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Abstract. This article explores the role of academic and professional English
communication in enhancing the visibility and competitiveness of traditional
clothing brands, using the Ukrainian textile company PJSC “Edelvika’™ as a case
study. The purpose of the article. The purpose of this article is to analyze how
Edelvika uses English-language communication in its branding, marketing, and
customer interaction strategies to reach international audiences, enhance its image,

and facilitate cross-cultural engagement. The research also aims to assess the
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practical impact of English communication on the company's global competitiveness
and brand positioning. Methods. To address the research questions, the study
employed a mixed-methods approach. A qualitative analysis of Edelvika’s
communication practices was conducted through a review of the website content,
labelling, and promotional materials. In parallel, quantitative analysis was applied
to financial and operational indicators over five years (2020-2024) to assess
correlations between English communication strategies and business performance.
Results. The results show that Edelvika uses the English language not only for
delivering technical information and customer support but also as a strategic tool
for communication culture values and product uniqueness. The content in English
supports international sales, increases consumer trust and makes the brand more
recognizable. Conclusions. Academic and professional English communication
significantly contributes to the successful promotion of traditional clothing brands
in global markets. In the case of Edelvika, English facilitates the transmission of
cultural identity in a professional format, making the brand more competitive and
recognizable internationally.

Keywords: academic communication, professional communication., cross-
cultural marketing, traditional clothing, branding, international promotion, textile

industry, cultural identity, global competitiveness.
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CTYJIEHTKa MarictpatrypH, ¢pakyJbTeT eKOHOMIKH Ta YIpPaBJIiHHS,
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Anomauin. Y cmammi npoananizosano poib akademiunoi ma npogeciinoi
AH2NTUCLKOI MOBU ) 3MIYHEHHI 6NI3HABAHOCMI MA KOHKYPEHMOCHNPOMONCHOCI
openoy na npuknaoi lIpAT «Eodenvsika». Mema. OcHognoto memoro € 00Ciioumu,
K KoMnaHiss «Edenveika» 3acmocos8ye an2ioMogHe CRLIKYB8AHHSA Y CB0IX OPEHO08UX,
MAPKEeMUH208UX [ KIIEHMCbKUX Ccmpamez2isx Oas 3aLY4eHHs MINCHAPOOHOT
ayoumopii, 3MiYHeHHs I KOPNoOpamueHo2o IMIONHCY mMa pPO3GUMK) MINCKYIbMYPHOL
83aemMo0ii. Taxoodc 00CHiOMNCeHHs ChpAMo8ane HA OYIHKY HPAKMUYHO20 BNIUBY
B0JI00IHHSl AH2NIUCLKOIO MOB0K0 HA 2100ANbHY KOHKYPEHMOCNPOMONCHICIL 1
no3uyionysanus oOpendy xomnauii. Memoou. Jlocniodxcenus IpyHmyemuscs Ha
NOJIONHCEHHAX MINCKYIbIMYPHO20 MApPKemuH2y, Openouney ma Oi3Hec-KOMYHIKayii.
3acmocoeano 3miwanutl nioxio: AKICHUU Kelc-aHali3 AH2IOMOBHO20 KOHMEHNLY
komnanii «Edenveixa» (6ebcaiim, mapKysants, coymepedxct) ma KilbKIiCHUU aHANi3
Qinancosux i komynixayivnux nokazuuxie 3a 2020-2024 poxu onsa oyinxu éniugy
AHNIUCHKOI MOBU HA MINCHAPOOHY egekmuenicms Opendy. Pe3ynrsmamu.
Jocniooicennss nokazano, wo auenilicbKa Mo8a BGUKOPUCMOBYEMbCS KOMHAHIEN
«Eoenvsixa» ne nuwe ax 3acib6 nepedaunHs mexuiuHoi iHopmayii yu niompumxu
KIieHmig, a U SAK cmpameiyHuili IHCMpyMeHm 01 OOHeCeHHs KYJIbMYPHUX
yiHHocmeu 1 YHIKAIbHOCMI  NpPOOYKYii. AHSIOMOBHUL ~ KOHMEHm  CHpUsE
MINCHAPOOHUM — NpOoOaxdcam, niOBUWYE O08IPY CHONCUBAYIE mMaA NOKPAUWYE
eniznasanicms Opendy. Bucnoeku. Axademiuna ma npogpeciiina awneniiicbka

KOMYHIKayiss 8idicpac KIoyo8y polb Y NPOCYBAHHI MpAOUyiuHux OpeHdié Ha
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MidcHapooHomy punky. YV eunaodky «Eodenvsiku», mosa 3abe3neyye nepeoaHms
KYJIbMYPHOI I0eHMUYHOCMI y npoecitiHomy ma 00CmMynHOMY hopmami, o Cnpusie
3POCMAHHIO 8NI3HABAHOCMI OPEHOY.

Knwuoei cnoea. axademiuna KomyHiKayisi, npogecitina KoOMYHIKayis,
MINCKYIbMYPHULL  MapKemuHe, mpaouyituHutl 0052, OpeHOuH2, MIdHCHAPOOHe
NPOCYBAHHSL, MEKCMUIbHA NPOMUCTIOBICMb, KYIbMYPHA [0eHMUYHICMb, 2100ATbHA

KOHKypeHmOCI’ZPOMOC)fCHicmb.

Introduction. In the age of globalization and digital commerce, English has
become the international trade, academia and professional communication. For
traditional clothing brands rooted in national heritage, mastering academic and
professional English is a necessity, but not a luxury. Intercultural or cross-cultural
communication plays a vital role in driving business development and achieving
success in today’s increasingly interconnected and diverse global market. These
brands often operate in markets that value authenticity, craftsmanship, and
storytelling — all must be communicated to international audiences. This paper
investigates how English language proficiency and strategic communication
contribute to the success of traditional clothing brands, using PJSC “Edelvika” as a
case study. "Edelvika" is a Ukrainian textile company specializing in ethnic-style
apparel and natural fabrics. Through this case, we highlight the importance of
English proficiency in marketing materials, product labelling, online presence, and
corporate communication.

Literature review. Recent studies highlight the importance of English in
global brand management. Academic English adds precision to business plans and
partnerships, while professional English supports marketing, negotiations, and
customer service. For traditional brands like Edelvika, English is a strategic tool to
present cultural uniqueness in a globally accessible way, enhancing credibility and

consumer trust.
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Building on this, Sutisna and Rustandi (2023) found that English brand names
in developing countries are strongly linked to perceptions of quality, modernity, and
prestige [1, p. 11]. Especially among younger, urban consumers, English signals
global relevance and upward mobility. For traditional clothing brands, using English
in brand names or messaging can strategically support a more contemporary and
international image.

Farida’s research (2023) underscores the increasing use of English as the
dominant language in global brand narratives, particularly among sustainability-
driven fashion enterprises. Her analysis demonstrated that the use of professional
English communication enhances both transparency and accessibility, allowing
sustainable brands to engage more effectively with international stakeholders,
including consumers, and partners [2, p. 4331].

Andriani (2021) showed that small fashion brands often use English on social
media to appear modern and reach wider audiences [3]. However, frequent language
errors can hurt credibility and engagement. The study stresses that effective,
professional English is key for traditional brands aiming to build trust and align with
global trends.

As noted in previous research, cultural differences significantly shape
communication styles in both academic and business environments, influencing how
organizations convey ideas and establish trust internationally [4]. It is emphasized
that understanding intercultural communication strategies is essential for effective
professional engagement, especially when companies operate across national and
linguistic boundaries.

Losi, Fadlan, and Selviani (2021) and Andhini and Andanawarih (2021) found
that consumers in emerging markets link English brand names with quality, prestige,
and modernity [5, p. 49; 6, p. 150]. English narratives that reflect brand values
resonate with globalized youth who see English as part of their identity. In a related

study, Lugyana and Imperiani (2021) showed that local fashion brands using English
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in captions, slogans, and hashtags saw higher engagement on Instagram [7].
Similarly, Mandari¢, Hunjet, and Kozina (2021) emphasized that clear English
messaging helps convey sustainability and build trust with international
audiences [8]. Extending this, Fronzetti Colladon, Grippa, and Segneri (2021) found
that consistent, engaging English content boosts a fashion brand’s perceived
importance and strengthens its position in the digital brand ecosystem [9].

Further supporting this perspective, Lin and Lou (2024) emphasize that
effective cross-cultural business communication, grounded in Hofstede’s cultural
dimensions, depends on strategic English use to bridge cultural gaps and enhance
brand engagement across diverse markets [10]. Ndlovu (2024) adds that for global
reach, South African luxury brands must convey cultural heritage clearly in English
to preserve authenticity and connect with international audiences [11, p. 9].

Jianwei Yu, Meili Liang, and Chang-Hyun Jin (2023) found that influencers
who communicate well in English strengthen consumers’ self-brand connections and
enhance brand recognition [12].

These findings are particularly relevant to brands like PJSC "Edelvika", which
aims to expand internationally while preserving their cultural identity. For a
company like Edelvika, leveraging academic and professional English
communication is essential to effectively promote Ukrainian traditional clothing in
global markets. In the case of PJSC “Edelvika,” its success in leveraging English
communication for brand positioning also reflects broader trends where language
functions as both a practical and symbolic bridge between cultural heritage and
global markets.

Identification of Previously Unresolved Aspects of the General Problem.
While prior studies acknowledge English as a key factor in global branding and
trade, there is limited empirical research on how traditional clothing companies
rooted in non-English-speaking countries apply academic and professional English

communication to position themselves globally. The connection between English
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proficiency and business performance also remains underexplored. This article
addresses this gap by providing a case study of PJSC “Edelvika,” a Ukrainian textile
manufacturer that successfully integrates English-language strategies into its
branding, marketing, and operational practices. The study’s original contribution lies
in bridging the theoretical understanding of language-driven brand
internationalization with practical, company-level financial and communicative
performance data over five years. In doing so, this research advances the literature
by providing a basis for assessing how English proficiency correlates with business
outcomes in traditional sectors, offering strategic insights for similar enterprises in
emerging markets.

The purpose of this article is to investigate how the integration of academic
and professional English communication contributes to the international promotion
and brand positioning of traditional clothing companies, using PJSC “Edelvika” as
a case study. The study aims to explore English not merely as a linguistic tool, but
as a strategic asset that enhances visibility, facilitates cross-cultural engagement, and
supports the global competitiveness of culturally rooted textile enterprises.

Results. To assess the effectiveness of Edelvika’s strategic use of academic
and professional English communication, a quantitative analysis of the company's
financial and operational performance was conducted. This analysis focused on
identifying correlations between language-driven international engagement and key
business outcomes over five years. By examining metrics such as revenue growth,
net profit, return on assets (ROA), return on equity (ROE), liquidity, and English
proficiency, the study aims to reveal how Edelvika’s communication practices align
with its evolving position in both domestic and global markets.

The company promotes its products through both online and offline channels.
Its website, which includes an English-language version, serves as a B2B portal for
wholesale fabric orders and a showcase for fashion collections. Additionally,

Edelvika maintains physical showrooms and partners with retail networks in
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Ukraine and abroad. Edelvika utilizes English in various professional contexts, such
as labelling and product information; certifications and quality assurance; website,
social media and catalogues; digital marketing; exhibitions and traditional fairs.

Product tags, material descriptions, and care instructions are often provided in
English, especially for export items. English is used in quality certificates and
technical documentation, aligning with international standards. The bilingual
website allows non-Ukrainian users to explore collections and place wholesale
orders. Descriptions are written in professional English, highlighting key features
and applications. Edelvika participates in international textile and fashion fairs
where English is the primary language of interaction. They use social media to post
promotional videos which focus on English content to increase global reach.

To better understand the company's market readiness and the potential impact
of strategic communication, a set of key financial indicators was analyzed over the
five years from 2020 to 2024 (Table 1). These indicators reflect Edelvika’s financial
position, investment capacity, and preparedness to engage in international
communication and export activities.

The company’s net profit increased by nearly 300% from 2022 to 2024,
indicating significant improvements in operational efficiency and market
adaptability. Similarly, both return on assets (ROA) and return on equity (ROE)
grew by 187.5% and 196.8%, respectively.

Table 1 Key Financial and Communication Performance Indicators of

PJSC Edelvika (2020-2024)
Indicator 2020 2021 2022 2023 2024

Revenue (thousand UAH) 44,159 189,911 129,416 176,972 185,112

Growth rate(%) — +330% -31.9% +36.8% +4.6%
Net Profit (thousand UAH) 152 23,212 6,888 19,024 27,474
Growth rate(%) — +15,160% | —70.3% +176.2% | +44.5%
ROA (%) 0.06% 15.20% 3.27% 7.86% 9.40%

https://econp.com.ua/index.php/journal/about ISSN: 2786-9431

VBech KOHTEHT JlilleH30BaHo 3a ymoBamu Creative Commons BY 4.0 International license



3J0OBYTKHN EKOHOMIKU:

NEPCIHEKTUBU TA IHHOBAIIII

Growth rate(%) — +25,233% | —78.5% +140.4% | +19.6%
ROE (%) 0.17% 23.22% 5.99% 14.89% 17.78%
Growth rate(%) — +13,547% | —74.2% +148.5% | +19.4%
Net Profit Margin (%) 0.34% 12.22% 5.32% 10.75% 14.84%
Growth rate(%) — +3,494% | —56.5% +102% +38.0%
Absolute Liquidity Ratio (%) | 65.99% | 4.09% 16.45% 7.06% 1.68%
Growth rate(%) — —93.8% +302.1% | —57.1% —76.2%
Number of Employees — 236 232 236 214
Growth rate(%) — — -1.7% +1.7% -9.3%
English Proficiency (%) 45 52 58 66 71
Growth rate(%) — +15.6% +11.5% +13.8% +7.6%

These improvements are accompanied by a strong increase in net profit
margin, suggesting better cost management. Although revenue did not fully return
to the 2021 peak, it showed a 43.1% increase compared to 2022, which may reflect
both external economic recovery and internal enhancements in marketing and export
activity.

Over the same period, Edelvika’s internal English proficiency rose steadily—
from 58% in 2022 to 71% in 2024—marking a cumulative increase of more than
22%. This growth reflects the company’s investment in linguistic training and
strategic communication capacity, enabling more consistent use of English across
documentation, product interfaces, and partner interactions. Enhanced language
competence likely supported more effective negotiations, clearer technical
correspondence, and better responsiveness to international clients’ expectations.

Notably, this period coincides with increased English-language
communication efforts such as multilingual website content, English-based product
labelling, and participation in international textile exhibitions—all these factors may

have contributed to improved brand recognition and acquisition of foreign clients.
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Although primarily applied in commercial contexts, Edelvika’s growing
English proficiency also creates opportunities for academic collaborations, such as
participation in joint design research projects, multilingual training initiatives, and
sustainability-focused networks involving European textile institutes.

At the same time, the absolute liquidity ratio dropped significantly (-89.8%),
which could be interpreted as a result of cash being actively reinvested into
marketing, export or promotional activities. A slight reduction in the number of
employees (-7.8%) may reflect shifts toward automation or optimization of the
workforce as part of modernization processes. These trends point to a company that
has strengthened its financial position while becoming more outward-facing and
internationally integrated, supported by the effective use of professional English in

foreign communication and branding (Pic. 1).

Dynamics of Edelvika’s Financial Performance and English Proficiency Level (2020-2024)
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Pic.1. Dynamics of Edelvika’s Financial Performance and English Proficiency
Level (2020 — 2024)

The consistent increase in English Proficiency over the five years from a score
of 45 in 2020 to 86 in 2024 reflects the company’s growing investment in global
communication capacity. This growth aligns with and likely contributed to
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improvements across several key financial indicators, especially after the economic
downturn in 2022. As Edelvika improved its team’s English language skills, it
gained better access to foreign markets. Enhanced communication with international
clients and partners likely improved order fulfilment, reduced misunderstandings,
and expanded client reach. This is particularly evident in the rebound in revenue
(+36.8% in 2023, +4.6% in 2024) and the dramatic growth in net profit (+176.2%
and +44.5% respectively), following a dip in 2022. Improved English
communication has also supported more effective negotiation, supply chain
coordination, and participation in international textile fairs.

The rising English proficiency also reflects internal development efforts, such
as staff training. The slight decrease in the number of employees (-9.3% in 2024)
suggests that Edelvika might be optimizing its workforce, automating some
processes while investing in higher-skilled, internationally capable personnel.

These dynamics show that despite a reduction in personnel, Edelvika has
significantly increased its income and profitability. This suggests a shift towards
more automated and strategic communication and sales channels, including digital
platforms and international outreach.

Given that the company’s operations increasingly involve foreign markets, it
is likely that:

e The promotion of business meetings and correspondence conducted in
English has increased;

¢ Investments in digital marketing and communication tools in English (e.g.,
website localization, international exhibitions, B2B negotiations) have intensified;

e The effectiveness of English communication has positively influenced
profitability indicators such as ROE and net profit margin.

This reflects a strategic shift where English professional communication has
evolved from a supportive skill to a core element of marketing — enhancing brand

visibility, credibility, and international reach.
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To assess the strategic positioning of PJSC "Edelvika" in both domestic and
international markets, a SWOT analysis was conducted (Table 2).

This SWOT analysis reflects that Edelvika is transitioning from a locally
oriented manufacturer to a more internationally integrated textile brand. Its financial
growth and strategic use of English have enabled expansion beyond Ukraine.
However, liquidity issues and limited internal digital infrastructure could hinder
scalability. Opportunities in sustainability, international cooperation, and digital
platforms present avenues for strategic growth, while geopolitical uncertainty and
intense global competition remain external risks. Edelvika is well-positioned to
actively promote its brand in international markets by emphasizing its strengths:
local production, quality control, and eco-friendly materials. Strategic actions
include boosting digital marketing, using English content, and promoting product
authenticity and sustainability.

Table 2. SWOT Analysis of Edelvika’s Strategic Position

Opportunities Threats

1 Expanding sales markets through 1 Growing competition from foreign textile
international exports manufacturers

2 Growth of e-commerce and online 2 Potential shortages of natural raw materials
retail(social media, website) (e.g., linen, cotton)

3 Strategic partnerships with well-known 3 Economic instability and fluctuating exchange
clothing brands rates

4 Rising global demand for eco-friendly and |4 Strong international competition in textile
ethnic textiles manufacturing

5 Access to EU markets and favourable trade {5 Miscommunication risks in intercultural
regimes negotiations

6 Development of partnerships and licensing |6 Overreliance on offline exhibitions for foreign
abroad market entry

7 Delay in adapting to technological
advancements in textile production

Strengths Weaknesses
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1 Manufacturing their products 1 Limited financial liquidity (e.g., decreasing

2 Natural and eco-friendly materials: linen,  [absolute liquidity ratio) (1.68% in 2024)

cotton 2 Small international presence and limited brand
3 Wide assortment of fabrics awareness abroad

4 Established brand reputations in Ukraine |3 Declining workforce — may impact production
5 Improved financial results (net profit volume or flexibility (-7.8% over two years)
+298.8% from 2022 to 2024) 4 Limited English proficiency among staff

6 Active use of English in branding and 5 Underdeveloped digital marketing strategies
packaging

7 Participation in international exhibitions

and fairs

The SWOT analysis of PJSC “Edelvika” not only provides a snapshot of the
company’s current strategic position but also serves as a foundation for developing
concrete, targeted strategic actions. These actions can be categorized into four
strategic fields, based on the interplay between internal strengths and weaknesses
and external opportunities and threats:

eStrengths + Opportunities (S+0): Edelvika’s in-house production and eco-
friendly materials create a strong foundation for international growth. Emphasizing
sustainability and authenticity through English-language marketing and expanding
multilingual e-commerce can broaden global reach. Participation in international
fairs and B2B platforms will further strengthen brand visibility.

eStrengths + Threats (S+T): To counter global competition, Edelvika should
leverage its “Made in Ukraine” identity and sustainable practices. Highlighting
traceability, ethical production, and eco-values in English-language branding can
help the company stand out in Western markets.

e\Weaknesses + Opportunities (W+0O): Limited digital visibility and
international communication can be addressed through investments in online
infrastructure and staff training. Enhancing English proficiency and customer
service in multiple languages will improve global engagement.

e\Weaknesses + Threats (W+T): Supply chain risks and limited liquidity require

proactive risk management. Diversifying suppliers, boosting operational flexibility,
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and adopting digital tools will help mitigate external threats and strengthen
resilience.

These strategies, especially when supported by professional English
communication, are essential for ensuring long-term competitiveness and
international growth.

Discussion. Edelvika’s use of academic and professional English supports its
brand promotion by enhancing credibility, facilitating market entry, and reinforcing
cultural storytelling. Accurate English in certifications, product descriptions, and
client communication strengthens trust and positions Edelvika as a reliable
international partner. Multilingual websites and catalogues lower language barriers,
enabling access to global markets. Additionally, English-language storytelling helps
convey the cultural significance of products, especially embroidered garments.
However, challenges remain — such as maintaining cultural nuance in translation and
ensuring high-quality bilingual content. Addressing these may require investments
in professional translation, staff training, and academic collaboration.

Internally, Edelvika has strengthened English-language capacity across
departments, improving coordination in export operations and compliance with
international standards. Business English training has reduced miscommunications
and delays in cross-border interactions.

Between 2020 and 2024, Edelvika’s rising English proficiency correlated with
improved financial performance, suggesting that language competence enhances
productivity and decision-making. Growth in English use — from 45% to 71% —
aligned with revenue recovery and greater international exposure, indicating English
communication as a strategic advantage in global markets.

Finally, Edelvika’s brand strategy, combining authenticity with modernity,
benefits from effective English usage in product descriptions and promotional
content. This positioning supports its appeal to both heritage-focused and trend-

conscious audiences, reinforcing its identity as a globally relevant Ukrainian brand.
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Conclusion and Recommendations. The case of Edelvika clearly illustrates
the strategic role of academic and professional English communication in promoting
traditional clothing brands in the global market. English functions not only as a tool
for convenience or translation, but as a powerful medium for cultural exchange,
brand positioning, and international competitiveness. The usage of English in its
marketing materials, website, and international partnerships, demonstrates how a
traditional Ukrainian brand can maintain its national identity while engaging global
consumers. Rather than merely translating Ukrainian materials, content should be
adapted to resonate with international audiences while retaining cultural
authenticity. Participation in global trade fairs and academic collaborations often
relies on effective English communication, which can unlock new markets and
opportunities.

Such type of brands should analyse how their English-language
communication affects customer engagement, trust, and loyalty across markets,
using both analytics and customer feedback. In a global marketplace that
increasingly values sustainability, transparency, and cultural uniqueness, the ability
to communicate these values clearly and credibly in English will be important for
successful brand promotion. For Edelvika and other traditional clothing brands,
English communication is not a detour from their roots, but a path to amplifying

them.

References
1. Sutisna, S., & Rustandi, T. (2023). Brand Name Language: Is it True That
Foreign Brand Names are More Qualified, Luxurious and Modern? International
Review of Management and Marketing, 13(3), 9-15. URL:
https://doi.org/10.32479/irmm.14231

2. Farida, L. (2024). The Role of Branding in Developing Sustainable Fashion

Brands: A Systematic Literature Review and Bibliometric Analysis. International

https://econp.com.ua/index.php/journal/about ISSN: 2786-9431

VBech KOHTEHT JlilleH30BaHo 3a ymoBamu Creative Commons BY 4.0 International license



| ”“'[:: |

3JIOBYTKH EKOHOMIKU: MEPCIIEKTUBU TA IHHOBAIIII

Journal of Economics Development Research (IJEDR), 5(5), 4324-4334. URL.:
https://doi.org/10.37385/ijedr.v5i5.6622

3. Andriani, D. (2021). The The Use of English in Promoting
Fashion. International Journal of English and Applied Linguistics (IJEAL), 1(3),
197-202. URL.: https://doi.org/10.47709/ijeal.v1i3.1199

4. Mokhniuk, A. (2025). Cultural Differences in Professional

Communication: Academic and Business Contexts. Economic journal of Lesya
Ukrainka Volyn National University, 1(41), 160-166.
https://doi.org/10.29038/2786-4618-2025-01-160-166

5. Rizky Vita Losi, Fadlan, A. ., & Selviani, P. (2023). Foreign Branding and
Its Effect on Brand Perception: an Overview to Local Entrepreneurs. Neo Journal of
Economy and Social Humanities, 2(1), 46-50. URL:
https://doi.org/10.56403/nejesh.v2i1.88

6. Andhini, G. K., & Andanawarih, F. Q. . (2023). The Importance of Brand
Stories towards Brand Perception and Purchase Intention in Gen Z Indonesians.
Journal The Winners, 23(2), 143-152. URL.:
https://doi.org/10.21512/tw.v23i2.7481

7. Lugyana, G., & Imperiani E. D. A. (2021). An analysis of language features

in local fashion brands’ advertisement on Instagram. Passage, 9(1), 42-67. URL.:

https://vm36.upi.edu/index.php/psa/article/view/32772

8. Mandari¢ D., Hunjet A. and Kozina G. (2021). Perception of Consumers’
Awareness about Sustainability of Fashion Brands. J. Risk Financial Manag. 14(12),
594; https://doi.org/10.3390/jrfm14120594

9. A. Fronzetti Colladon, F. Grippa, L. Segneri (2021) A new system for

evaluating brand importance: A use case from the fashion industry, 13th ACM Web
Science Conference (WebSci '21 Companion) (pp. 132-136). ACM, New York, NY,
USA. https://doi.org/10.48550/arXiv.2106.14657

https://econp.com.ua/index.php/journal/about ISSN: 2786-9431

VBech KOHTEHT JlilleH30BaHo 3a ymoBamu Creative Commons BY 4.0 International license



| ”“'[:: |

3JIOBYTKH EKOHOMIKU: MEPCIIEKTUBU TA IHHOBAIIII

10. Lin, H. Z., & Lou, L. L. (2024). A study on cross-cultural business
communication based on Hofstede’s cultural dimensions theory. Open Journal of
Social Sciences, 12(2), 352-368.

11. Ndlovu, T. (2024). Role of Cultural Heritage in Luxury Fashion Branding
in South Africa. International Journal of Fashion and Design, 3(4), 1-13., URL:
https://www.researchgate.net/publication/385128656_Role_of Cultural_Heritage

in_Luxury Fashion_Branding_in_South_Africa

12. Yu, J., Liang, M., & Jin, C.-H. (2023). The Effects of Luxury Brand
Influencer Characteristics on Self-Brand Connection: Focused on Consumer
Perception. Sustainability, 15(8), 6937. URL: https://doi.org/10.3390/su15086937

https://econp.com.ua/index.php/journal/about ISSN: 2786-9431

VBech KOHTEHT JlilleH30BaHo 3a ymoBamu Creative Commons BY 4.0 International license



