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interpreted and contested in both academic and managerial literature. Friedman’s 

optimistic “flat world” hypothesis is presented as a starting point to describe the initial 

of a borderless world is then critically revisited through Ghemawat’s concept of “semi

globalization”, which, supported by data and empirical evidence, challenges the idea of 



2000’s.



According to Milanović (2016), this economic stagnation went beyond material loss. It 

of global wealth. The perception of being “left behind” was intensified by visible success 

America. Milanović (2020) describes this process as a shift from a world divided by class 

movements can thus be read, in Milanović’s terms, as a reaction to the “unequal 

geography of globalization” where economic gains were perceived as distant and 

Milanović’s analysis is effectively summarized in what later became known as the 

“Elephant Curve”



Global income growth between 1988 and 2008 (“Elephant Curve”), adapted from Milanovic 

•

•

•

–



technologies and global supply chains had ‘levelled the playing field’, making geography 

Shortly before the publication of Friedman’s work, in 2001, 

occurred with China’s entry into the WTO. For Italy, a country historically recognized 

deep consequences. The Asian giant’s unprecedented pro

According to World Bank data, between 2001 and 2010, China’s share of global 

Italy’s manufacturing trade balance in traditional “Made in Italy” sectors

China’s WTO accession. Italian industrial districts, particularly those located in Veneto, 

and niche markets (Banca d’Italia, 2013).

In this context, Rodrik’s (2011) famous “trilemma” becomes particularly relevant. He 



This dynamic was clearly visible in the Italian case during the early 2000s. The country’s 

At a global level, this has also been reflected in Xi Jinping’s 

showing that all the rhetoric about globalization’s power in mixing populations was 

Friedman’s “flat world” (Ghemawat, 2003, 2007). 



Actually, the world isn’t flat

One of his most striking examples was Germany, frequently cited as one of the world’s 

llustrates that international strategy cannot ignore the “frictions” that 

Actually, the world isn’t 

, when he first published data contradicting the “flat world” narrative, Thomas 

Friedman dismissed his work as “narrow.” This reaction, he recalled, “made me scratch 

my head, because after carefully reviewing Friedman’s hundreds

a single graphic, table, chart, reference, or footnote” (minute 08:24). Making 



•

with Levitt’s (1983) idea of “global products” and with Friedman’s (2005) argument in 

A clear example is offered by Apple’s iPod, analysed by Linden, Kraemer, and Dedrick 

Taiwan, and final assembly in China. Despite being labelled as “Made in China”, the 

•

called “yo ”

The “yo yo effect” refers to the strategic oscillation that multinational firms experience when alternating 



is McDonald’s, which has successfully applied a 

McDonald’s demonstrates how global brands can retain their identity while respecting 

•

Simon’s (2009) analysis o and Piore and Sabel’s (1984) concept of 

within a “semi globalized” 

relevant. This perspective challenges both the optimism of Friedman’s “ orld” 



Robertson’s

Dolce & Gabbana’s 2016 abaya collection for the Middle Eastern market illustrates how 

called “cocacolonization.” 

Cola’s attempt to impose a standardized product worldwide, consistent with 

Levitt’s (1983) argument of “global products” may have generated enthusiasm in some 



l. Simon’s 

and Piore and Sabel’s (1984) concept of flexible 

The term “pochette 

firms” introduced by Micelli (2011), describes companies that are small enough to remain 

Micelli’s view, innovation is meaningful only when it remains connected to people, 

“Third Italy”

global exchange. Micelli’s interpretation can thus be read as the evolution of this tradition 



for how the fashion industry could evolve. Just as Technowrapp’s machines change shape 

than mass production: instead of endless trial and error until one trend “hits” fashion could 



phenomenon of “cocacolonization”: when brands attempt to impose a



This idea aligns with Prahalad and Ramaswamy’s (2004) notion that the future of 

ty, but on the firm’s ability to build engaging and collaborative relationships with 

designed to immerse people in an atmosphere of beauty and belonging. Campari’s 



The brand’s bars and events are not simply places of consumption, but spaces where 

This evolution can be represented by the “Smile Curve” (Shih, 1996), which shows how 



the customer’s perception of value.

over the world. Bisazza’s

is precisely what makes Bisazza’s

Bisazza’s success also resonates with the idea of

“aesthetic globalization” (Featherstone, 1991), in which cultural symbols and artistic 



temporary definitions, DDM describes “the allocation of decision rights across 

learn from feedback to improve organizational outcomes” (Klein et al., 2003; Argote & 



nodes that extends beyond the organization’s boundaries. Interactive pl



“sticky information”

contrasts this “blind repetition of production until something sells” with more deliberate, 

In a metaphorical sense, these companies operate “in the dark” producing relentlessly 

consumers’ individual preferences, but rather a distorted reflection of collective, short

lived trends. The products that succeed do so not because they align with people’s 

listening to it, feeding a cycle of imitation and disposability where the customer’s true 



depends on the firm’s ability to integrate 

feedback channels contribute to this logic by transforming the consumer’s role from end



’ preferences

“ ”



and March’s 

and March described as “organizational learning.” Each decision

and March’s coalition model of the firm adds another layer of meaning to 

In this environment, organizational effectiveness depends on the firm’s capacity to 



while maintaining continuity with their heritage and identity. Learning from consumers’ 

supply decisions, and even affects the brand’s narrative.



multiple forms of intelligence becomes a firm’s most powerful competitive advantage.

the designer’s vision was seen as the ultimate source of innovation, while the consumer’s 

“put the customer back at the center, so that the company no longer depends exclusively 

on the creative director’s vision”

remains essential “for about 20 percent of the most innovative and iconic products in a 



collection,” but “for the remaining 80 percent

goods sector, that is, a precise understanding of customer expectations.”

feedback. As De Meo concludes, fashion must learn to “meet consumers’ taste 

sacrificing the identity of the maison.” His statement epitomizes the evolution of the 





models in today’s global economy. Their strength lies in their flexibility, their ability to 

In line with Turkle’s (2015) perspective, 



n today’s 

Fast fashion’s pursuit of speed and low cost has turn



people behind it, explain the company’s values, and allow customers to share insights 

s Toyota’s production lines. Traditional barcodes were too limited in both capacity 

Hara’s intuition was shaped by ordinary observations. He 



While Denso Wave’s technical documentation outlines the development of the code, 

numeric characters, the QR code’s two

–

WeChat is China’s leading super



reference that defines the QR code’s structure, encoding method, symbol versions, and 



global CO₂ emissions and is among the largest industrial consumers of water worldwide, 

chemical treatments, certifications, and key aspects of a brand’s identity and values. 

The QR code’s evolution from an industrial logistics tool to a customer interface in 



is not simply added; it becomes part of the product’s perceived value and moral narrative.

verified, and shared throughout the garment’s lifecycle. Embedded within the European 

ion’s 2024 Ecodesign for Sustainable Products Regulation (ESPR), the DPP defines:

composition, chemicals, CO₂ and water intensity, durability, 

. These frameworks demonstrate that a “100% cotton” label may 

disclosure (Fraser & van der Ven, 2022). A pair of jeans labelled “100% cotton” and 



“Made in China” appears complete yet provides no meaningful insight into real 





– –

and what they do, and when consumers can “see” the organi

 



materials, processes, people and values converge. It gives the wearer the ability to “meet” 





engagement rather than a facilitator of it. At the same time, Turkle’s analysis does not 







Understanding this “transparency paradox” requires examining the cognitive mechanisms 

Herbert Simon’s theory of bounded rationality (1955) provides a foundational 

–



understood through Kahneman’s notion of “ ”



that persuasion operates through two distinct pathways depending on the individual’s 

Motivation refers to the personal relevance of the message (e.g., a genuine interest 

in purchasing responsibly made garments).

Ability refers to the cognitive resources available to process the message, 

including time, attention and mental capacity.

Central Route (High Motivation + High Ability)



Peripheral Route (Constrained Ability)

elements significantly affect consumers’ cognitive capacity during shopping

– –

stimuli, consumers’ cognitive and emotional states represent the organism, and behaviural 





vague claims (e.g., “eco friendly” or “responsible”) constitute cheap signals: they can be 

practices of a company or the environmental benefits of a product or service.”
(2020), Study on consumers’ perceptions of green claims.



As a result, consumers are likely to interpret the “cost of openness” 

presence may reduce consumers’ perceived information asymmetry by signalling a 

signal of the firm’s willingness to disclose, be scrutinised, and engage with consumers.



described as the “

Society” described by Ritzer G. (1993). 

Prahalad and Ramaswamy’s framework reframes this relationship by conceptualising 

•

•



•

•





Friction Purchase (“Purchase with Cognitive Ease”)



replacing human judgment, this step enhances the firm’s capacity to interpret dispersed 

Consumers perceive coherence between their values and the brand’s actions. This 



–

–

–

enabled labels enhance consumers’ perceived empowerment by providing access to 

–

–

–

















–



Trust Composite was computed by averaging TR1 (Perceived Transparency), DC1 

(Decision Confidence), and BT1 (Brand Trust), as these items jointly reflect the 

perception of relational trust toward the brand. 



Empowerment Composite was calculated by averaging EM1 (Perceived 

Empowerment), FB1 (Feedback Willingness), and CL1 (Relational Closeness), 

representing the perceived degree of consumer agency and participatory 

influence. 

Cronbach’s alpha (α) to verify that items grouped within each composite reliably 

how much more than the base price of €50 they would be willing to pay for a pair of jeans 



with the label they had just seen. Responses could range from €0 (no premium) upwards, 

• –

• –

•

•

• – –

–

–

– –

–



–

–

perceived transparency, decision confidence) yielded α = 0.756; the Empowerment 

composite (empowerment, feedback willingness, relational closeness) yielded α = 0.795; 

α = 0.779. All values exceed the conventional threshold of 0.70, supporting the use of 



significantly from both Scenario 1 (t = −3.29, p = .001) and Scenario 2 (t = −3.65, p < 

Scenario 1 (t = −3.73, p < .001) and Scenario 2 (t = −3.86, p < .001). The empowerment 



€7.37

€6.24 €10.84



✗

✓

✓

✗

✗



No increase in baseline trust. 

Significant increase in perceived ethicality. 

Strong increase in perceived empowerment and relational closeness. 

Directional (but not statistically significant) increase in WTP. 







–

priced at €50 from a fictional brand) is a low

3 (€10.84) was notably higher than in Scenario 1 (€7.37) and Scenario 2 (€6.24), and the 







β

−.19

−.76

−.46

−.08

−.001

−.01



relative to the standard label (β = −0.76, p = .026), once Ethicality, Empowerment, and 

the other constructs were held constant. Ethicality (β = 1.16, p < .001) and per

reduction (β = 0.92, p < .001) were both strong positive predictors of trust, as conceptually 

association with trust (β = −0.46, p = .013) once the other constructs wer

β

−.36

−.48



β

−.25

−.63

−.01

−.15

−.04

condition on transparency was no longer statistically significant (Dialogical QR: β = 

−0.48, p = .186; Extended: β = −0.36, p = .285), suggesting that the paradox observed

the strongest predictor of transparency (β = 2.37, p < .001). Perceived risk reduction 

showed a significant negative association with transparency (β = −0.63, p < .001), a



gnificant positive predictor of transparency (β = 0.22, p = .032), independent of the label 
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mortar fashion store. In A. Pucihar, M. Kljajić Borštnar, R. Bons, G. Ongena, 
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