw data 
calibration to set membership, and the frequency of cases connected to 
the configurations (Ordanini et al., 2014; Skaaning, 2011; Thiem, 2014). 
Similar results were obtained, demonstrating the consistency of our 
conclusions. In terms of future research, the use of other complementary 
methods such as PLS-SEM could be considered, or the time variable 
introduced, with the aim of setting up a QCA panel to identify when 
changes occur in companies and how they react to them. Furthermore, 
to gain a more holistic understanding of the consumer-company dy
namic, future research could employ a triangulation methodology, 
whereby data is collected from both consumers and companies through 
surveys and interviews.
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Table 9 
Cross-cutting strategies and actions for consumer engagement.

Topic Description Actions

Educate consumers Provide clear information 
on sustainability initiatives 
and consumer contribution

- Provide sustainability 
information and incentives 
through digital tools

- Use QR codes on labels to 
disclose environmental 
impact and recycling 
options

- Implement awareness 
initiatives to support 
informed purchasing

Innovate across all 
stages

Integrate circular solutions 
throughout the product 
lifecycle

- Design modular and 
repairable clothes

- Collaborate with designers 
and internal teams on 
redesign and second-hand 
initiatives

- Use biodegradable or 
recyclable materials in 
product development

Develop multi- 
level 
engagement 
strategies

Address different levels of 
consumer involvement

- Reward reuse, repair and 
recycling through loyalty 
programmes

- Organise physical and 
virtual activities focused on 
repair and reuse

- Encourage user-generated 
sustainability practices via 
social media

Gradually 
transition

Shift from policy-focused to 
consumer-focused 
strategies

- Incrementally introduce 
sustainability-focused prod
uct lines

- Improve transparency 
through environmental 
product labelling

- Promote sustainable 
purchasing through targeted 
awareness actions

Integrate all three 
strategic profiles

Combine policy, product, 
and consumer strategies

- Provide centralised digital 
access to sustainability 
information

- Enable consumer feedback 
and participation 
mechanisms

- Encourage involvement in 
company-led initiatives to 
reduce production waste

Boost technology Use digital technologies to 
facilitate engagement and 
traceability

- Analyse consumption 
patterns using digital tools

- Develop brand-integrated 
second-hand digital 
marketplaces

- Align data management 
systems with DPP

Collaborate across 
value chain

Coordinate supply chain 
actors to enable circular 
systems

- Provide in-store recycling 
and collection points

- Partner with recycling and 
waste management 
companies

- Source from suppliers 
committed to sustainable 
manufacturing

Incentivise 
participation

Encourage consumer 
participation in sustainable 
practices

- Offer incentives for 
sustainable behaviours

- Provide access to 
educational and 
participatory programmes

- Organise clothing swap and 
resale initiatives

Measure and 
communicate 
impact

Communicate 
environmental and social 
impacts of consumer 
choices

- Display environmental 
impact information in-store

- Compare impacts of 
conventional and 
sustainable products 
through labelling

Table 9 (continued )

Topic Description Actions

Foster community 
engagement

Promote collective actions 
and shared responsibility

- Collaborate with NGOs on 
donation, repair and 
recycling initiatives

- Create consumer 
communities for 
information exchange

- Host expert-led events and 
debates on circular fashion
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