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Abstract

Companies use brand collaborations as a way to build brand equity, and leveraging secondary association is a
way to build brand image and brand awareness among customers. Someitmes these collaborations go wrong
and the academy largely agrees that crises damage brand equity. Our research uses the case of Adidas Yeezy
and Kanye West (their collaboration created a sneakers line branded under the name Adidas-Yeezy) in order
to understand the impact of a fashion collaboration breakup on product equity and brand equity. To investigate
our research question, we decided to employ a qualitative approach making in-depth and semi-structured
interviews with 35 people between 18 and 35 years old. Thematic analysis, a technique that locates and
explores patterns and themes in the material, was used to analyze the interviews.

Our main contribution is that product equity did not decline all that much because the perception of the
consumers on this collaboration is not as bad as we might have expected from our hypothesis based on the
literature. However, removing Kanye West's association with the shoes significantly diminishes their brand
equity. The study demonstrates the negative impact of partnership breakups on product brand equity when the
"cool factor" is absent, affecting product image and brand awareness. Our findings challenge the literature by
highlighting that because consumers separate the man from the artist, what is damaging is the brand equity of
the sneakers without collaboration, but that is a different matter. It's not the brand equity of the partnership.

These results pertain specifically to the co-branded product and may not apply to the two brands individually.

Key words: Collaboration breakup, Brand equity, Celebrities, Adidas-Yeezy, Kanye West



1. Introduction

A successful musician and businessman, Kanye West (also named Ye) entered the fashion industry with a
bold, cutting-edge idea. In 2013, he collaborated with Adidas, a leading sportswear company, to develop the
Yeezy footwear and apparel collection. Thanks to this successful collaboration, Yeezy sneakers have become
a must-have among fashionistas and sneakerheads worldwide. But Kanye's unexpected actions forced Adidas
to end the partnership. In fact, in October (2022) Adidas officially ended its collaboration with Kanye West
after the rapper shared offensive and anti-Semitic comments on social media and sparked debate by showing
up at a fashion event in Paris wearing a "White Lives Matter" T-shirt in opposition to the anti-racist "Black
Lives Matter" movement. (Tim Loh et al., 2022)

After the breakup, Adidas planned to start a new approach to maintain the Yeezy product line. To distance the
brand from Kanye West, the company plans to rename the line simply "Adidas."

With this strategy, essential questions are raised about the impact that the end of a partnership between a
fashion/sports brand and a celebrity can have on product and brand equity.

This fascinating case involving the dissolution of the partnership between Adidas and Kanye West has brought
attention to the fragility of the collaboration between fashion brands and celebrities and the broader issue of
the effect of a partnership between a brand and a star on product and brand equity. Brand equity is a company's
market value and reputation and ability to influence consumers' purchase decisions. Therefore, this thesis aims
to examine the effects of the end of a collaboration on the actual product and brand equity. It will seek to
understand how it affects brand image, consumer perception, and product success in the marketplace. For the
research, we conducted a case analysis and used the case of Adidas and Kanye West to address our topic.
The second chapter will be devoted to a review of the literature on collaboration between fashion brands and
celebrities and branding concepts such as brand equity. The third chapter will present the methodology of this

thesis, while the fourth chapter will present the research results and discuss its main implications.

1.1 Context background

In the world of sportswear and footwear, Adidas is a well-known brand. The German company, founded in
1949, has earned a solid reputation over the years by emphasizing innovation, design, and product quality.
Adidas has created a remarkable loyal customer base and established itself as the standard for sports and
fashion enthusiasts worldwide.

On the other hand, Kanye West, one of his generation's most well-known and divisive musicians and
producers, has had a significant impact on the music world. He is also famous for his interest in fashion and
his aspirations in design. His creative talent and flamboyant personality make him a brand built on his

unconventional style and willingness to speak his mind (Wade, 2016). West has often used his notoriety to
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express his opinions, stirring controversy with his views and actions. He has been branded as egomaniacal and
self-centered because of his many gimmicks and ingenuity in music production.

West has expanded beyond the music industry into the fashion world to diversify his brand. Kanye's style
often reflected his musical tastes when he became famous and drew inspiration from outside sources. Kanye
has been involved in several fashion projects outside of his style, some of which have been successful, such
as his first work with Louis Vuitton (Business of Fashion, 2017), and others that have not been as well
received, such as his women's clothing line DW Kanye West. Kanye West's most recent venture, introducing
his Yeezy brand, born out of a collaboration with Adidas, has achieved tremendous success by adhering to his
brand of transparency and acting in an unorthodox manner within the conventional fashion system.

The Yeezy x Adidas sneakers are the shoes produced by Adidas in collaboration with Ye that have yielded
much for both brands, becoming streetwear cults over the years. The partnership began in February 2015 with
Yeezy season 1. Although Kanye had already created a sneaker for Adidas in 2006, Ye had, until 2013,
collaborated with Nike. The first collaboration with Adidas was known for its essential pret-a-porter style
reminiscent of military clothing and skin color. After that, Adidas decided to focus solely on the sneaker
collection but, from season 6 on, once again introduced an apparel line again. As for the Yeezy sneaker model,
several types were created, such as 350, 750, and 950, and, more recently, 380, 500 and 700, available in
various colors. The co-brand designer debuted his Yeezy Season 4 collection at Madison Square Garden in
New York and had various celebrities, such as his wife Kim Kardashian, wear the latest Yeezy outfits to
showcase his avant-garde garments (Friedman, 2018).

Because of his identity, Kanye was able to influence consumers and Adidas benefited from his ability to
produce value in a somewhat unusual manner. Indeed, the two sought a partnership of complementary
capabilities that would maximize the value of the Yeezy brand, as both parties contributed different skills to
its development (Blackett & Russell, 1999).

The partnership was a winner. All models in the Adidas Yeezy line were in consistently high demand, to the
point of selling out and creating a strong resale market. The alliance strengthened Adidas' brand image, and
the German brand was able to challenge giants such as Nike. As mentioned earlier, Adidas' decision to break
with Kanye was forced by the rapper's latest episode of anti-Semitic comments on social media. Adidas' future
action has not yet been determined, but we do know that Adidas has many Yeezy models in stock and needs
to decide what to do with them. According to Kurtz, the alliance between Ye and Adidas appears to be a
"typical licensing agreement" marketed as a collaboration (Isaiah Poritz and Chris Dolmetsch 2022). Kanye
grants Adidas a license to use his trademarks and intellectual property, Yeezy and YZY, on shoes and
accessories. Adidas manufactures and designs, which explains why it is mentioned in all design patents.
Adidas claimed, therefore, ownership of "design rights to existing products" and all previous and future

footwear colorations. (Isaiah Poritz and Chris Dolmetsch 2022)



Co-branding with celebrities often increases sales and customer crazes and can distribute financial risk. In
addition, the more controversial the figure, the greater the impact and perhaps the more significant the gain,
but it is also risky.

Adidas is considering continuing to market shoes produced with the rapper. Still, without the use of the Ye
brand, we expect it will be difficult for the company to move forward in this way because of the controversy
over the alliance, and the absence of the Ye cool factor will reduce their value.

Our research is driven by the desire to understand the impact on the brand equity of the product, should Adidas
decide to continue selling the shoes, given that it has the right to sell them, even without the Yeezy name,
because legally, it cannot use the name. We will analyze whether consumers in the future will value the
sneakers for their unique design and comfort, or simply because they are Ye's shoes, and then decipher whether
the brand equity of the products resulting from the Adidas Yeezy collaboration is greater or less than the same
products with the Adidas brand name alone. To do this, we will study the associations and connections of
customers when they think about the Adidas-Yeezy sneaker line before and after the collaboration is
discontinued and, consequently, the value that the partnership brings to the products. Based on the literature
review, the research aims to obtain information on the impact of this disruption on brand equity. The possible
outcome we expect is that the value of Adidas Yeezy sneakers lies in the co-brand itself and not in the product
made only by Adidas without Yeezy. The value of Adidas Yeezy is probably related to the brand itself, which

is the union of two brands and not to the two components taken individually.

1.2 Expected contribution

As we will explain in chapter two, brand collaborations or alliances are one way to build brand equity. One
topic in brand management that has received much attention is fashion collaborations and their impact on
brand equity. Our study examines customer-based brand equity, or brand equity, seen through the eyes of the
customer. Individuals use a product's brand name as a cue and a representation of their perceptions of the
product based on their interactions with the brand or knowledge gained thereof (Swait et al., 1993). Brand
cooperation offers a way to study how brand equity influences consumers' reactions to brand combinations
and how they use their sense of brand equity to evaluate product features before purchasing. Co-branding is
often considered a beneficial strategy for companies, regardless of whether they are regarded as high-equity
brands (Washburn et al., 2000).

Several types of research support the positive impact of co-branding. For example, according to Rao et al.
(1999), combining two brands "gives consumers more confidence in the quality of the product, leading to
better product evaluation and a higher price." It has been shown that in a successful brand partnership, the
product elicits favorable connotations in the minds of consumers (Helmig et al., 2008). Park et al. (1996) argue
that a co-branded product of two complementary brands maintains a higher attribute profile in customers'

minds, and favorable customer attitudes have direct beneficial effects.



Some studies focus on the impact of crisis types, response strategies, and interactions on the corporate image
of the culpable ally, the nonculpable partner, and the alliance (Jaywant Singh et al., 2020); other scholars have
analyzed how celebrity endorsement of a product creates equity for both the brand-product and the celebrity
endorsing it (Diana Seno et al., 2005). Previous literature has developed studies on the positive associations
that unknown brands achieve when paired with well-known brands. Many researchers have looked into
collaborations and brand equity. However, breakups between a fashion brand and a celebrity have been much
less widely studied, and this is what we want to research, using the case of Kanye West and Adidas to explore
the topic. Our contribution has potential considering rapidly changing consumer behavior and the evolving
business environment. Therefore, the objective of our thesis is to expand the literature related to the influence
of customer brand equity and collaboration brought to an abrupt end as a result of scandal. In addition, previous
research has placed a strong emphasis on apparel brands. This study focuses on collaborations in the fashion

industry and specifically in the sneaker world.

2. Literature Review

2.1 Building brand equity leveraging secondary associations

Brand equity refers to the value a brand adds to a product or service beyond its physical attributes; the brand's
value and strength come from consumers' perceptions and experiences. It encompasses a brand's reputation,
recognition, and overall perception in the market and involves creating a positive brand image that resonates
with consumers and encourages brand loyalty. One effective way to build brand equity is through secondary
associations, including collaborating with another brand or an organization that shares similar values and brand
image (Keller, 2020). Brand equity is critical for a fashion partnership, as it can influence the perceived value
and appeal of the collaboration product. An alliance in this industry can help companies increase their brand
equity by leveraging the other partner(s)'s equity. For example, a luxury fashion brand collaborating with a
streetwear brand can benefit from the younger, trendier brand's equity, increasing its appeal to a broader
customer base.

Building brand equity through collaboration can, therefore, be an excellent strategy for expanding one's brand
influence in the market. However, to achieve positive results, it is essential to follow a number of crucial steps

that we have listed below.

- Identify a suitable partner: The first step in building brand equity through a fashion collaboration is to
identify a partner with similar values and brand image. The partner should also have a significant, engaged
following that aligns with the target audience. This could be a fashion designer, a celebrity, or even another

brand (Jaywant Singh et al., 2020).
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- Define the collaboration: Once a suitable partner has been identified, it is essential to define the partnership
clearly. This includes defining the scope of the cooperation, the objectives and the desired outcomes. For
example, the collaboration could involve designing a limited-edition product or collection, hosting a joint

event, or creating a marketing campaign together (Jemma Oeppen, 2014; Ahmad Jamal, 2014).

- Develop the collaboration: Once the partnership has been defined, it should be developed. This involves
working closely with the partner to ensure the partnership aligns with both brands' values and objectives.

They should also ensure that the collaboration is unique, engaging, and resonates with their target audience

(Jemma Oeppen, 2014; Ahmad Jamal, 2014).

- Launch the collaboration: Once it has been developed, it is time to launch it. This involves creating a solid
marketing campaign showcasing the collaboration and generating excitement among the target audience.
The partnership might be promoted through social media, influencer marketing and other digital marketing

channels. (Jemma Oeppen 2014; Ahmad Jamal, 2014)

- Measure the impact: Finally, measuring the collaboration's impact is essential. This involves tracking sales,
brand awareness, and consumer engagement metrics. Feedback should also be gathered from the target

audience to gauge perception of the collaboration and the brand (Diana Seno 2005, Bryan A. Lukas 2005).

2.2 Types of collaborations

Before embarking on a collaboration, it is essential to understand what type of partnership best suits the brand's
goals. Various types of partnerships can be highlighted, each with unique characteristics and specific purposes.
This section will examine the different types of partnerships companies can engage in for maximum benefit.

Two of the most common forms of commercial cooperation are co-branding and brand alliances (Darby, 2006;
Blackett & Board, 1999). Many attempts have been made to categorize the various forms of corporate

partnerships. Recognized forms of collaboration are shown in Table 1, along with the theorists who support

them.
Types Description Theorists
Joint A brief agreement (less than six months) between Darby (2006), Blackett
promotion two reputable businesses from different and Boad (1999) and

industries. The goal is to maximize the brands' Gammoh and Voss (2011)
inherent synergy and increase effectiveness while

spending less money.
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Co-product

development

Co-marketing
Sponsorship
and

experiential

marketing

Co-branding

Composite

branding

Ingredient

branding

Dual branding

Licensing

This is the creation of a new product with a
distinctive appeal through hybridization and
promotion impact with the collaboration between
the business and the designer. These new
products are sold in limited quantities for a brief
time in order to promote sales and generate
exposure.

A new product is introduced fusing the firm's
existing brand with a related corporate brand.

A business will give money to an organization if
they wish to participate in an event to develop a
stronger connection with the audience. A brand
may  appear likable,  trustworthy, or
knowledgeable by being associated with an event.
It can increase brand awareness, introduce new
associations, or enhance power, appeal, and
distinctiveness.

A collaboration between two or more well-known
businesses where all member brands’ names are

maintained.

This involves fusing two current brand names to
produce a composite brand name for a new
product, to which both partners contribute

knowledge.

This kind of partnership is when essential
characteristics of one brand are used as
ingredients in another brand.

Comparable to co-branding, the distinction is that
corporate brands primarily use dual branding to
support and promote items.

A kind of cooperation wherein a third party is
permitted to use intellectual property that a given

business owns or controls.

Jang, Eun-Young (2006)

Jang, Eun-Young (2006)

Blackett and Boad (1999),
Breckenfeld (2009) and
Pine and Gilmore (2011)

Blackett and Boad (1999),
Gammoh and Voss (2011),
Dorozala and Kohlbrenner
(2008) and Aaker (1996)
Park et al. (1996),
Gammoh and Voss (2011)
and Aaker (1996)

Gammoh and Voss (2011)
and Aaker (1996)

Saunders and Guogun and

Gammoh and Voss (2011)

Darby (2006) and Simon
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Joint venture A long-term agreement founded on operational Darby (2006) and Blackett
possibilities. This kind of collaboration is and Boad (1999)
advantageous for breaking into new markets or
introducing new items. It lessens the partners'
exposure to investment risk and competition.

Brand alliance = Unlike joint ventures, brand alliances seek to Darby (2006), Blackett
benefit from marketing opportunities. Although and Boad (1999) and
the partners in this collaboration do not offer Gammoh and Voss (2011)
complementary services, they are geographical
alternatives for one another. Developing a new

"master brand" is the most significant feature of

this form.
Celebrity The use of famous, well-respected people to Keller (2019)
endorsement promote goods is a common practice with a

lengthy marketing history. The theory behind this
strategy is that a famous person can draw
attention to a brand and influence consumer
impressions of the brand based on assumptions

drawn from what is known about the celebrity.

Table 1: types of collaborations.

Sources: thesis author

2.3 Motives for alliances in the fashion industry

Besides the various partnership categorizations, it is also essential to underline the strategic motivations for
entering into a collaboration; these can vary widely, depending on a company's needs and goals. This section
will explore some of the most common motivations, from business expansion to co-creating new products and
creating unique and engaging brand experiences for consumers. We will then consider motivations specific to
the fashion industry analyzed by scholar Stephen M. Wigley (see Figure 1).

Lorange and Roos (1993) have suggested strategic motivations for business collaboration. They are as follows:
- Strategic: to boost growth and obtain an edge over competitors.

- Financial: to distribute risk and share investments.

- Technological: gain access to resources and talents that are complementary.

- Managerial: to profit from a straightforward structure and supply chain and to reach the market more

swiftly.
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It is interesting to note that Stephen M. Wigley's study suggested reasons specific to the fashion industry which
can be added to the strategic reasons for cooperation. They can be seen in both "down-stream" customer-facing
competencies (such as brand creation and management, marketing communication and PR, retail, and sales
channel presentation) as well as "up-stream," back-of-house competencies (such as fashion product design,

fashion product development, responsive manufacturing)

STRATECGIC MANACGERIAL
Upering out % “ew markets [Jecrease supply hase
Husinzss compatences Heance suppoy derand

\ / Individ-al fidey

Motives for

/ alliances

FINANCIAL TECHNICAL

Lost reductoa R&l)access

Lorwer poices Access o expert knowlodgze
Leverage capral

Fashion industry specific: intention to gain from...

“Back-of-house” competencies: “Market-facing" competencies:
Design of fashion products Management and creation of brands
Development of fashion product PR and marketing communications
Responsive manufacturing Retat] and sales channel pr

Figure 1: Generic and fashion industry specific motives for alliance

Sources: Stephen M. Wigley 2010.

As far as fashion product design is concerned, fashion is an industry in which design plays a key role.
Collaborations provide opportunities to work with talented, innovative designers who bring new ideas and
perspectives. Moreover, fashion is an ever-changing industry with rapidly changing trends and very short
product life cycles, requiring companies to innovate continually and to try to distinguish themselves from
competitors. Collaborating with another brand can provide a new point of view and a different approach to
product design, leading to innovative and unique creations. In addition, collaboration can provide an
opportunity to experiment with new production techniques and use other materials that would not otherwise

have been possible (Stephen M. Wigley, 2010).
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Fashion product development requires a lot of resources, time, and money, and companies often need help in
deciding whether to invest in new products or to maintain existing ones. Collaborating with another brand can
provide an opportunity to share the cost of developing a new product, spreading the risk and making the
process more efficient. Collaboration can lead to outcomes that make the best use of the skills and resources
of both brands, providing added value to consumers. In addition, collaborating with a partner with
complementary technical or technological expertise can offer significant advantages in terms of product
development. It can speed up product development and reduce production time (Stephen M. Wigley, 2010).
Responsive manufacturing refers to the ability of companies to respond quickly to customer needs by
producing products to order or on demand. Responsive manufacturing has become increasingly important in
fashion, where trends change rapidly, and consumer demand can be unpredictable. Collaborating with another
brand can provide an opportunity to share resources and knowledge to produce more efficiently and
responsively, enabling companies to respond to customer needs promptly (Stephen M. Wigley, 2010).

As regards the management and creation of the brands, there is a need to access specialized skills that would
otherwise be expensive to acquire independently. For example, many fashion companies collaborate with
branding agencies to develop their visual identity and build a solid and recognizable brand. This way, the
company can focus on its products and business strategies, leaving brand management to branding experts
(Stephen M. Wigley, 2010).

In public relations and marketing communications, collaborations can provide an opportunity to reach a larger
and more diverse audience. For example, many fashion companies collaborate with celebrities and influencers
to promote their products. This collaboration can increase brand visibility and reach a broader and more
diverse audience. In addition, collaboration with other companies can also lead to innovative public
partnerships and promote sustainability and social causes, building a positive brand reputation (Stephen M.
Wigley, 2010).

Collaboration with other companies can lead to better product distribution and greater penetration in the target
market. For example, many fashion brands collaborate with online or physical retailers to increase their market
presence. This type of collaboration can lead to better product exposure and increased sales (Stephen M.

Wigley, 2010).

2.4 Collaborations in fashion industry and sneakers market

Collaborations, often called co-brandings or brand alliances, are a type of business strategy in which two or
more brands are combined to attract the attention of more customers (Keller, 1998). Visual Objective finds
that 71% of consumers enjoy co-branded partnerships (Visual Objective 2021). To this extent, the fashion
industry has recognized collaboration as a business keyword for the twenty-first century, which is why
business collaboration can be seen in various contexts, including B2C and B2B, domestic and international

markets, SOHO, and large enterprises. One of the first experiences to draw attention to fashion collaborations
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was that between the well-known fashion designer Yoji Yamamoto and the sports merchandising company
Adidas, which created the casual apparel line Y3 in 2000 (Appendix 1). Another example in 2000 was the
multinational athletic goods business Puma, which introduced new products in collaboration with Japanese
fashion designer Mihara Yasuhiro. In 2005, Puma collaborated with Gucci's head designer Alexender
McQueen to develop new items. Another upscale company, Louis Vuitton, collaborated with the well-known
modern Japanese artist Takashi Murakami to create the "Murakami bag," which became an instant hit.

It is interesting to note that, since the early 2000s, the nature of the partnership has changed to become a
commercial strategy intended to open up consumers' wallets and social media feeds (Morgane Nyfeler,2022).
In this regard, an example of how much fashion constantly changes is the recent collaboration between Gucci
and streetwear giant Adidas (Appendix 2) for its autumn/winter 2022 collection, unveiled during Milan
Fashion Week. That kind of collaboration shows that, in addition to creating a buzz, they give luxury brands
a platform to interact with young people on the streets (Morgane Nyfeler,2022).

Zhang and Juhlin (2011) infer that fashion now reshapes people's perceptions about specific fashion players
and name brands due to the consistent alliance between fashion and marketing. Especially in a world that
needs to reinvent itself every six months, fashion firms today must look for ground-breaking collaborative
concepts that astound consumers.

"Fashion collaborations leverage entire fashion business concepts that transform their branding strategy into
not only 'sleeping with enemies,' but also to 'talking to strangers' regardless of product types." (Ahn et al.
2010). Wigley and Provelengiou (2011) understand that fashion firms, in order to be competitive in the
marketplace, are increasingly implementing intra-industry collaboration; this is the case with H&M and luxury
houses (Appendix 3), as well as inter-industry partnerships such as those of Prada and LG mobile (Williams,
2007) (Appendix 4).

Even if these capsule collections aim to provide more products to an already crowded market, the
collaborations are still innovative experiments in which rival companies work together. In fact, according to
fashion data and technology company Launchmetrics, the "Fendace" (Appendix 5) collection generated $33
million in media impact value for Versace and $27 million for Fendi. Indeed, in the fashion industry,
"collaboration" refers to creating high added value and sharing customer awareness and image with business
partners.

On the other hand, businesses have tried to set themselves apart from rivals by being distinctive through
partnerships. Examples include Nike with Off-White, Nike x Jacquemus, and Supreme x Louis Vuitton
(Appendix 6). For both parties to benefit, collaboration can be characterized as teamwork or equal-opportunity
cooperation within a specific time frame (Kim, 2008; Park, 2008).

For their products to be chosen by consumers, brands must offer those consumers intangible values such as
distinction, exclusivity, and rarity. The word "fashion partnership" is widely used in writing to describe
alliances aimed at acquiring immaterial values, such as brand awareness or brand image (Yang et al., 2012).

To this extent, fashion brands must support sensitivity marketing tactics to deliver these intangible values.
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Usually, collaborations in the fashion industry are co-branding strategies in which two brands simultaneously
identify the same item; one of these two brands could be a celebrity. Celebrities are human brands and,
nowadays, more and more brands, both luxury and streetwear, are increasing their collaboration with them.
This phenomenon is an interesting one to focus on because combining a designer brand with a mass-market
brand like Nike or Adidas has never been more common. Such brand pairings increase the product's symbolic
and status values (Desmichel et al., 2020). The symbolic values of the two brands interact and strengthen one
another. For instance, Virgil Abloh, designer for Louis Vuitton and owner of the luxury label Off-White,
collaborated with Nike to produce one of the century's most "hyped" pairs of sneakers. Take the Jordan 1 Retro
High x Off-White Chicago as an example (Appendix 7). The sale price of these sneakers, which is €190, is
comparable to that of Nike and a sense of exclusivity and high social position is conveyed. The "Ten Series,"
a collection of ten different classic Nike models updated by designer Virgil Abloh, debuted with the release
of this sneaker. "Its design is cutting edge in every way. These ten shoes have broken performance and fashion
thresholds. In my opinion, they are comparable to a David or Mona Lisa sculpture" Virgil Abloh in a Nike
interview (Nike, 2017). Consumers shared this sentiment as well. To obtain one of these ten sneakers, they
camped out in front of shoe stores for several days (Denny, 2021). Nowadays, reseller shops will charge more
than 8,000 euros for these sneakers (StockX, z.d.).

It was uncommon for footwear brands and designers to collaborate in this way. Nevertheless, they have given
rise to some of the world's most expensive and sought-after sneakers (Burges,2020). The footwear market was
estimated to be worth 275 billion dollars in 2019 and is set to increase to 375 billion dollars in 2026, according

to Zion Market Research (2018).

2.5 Collaborations with celebrities

According to research (e.g., Wang and Scheinbaum 2018), celebrity endorsers increase brand liking by acting
as appealing, reliable, and likable providers of brand information. However, celebrities' cultural and symbolic
value is not simply a question of being cute, trustworthy, or friendly (McCracken, 1989). According to
McCracken's (1989) theory, the diversity of associations a celebrity brings to the endorsement process greatly
influences its effectiveness. VIPS initially gain symbolic qualities from their public personas. These qualities
are subsequently translated to a specific product through marketing communications that link the star with the
product. Ultimately, customers become aware of and use the product as a result. Through this technique,
celebrity brand ambassadors can affect consumers' attitudes and opinions about the product. Fashion brands'
collaborations with celebrities can develop in different ways with, for example, the creation of a tagline, a
capsule collection, through a campaign, or the development of a cobranded product.

A campaign is created when a celebrity endorser, who is well-known by the public, uses their popularity to
promote a product. Companies employ celebrities to promote their brands and products by highlighting their
favorable traits. Celebrities use their fame to attract attention from the public and maintain it. They also help
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consumers naturally associate a brand or product with the celebrity endorsing it. The same is true when a
person thinks of the celebrity first. Celebrity endorsements affect consumers' purchasing intentions, purchase
behavior, brand recognition, memory, and advertising efficacy (Spry, Pappu, and Cornwell, 2011). Celebrities
can also increase a product's appeal and raise awareness (Money, Shrimp, and Sakano, 2006). According to
the match-up hypothesis, a specific advertisement's usage of celebrity images or other visual imagery transmits
more information than a verbal message (McCormick, 2016). When a celebrity is used, the attributes the star
possesses and then transfers to the recommended product impact the endorsement's overall effectiveness.
Marketers should choose celebrities who are compatible with the associations that the brand already has. If
chosen wisely, the star should use its commercial to forge and strengthen new associations. Another theory,
the associative learning theory, states that memory is organized as an associative network, with "a set of
processing units (nodes), a state of activity, a pattern of connectivity among units, and a learning rule that
allows patterns of connectivity to be modified based on experience" (Till, 1998, p. 2). The network's nodes
are celebrities and brands and, anytime a viewer sees one of their commercials, an association is created
between the brand and the endorser. After establishing the relationship, the brand and celebrity are included
in each other's association set. In other words, the public automatically associates the brand or the star with
the other whenever they see one. Till (1998) uses Nike's usage of Michael Jordan’s endorsement as an
example. Customers frequently associate Nike with Michael Jordan or vice versa. Brands can influence
consumers' brand recognition, trust, preference, and buying intentions by using famous people in their
advertising (Hung et al., 2001). Customers become increasingly used to well-known media figures as their
exposure increases, developing a bond with celebrities. Celebrities are frequently brought to their attention
through advertisements and social media updates.

Collaborations between brands and celebrities are not limited to advertising campaigns but can lead to the
creation of a capsule collection. Susie Faux, the proprietor of a London store called "Wardrobe" in the 1970s,
created the phrase "capsule wardrobe." According to Faux, a capsule wardrobe is a collection of essential
garments that are always in fashion, such as skirts, pants, and coats, which may then be supplemented with
seasonal items. American fashion designer Donna Karan, who released a significant capsule collection of
seven interchangeable workwear pieces in 1985, popularized this concept. A capsule collection is a concise
representation of a designer's vision, frequently produced in small quantities, that transcends fashion trends
and seasons by being practical, that is, marketable. Without the styling and theatricals of a presentation, they
frequently concentrate on construction and delivering cutting-edge looks (Business of Fashion). The brand
aims to spend on brand positioning (fashionable collaborations) and top-of-mind recognition to increase
clients' shopping trips or draw in new customers looking for unique, exclusive designs. Customers will stand
in line for hours today to get a limited edition made by a well-known designer. Due to the increased retail
price of this capsule collection, a brand can improve traffic, average tickets through cross-selling, and make

greater profits.
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Additionally, capsule collections are utilized to interrupt the typical fashion lifecycle. To break up seasonality,
fashion retailers also deploy capsule collections (see the fashion life cycle chart). Collaboration is the quickest
path to making a brand hip. For this reason, many businesses that offer products make fashion capsules to sell.

Even the most opulent brands are embracing streetwear culture to appeal to Millennials.

Fashion Lifecycles

Figure 2: Fashion Lifecycles
Source: Alfonso Segura,2017

A cobranding partnership with celebrities entails both a transfer of image in consumers' thoughts and the
addition of a new physical characteristic (the celebrity's name or image) to the cobranded items (Waters, 1997).
According to Washburn, Till, and Priluck (2004), a successful co-branding alliance can improve consumer
perceptions of both parties and the cobranded product. Seno and Lukas (2007) specifically conceive celebrities
as brands and argue that commercial brands could benefit from their impact by creating cobranded items.

Moreover, in jointly developing a new, cobranded product, the two parties are more likely to share and transfer
their strengths to the new product, increasing its overall equity (Besharat & Langan, 2014). As a result, the
equity of a cobranded product ought to be greater than that of an endorsed product, in which the celebrity's
qualities are transiently but not permanently transmitted. According to Keel and Nataraajan (2012), cobranding
partnerships with celebrities entail a celebrity's more profound and extensive involvement through a new
product line that overtly carries the identities of both the product brand and the celebrity co-creator. Such
partnerships include Kanye West's Yeezy x Adidas and Rhianna's FENTY x PUMA. Celebrities frequently
participate in designing, producing, packaging, and marketing cobranded products. As a result, cobranding
has a higher level of celebrity integration than endorsement, which results in a more robust celebrity meaning
transfer. According to a study, when a celebrity is associated with a brand, customers' perceptions of the brand
are more likely to match the meaning of the celebrity. When a celebrity represents a brand positively, consumer
perceptions of that brand will also be more favorable. However, customers' perceptions toward brands will

change if the celebrity has a bad connotation.

2.6 Fashion collaborations benefits and risks
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The objective of fashion collaborations is to bring together the unique strengths of each party to create a new

and exciting product that appeals to consumers. While fashion collaborations can have several advantages,

they also have some disadvantages worth considering. Blackett and Boad (1999), Dorozala and Kohlbrenner
(2008), Lansing and Olsen (2012), Washburn et al. (2000), Aaker (1996), Breckenfeld (2009), Darby (2006),
and Gobé (2001) identify the benefit of the fashion collaboration while Darby (2006), Dorozala and

Kohlbrenner (2008) and James (2006) explain the risks. In this section, we analyze them.

2.6.1 Benefits of fashion collaborations

Fashion collaborations:

Improve the brand’s image: Partnering with a successful brand can help increase the brand's reputation by
increasing the brand's credibility and authority in the industry (Blackett, 1999; Boad1999).

Enhance the brand “cool factor”: Brand collaborations in fashion can boost a brand's image more
informally and creatively than traditional marketing activities. Collaborations allow brands to join new
trends, creating innovative and original products that can become iconic. This increases consumer interest
and attention to the brand, creating a more refined and fashionable image (Dorozala, 2008; Kohlbrenner,
2008).

Transmit the emotional element of the brand: Brand collaborations can enable brands to present stories
that satisfy consumers' emotions and passions. For example, collaborations between fashion brand Fendi
and British artist Joshua Vides have created a clothing collection that combines the artist's creativity with
Fendi's elegant image, creating a unique product that tells a story and conveys a specific emotion. These
collaborations allow brands to connect emotionally with consumers, stimulating brand interest and loyalty
(Lansing, 2012; Olsen, 2012).

Access intellectual and identity assets: Brand collaborations can provide opportunities to access intangible
resources, such as reputation, creativity, and industry knowledge, that may not be available in-house. In
addition, collaborations can enable brands to create a unique brand identity by fusing different styles and
cultures. For example, the collaboration between French fashion brand Louis Vuitton and Japanese fashion
brand Supreme combined French fashion culture with American urban style, creating an exclusive
collection (Washburn et al., 2000).

Generate point of differentiation: By collaborating with another brand, a brand can create unique and
innovative products, setting itself apart from competitors and creating an image of exclusivity and
originality. For example, Louis Vuitton's collaboration with artist Jeff Koons to create a collection of bags
featuring paintings by great masters made the products one-of-a-kind (Aaker, 1996).

Increase a brand’s influence: Associating with a successful brand or celebrity can increase its visibility,

making it known to a broader and more diverse audience. An example is the collaboration between H&M
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and fashion designer Alexander Wang, which created a limited collection and allowed the brand to expand
into a high-end market (Breckenfeld, 2009).

- Enter new product categories: These collaborations allow brands to expand their range of products and
services by introducing new products in collaboration with another brand. This allows brands to enter new
markets and reach new customer segments, thereby expanding their offerings and reaching new customers.
For example, the collaboration between Nike and Sacai led to the creation of a high-fashion sportswear
collection, introducing the Nike brand to a new market of consumers interested in luxury fashion (Darby,
2006).

- Share knowledge: Collaboration in the fashion industry can lead to fresh, innovative designs that would
not have been possible if brands or designers had worked separately. The partnership allows them to bring
their unique perspectives, styles, and expertise to create something more than the sum of its parts. For
example, the collaboration between Italian fashion house Prada and sports equipment company Adidas has
led to the creation of luxury sports shoes that combine Adidas technology with the sophistication of Prada
design (Gobé¢, 2001).

- Share resources and costs: Another benefit of fashion collaboration is that they help reduce production
costs by sharing resources and distribution channels. This allows brands to benefit from economies of scale
and expand their reach while keeping costs low. According to research from Accenture, productive
partnerships can reduce a brand's shipping expenses by 3-4% and manufacturing costs by 5- 15%.
Collaborations can also increase a store's shelf stock by 5 to 8% while improving inventory control for
brick-and-mortar stores. (RETHINK Retail, 2022)

- Increase credibility: When two or more brands come together for a fashion collaboration, they bring their
reputations and credibility to the project. This helps build customer trust and increases sales, brand

awareness, and customer loyalty (Blackett, 1999; Boad1999).

2.6.2 Risks of fashion collaborations

- Collaboration with a partner incapable of providing promised resources: When initiating a collaboration,
verifying that the selected partner has the necessary resources to carry out the project is essential. However,
even if the promised resources are available, they may need to be deployed appropriately and can be
ineffectively. This can lead to delays in production, additional costs, and disappointing results, negatively
impacting the image of both brands (Darby, 2006).

- Collaboration with a partner with an incompatible brand personality: Brand values and the image it
represents must align with those of the selected partner. Working with a partner who shares different values

and goals could result in a compromised brand image, loss of credibility and reputation, and consumer
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dissatisfaction. Working with other designers and brands can lead to creative differences and
disagreements over design choices, vision and strategy. These differences can be challenging to navigate
and can lead to a product that does not meet the expectations of either party (Dorozala, 2008; Kohlbrenner,
2008).

- Collaboration with a partner with a low status and image fit: Brand value is closely linked to the image of
the selected partner. A partnership with a partner with low status and image may hurt brand perception
and consumer preferences. This can affect consumers' purchase decisions and brand perception
(James,2006).

- Permanent damage done to the existing brand equity of the business due to failure of the partnership: In
some cases, brand collaboration may result in reduced brand equity and loss of value. If the collaboration
fails, the brand's image may be damaged and its reputation impaired. In addition, the company's brand

equity can be damaged in the long run, reducing its ability to compete with other brands (Darby,2006).

2.7 Scarcity and limited edition

One of the critical outcomes of fashion collaborations is limited edition products created by combining the
collaborators' unique styles, skills, and perspectives. This concept aims to create a rare, exclusive, and highly
desirable product for the target audience.

The principle behind the limited-edition strategy is that of scarcity aimed at creating psychological
mechanisms in the minds of consumers that drive them to purchase products urgently since they are scarce;
they may no longer have the opportunity to buy them.

According to psychological research (Mittone & Savadori, 2009; Shah et al., 2015), scarcity might affect
people's views, opening up commercial prospects. A product provider can boost overall demand and increase
client enthusiasm for a particular duration by intentionally or unintentionally establishing a temporary product
shortage, improving the overall market performance. Ypulse business, in a statistic on young shoppers and
limited-edition products, found that four out of ten consumers aged 13-39 have purchased a limited
edition/particular edition item.

Offerings being scarce become more desirable to consumers and create a sense of exclusivity, which is the
fundamental principle behind offering LE products. Previous research has shown that scarcity messages make
consumers perceive LE products as special, unique, and valuable. The limited-edition strategy positively
impacts product evaluation (Jang et al., 2015). Almost half of 13-39-year-olds who purchased a particular
edition/limited-release item did so because it looked cool, and 31% would pay more for it (Ypulse business
2022).

In the literature regarding consumer behavior, it is noted that consumers tend to show their uniqueness by

possessing scarce items. Consumers intend to stand out by wearing rare, unique items owned by only a few
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(Snyder, 1977; Fromkin, 1977). According to the Snob Effect (Chae et al., 2019), if the product an individual
owns begins to be used by many others, he or she will look for something more memorable.

Collaborations, as mentioned before, often result in collections released as limited editions. Under this
strategy, products are released onto the market in limited quantities or for a limited time.

For limited-time scarcity (LTS) messages, we refer to a time frame during which brands push customers to
buy as many limited-edition (LE) products as possible, making the offer available quickly before it expires. In
contrast, only a few items with limited-quantity scarcity (LQS) are created and are the only ones that can be
purchased, offering only a minimal number of buyers the chance to buy the good. Consumers perceive
products as more unique and valuable when they are distributed under the LQS condition than when they are
distributed under the LTS condition, according to a study by Aggarwal et al. (2011). This is also because
products distributed under a time limit are more accessible to consumers. Every time someone buys a limited-
quantity commodity, the number of products left in circulation gets smaller and smaller, which breeds the
sense of unpredictability that defines the limited-quantity scarcity state.

In their study, Jang et al. (2015) made the following hypothesis: When products are supplied in limited editions
through scarcity messages, customers will demonstrate a more robust brand attitude, higher perceived value,

and higher purchase intention.
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General Product LE product

= Purchase Intention

Figure 3: effect of scarcity massage on LE product

Sources: Jang et al., 2015

Additionally, implementing a restriction on the product's promotional offer boosts its effectiveness, according
to the study of Aggarwal et al. (2011), which examines scarcity messaging from the standpoint of consumer
competitiveness. The same study also found that consumers' behavior will be more impacted by product
scarcity when they perceive themselves as competing with other potential buyers.

The desirable things advertised as LE are merely the standard items with a variation, such as new packaging,

a new pattern used, or simply the usage of a unique hue for that specific product.
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Previously, LE was only utilized by fashion and luxury firms such as high fashion footwear Prada (Stock,
2005; Balachander, 2005), but today we can see its adoption in the streetwear industry, particularly in the

sneakers market.

2.8 Retail and resell market

Limited edition products are initially sold through a limited release in certain outlets, online, or in physical
stores. This process creates a certain amount of hype and anticipation among consumers, who know that
product availability is limited in time and number of pieces.

The release of a limited-edition product allows consumers to purchase a unique product that may not be
available later; these products have a unique design that differentiates them from the company's standard
products. In addition, the limited availability of these products means that consumers may feel privileged to
purchase them because they have access to something that not everyone can have.

However, not all consumers can purchase these products during the release. Due to high demand and limited
availability, many products sell out quickly, often within minutes or even seconds. Consider that, for example,
Supreme Tonal Box Logo Tee (Appendix 8) achieved sell-out times of 78.5 seconds on February 16, 2023
(Supreme Community).

This creates a situation in which consumers who could not purchase the product during the original release
may try to purchase it later from resellers. Buying and selling gymnastics shoes or other apparel using the
same criteria as buying and selling stock on the stock exchange is the essence of reselling. In its most basic
form, reselling is owning a highly sought-after product that is typically limited in supply and being able to sell
it to those who cannot otherwise obtain it, for a higher price. Reselling is particularly common for sneakers,
mostly athletic shoes from brands like Adidas or Nike and other clothing items from brands like Supreme.
The resale market is particularly relevant regarding products sold in limited editions. The high level of
transactions in this market is because the demand for these kinds of products hugely outweighs the supply,
generating the necessity to access offerings in a secondary market. The resale market, where things are sold
after the release date at a significant markup, is the only alternative for individuals who cannot buy at the time
of release. This markup is based on how well-liked the product is, with a particular focus on products with
few releases. Generally speaking, the resale market is more highly developed for the sneaker category than for
other apparel, and 71% of sneaker transactions occur on StockX, which is an online shopping platform based
on a bidding-to-buy model, where everyone can sell or buy products ranging from sneakers to streetwear to
accessories, especially limited-edition ones that cannot be found in the primary market after release. The
secondary market generated more than $6 billion in 2020 and is projected to be 15-25 % of the primary market
in 2025; the top three models of sneakers sold by market share are Jordan 1 with 23% market share, Yeezy
350 with 18% and Air Force 1 with 6% (Appendix 9). As for the streetwear category, StockX data show that

Supreme is the highest for markups. At the same time, Off-White has a -10% in terms of retail prices because
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it creates limited editions only when collaborating with other brands. These products represent a low
percentage in the Off-White product range (StockX Snapshot: The State of Resale 2019-2020).

Reselling limited edition products can be profitable for resellers but also frustrating for consumers who could
not purchase the original product on release. In some cases, the price of limited-edition products can increase
exponentially in the secondary market due to their limited availability.

Reselling can have a significant impact on brand perception and consumer loyalty. Although reselling limited-
edition products can increase consumer interest in the brand and create hype, reselling can also generate
resentment among consumers who could have purchased limited-edition products at an average price. This
may lead to a negative perception of the brand by consumers who were not able to purchase the limited-edition

products, which may influence their decision to purchase future products.

2.9 CBBE and fashion collaboration

CBBE, or customer-based brand equity, is a marketing concept that measures a brand's value based on its
customers' perceptions and attitudes. CBBE is the result of the cumulative effect of all the experiences that
customers have had with a brand, and it reflects the overall strength and loyalty of the brand's customer base.
Various factors, including brand awareness, loyalty, personality, and associations, influence CBBE.

Fashion collaborations can significantly impact CBBE by creating unique and memorable customer
experiences. When two brands collaborate, they bring their respective audiences together and create a new,
exciting experience for both customers. This can increase brand awareness and create positive brand
associations for both brands involved in the collaboration. Okonkwo (2007), an author who writes about luxury
management, posits that a brand's brand equity is high when its distinctive qualities result in continuous
consumer demand and commitment.

In this study, we will consider the customer-based brand equity of Keller. According to Keller, brand equity
is the value the brand adds to the product and services. Essentially the power of the brand is what customers
have seen, read, heard, thought, and felt about the brand over time, namely what is in the heart and mind of
the customers (that is the brand knowledge). So, what is crucial for a brand is ensuring, through marketing
activities, that customers have a good experience with the product to establish in their minds the aspired
feelings, images, beliefs, perceptions, opinions, and experiences they connect to the brand itself. The definition
of brand equity is "the differential effect that the brand knowledge has on consumer response to the marketing
of the brand" (Keller, 2003).

When a brand has a positive customer base, brand equity obtains a more favorable response from the customer.
Their willingness to accept a brand extension is more significant, increasing the possibility that they will search
for the brand in new channels and are ready to pay higher prices. The opposite happens for a brand that has
negative customer base brand equity.

In the definition of the customer base brand equity of Keller, we can identify three factors:
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1. Differential effect: This means that customers respond differently to the branded products. If this does

not happen, the product is considered a commodity and can compete only on price.

2. Brand knowledge: The different responses are the result of the knowledge that the customer has about
the brand, so what they have learned, seen, felt, and heard about the brand. Thus, brand equity depends

on what is in the minds and hearts of the customers despite the marketing effort.

3. Customer response to marketing activities: The different responses are the reflection of the preferences,
perceptions, and behaviors related to the marketing of the brand, for example, advertisement recall.

In other words, if customers react differently to branded and unbranded products that are the same, the
knowledge of the brand created by prior exposure is working in the creation of brand equity. This is why brand
equity could be considered a bridge from the past to the future. The company should consider that the money
spent on marketing activities is invested in what customers experience with the brand. What matters is the
quality, not the quantity of the investments that aim to establish the right knowledge in customers' minds. The
brand's future performance depends on the customers and their knowledge of the brand.

Here we list some crucial advantages of a strong brand

- Improved perceptions of product performance

- Greater loyalty

- Less vulnerability to competitive marketing actions
- Less vulnerability to marketing crises

- Large margins

- More inelastic consumer response to a price increase
- More elastic customer response to price decrease

- Grater trade cooperation and support

- Increased marketing communication effectiveness

- Possible licensing opportunities

- Additional brand extension opportunities

A way to represent brand knowledge in the mind of the customers is the associative network memory model.
This model represents the memory as a network of nodes connected by a link. The nodes collect customer
information, while the link stands for the power of the relationship between nodes. Each activity of the brand
can be stored as information in this network. Considering this model, brand knowledge can be considered as

a combination of two-components:
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- Brand awareness is the node's power, so the trial is in mind. We can measure it according to how well

customers recognize a particular brand. Building brand equity is necessary, but more is needed.

- Brand image: how this is measured has not always been agreed upon by marketers. However, it is
generally accepted that it is the consumer's opinion of the brand as expressed by the brand associations
they have in their mind. The significance of the brand for consumers is contained in the brand

associations, which are additional informational nodes connected to the brand node in memory.

Associations can take many different shapes and represent both aspects of the product and traits that are not
related to it. For example, if a marketer asks a consumer what comes to mind when he thinks about Nike, the
consumer may answer with core associations such as innovative technology, premium goods with a stylish
design, the joy of sport and celebration, peak performance, global responsibility, and self-empowerment.
These associations constitute Nike's brand image, but this may vary according to customer and segment.
Customer base brand equity operates when there is strong awareness and familiarity and when there are
memorable, strong, and distinctive brand connections. Sometimes brand awareness is enough to create positive
responses (for example, for low-involvement products like shampoo). However, in other cases, the power of
brand associations is pivotal for the different responses that create brand equity. Thus, marketers have to
convince consumers that there is a difference between brands, that building a positive brand image aligns with
creating brand awareness to create customer base brand equity.

In the following sections, we will examine in more detail the sources of brand equity according to Keller.

Brand awareness

The components of brand awareness are brand recognition and brand recall plus “top of mind” and brand name
dominance.

- Brand recognition: The consumer's capacity to corroborate prior exposure to the brand on coming into
contact with visual input. They can identify the brand since they have already been exposed to it.
Studies have shown that consumers unconsciously like a brand they have already been exposed to more
than an unknown one.

- Brand recall: a customer's capacity to recall a brand from memory when given a product category, a
demand that the category satisfies, or a purchase or usage scenario as a trigger.

- Top of mind: The initial product recall.

- Brand name dominance: The majority of respondents can name only one brand.
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Advantages of brand awareness

- Learning advantages: The development and potency of the associations that comprise the brand image
are influenced by brand awareness. Marketers must first generate a brand node in the customer's
memory to build a brand image; the nature of this node influences how quickly the consumer picks up
and remembers new brand associations. Registering the brand in consumers' minds is the first stage in
creating brand equity.

- Consideration advantage: The brand is the only one consumer considers when purchasing to satisfy
their needs. When brand awareness is high, there is a higher probability that the brand is in the
consideration set. According to other research, consumers do not have only one brand but a set of
brands and ensuring that the brand is part of the consideration set is crucial.

- Choice advantage: Brand awareness influences the choice between the brand member of the
consideration set because customers usually show that they buy the more familiar and well-established
brand.

The elaboration-likelihood model explains persuasion and change in attitude. According to this model, there
is high involvement when customers have:
1. Purchase motivation (they care about the product).
2. Purchase ability (they are aware of the product in the category): The consumers can make
judgments because they know.
3. Purchase opportunity (they have time to make rational choices).
If they lack one of these 3, they are in a low involvement situation and they use more brand awareness to make

the decisions.

Building brand awareness

To build brand awareness, marketers need to make the brand familiar through continuous exposure to the
consumers; in this way, they establish the brand in their minds. Thus, the company should ensure the
consumers continuously come into contact with the brand in all of its various elements. Because this increases
the probability that consumers will remember the brand, recognize it, and associate the brand with the correct
category or buying trigger. In competitive markets, such as fashion, it is essential to have a strong linkage

between the brand and the category.

Brand Image

Brand image dominated brand management from the 2000s on and the top priority of managers was to

understand how their brands were perceived. Brand image refers to how people interpret all signals coming
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from the goods, services, and communications the brand covers. Image study focuses on how particular groups
perceive a product, a brand, a politician, or a country.

In Keller's theory, the first step to creating brand equity is to stabilize a sufficient level of brand awareness;
marketers can then focus on building a brand image through marketing activities that connect powerful and
unique associations to the brand in the mind of the consumer. Brand associations refer to both brand attributes

and brand benefits.

- Brand attributes: are the elements that characterize a product

- Brand benefits: are the values and the meanings that the consumers give to a product

Customers can give life to these attributes and benefit in various ways, besides form marketing activities, for
example, when they directly experience the brand or from customers' reports, communities' opinions, reviews,
or even on social media from WOM. Brand image is "consumers' perceptions about a brand as reflected by
the brand associations held in consumer memory" (Keller, 2003). Associations can derive from product
attributes, a celebrity, a particular symbol, or a particular region. Marketers must be aware of the significant
impact that all these can have on consumers and should manage them strategically. To create the so-called
different responses that characterize the consumer base, brand equity marketers have to be sure that the
associations are not only positive but unique and distant from one of the competitors. These ensure that the
consumers will choose the product. Brand image is influenced by the experience that the consumers have with
the brand and depends on how the customers have memorized the brand in the memory.

Factors that affect the uniqueness and the power of the brand associations:

- Strength of brand associations: An association is stronger when the consumer links information about
the product to knowledge of the brand. Two things make associations powerful for each piece of
information; the first is the importance consumers place on it and the second is how consistently the
brand is presented over time. The specific associations we remember, and their significance will
depend on the association's strength, the presence of any retrieval signals, and the context in which we
think about the brand. When consumers directly experience the brand, the association will be stronger
and have more influence on the decision-making when consumers interpret it correctly. Information
deriving from the company itself is weaker, and the possibility of change in said information on the

part of consumers is thus higher. Creative communication is, therefore, fundamental.

- Favorability of brand associations: Marketers build positive associations by impressing in the mind of
consumers that the brand has positive attributes and benefits that are perfect for fulfilling their needs.
Moreover, people do not give all the associations the same weight and positivity. They will also think

in different ways in different purchase situations.
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- The uniqueness of brand associations. Brands want to be unique and different from competitors for a
competitive advantage. They do so via direct or indirect comparison with competitors, highlighting
performance and non-performance-related attributes. Because the brand is present in a category, certain

associations may be shared and, at the same time, the category associations become linked to the brand.

2.10 Collaborations that went wrong

Even though international management literature acknowledges many positive outcomes for companies
engaged in such alliances, such as higher return on equity, better return on investment, and higher success
rates (Todeva & Knoke, 2005; Keller, 2003; Aaker, 1996; Darby, 2006; Gammoh & Voss, 2011), fashion
brands are susceptible to potential detrimental consumer-based brand equity effects, and it is interesting to

look at a number of case studies and the relative reaction of companies to adverse events within collaborations.

2.10.1 Nike and Armstrong

Nike had had a sponsorship contract with Armstrong since 1996, which led to the creation of an entire line of
Nike-branded running shoes and clothing featuring the cyclist's logo. Nike's image had been strongly linked
to that of the cyclist. In the case of Nike and Armstrong, the partnership had been built on the cyclist's
reputation as a successful athlete and ethical role model.

2012 was difficult for cycling celebrity Lance Armstrong and his sponsor Nike. Armstrong, a seven-time Tour
de France winner, was accused of using doping substances and participating in a vast sports fraud scheme.
During the investigation and trial, Armstrong admitted to using doping substances and lying about his sports
performance. It was an upsetting event for many sports fans, sponsors, and business partners. Armstrong's
disqualification posed a significant threat to Nike's reputation. Nike decided to disassociate itself from the
relationship when this reputation was compromised. Breaking off the partnership was necessary for Nike to
protect its brand image.

Partnerships are vital to companies' marketing strategies and choosing the wrong business partner can
negatively affect brand image (Darby,2006).

Nike dealt with the situation decisively, issuing a public statement condemning Armstrong's actions and
announcing the facts. In addition, Nike decided to drop the line of products bearing Armstrong's name. These
moves showed that Nike was ready to distance itself from Armstrong and protect its brand image based on

credibility and integrity. (Fashion magazine, 2012)
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Consumer reactions to the breakup of the partnership between Nike and Armstrong was negative. Some
consumers appreciated Nike's decision to disassociate itself from Armstrong and take a strong stance against
doping substances. The breakup of the partnership between Nike and Armstrong also influenced consumer
behavior negatively. Many expressed disappointments and some even decided to stop buying endorsed
products. A star athlete's endorsement of a brand or product can be detrimental and potentially harm it during
a scandal or period of bad press. that unfavorable brand exposure has the power to damage the brand and

drive people away. (Jason Brandan, 2013)

LIVESTRONG® COLLECTION

Figure 4: Livestrong Collection

Source: Fashion Magazine

2.10.2 H&M and The Weeknd

The breakup of the partnership between H&M and The Weeknd was an event that made a lot of noise in the
fashion world. Abel Makkonen Tesfaye 2017 announced on his Instagram profile the renewal of the
partnership with H&M for a second capsule collection. The collaboration between the Swedish clothing brand
and the famous Canadian singer had been announced with great emphasis on creating a clothing line that
combined the styles of both parties. Although the first collaboration went well and led directly to the
development of a second one, the latter lasted only a few months. The Weeknd published a tweet in which he
explained that he was "shocked and embarrassed" by what had happened and "deeply disappointed" at having
seen a photo of the brand that depicted a black child wearing an H&M sweatshirt with an inscription "the
coolest monkey in the jungle." The singer, for years, a testimonial of the brand decided, therefore, to break off
relations with the clothing company definitively, calling the advertising campaign racist.

This breakup had a significant impact on consumers. Many of the singer's fans sided with him, criticizing
H&M on social media and boycotting the clothing brand. The hashtag #boycotthm went viral on Twitter and
Instagram, with many people refusing to buy H&M products.
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For its part, H&M has suffered significant reputational damage, with many critics accusing the brand of being
racist and irresponsible toward minorities. The brand immediately apologized on social media for hurting
people's sensitivities and announced that the sweatshirt had already been withdrawn from the market.

The breakup of the partnership between H&M and The Weeknd highlighted how collaborations between
brands and celebrities can significantly affect consumer behavior. When a partnership ends controversially, as
in this case, it can create an emotional reaction among fans of the individual involved, who may decide to
boycott the brand and express their dissent on social media. Moreover, a reputational crisis of the type that hit

H&M after this breakup, can damage a company, undermining its credibility and ability to attract customers.

The Weeknd &
, @theweeknd
woke up this morning shocked and embarrassed by this photo. i'm
deeply offended and will not be working with @hm anymore...

H&M &
#M @hm - Follow

We understand that many people are upset about the
image of the children’s hoodie. We, who work at H&M,
can only agree.

We’re deeply sorry that the picture was taken, and we

also regret the actual print. Therefore, we've not only

removed the image from our channels, but also the <
garment from our product offering.

It’s obvious that our routines haven’t been followed
properly. This is without any doubt. We’'ll thoroughly
investigate why this happened to prevent this type of
mistake from happening again.

10:47 AM - Jan 9, 2018 (6] .

¥ 10.4K @ Reply (2 Copylink
7:20 PM - 8 gen 2018

Read 2.7K replies
97.739 Retweet  13.990 Tweet dicitazione  249.743 Mi piace

Figure 5: H&M and The Weeknd tweets about the scandal

Source: Business of Fashion, 2017

2.10.3 Johnny Depp and Dior

The French fashion house had announced Depp as the face of its new men's fragrance "Sauvage" in 2015, and
the collaboration looked promising. Chosen for his authentic charm with rock rings and covered with tattoos,
he represented the perfect balance of wild, refined elegance. The collaboration began with an effective
communication campaign of TV commercials and posters starring Depp.

However, in 2016, his ex-wife, actress Amber Heard, accused him of domestic abuse. The announcement of
Dior's collaboration with Depp could have sparked much criticism on social media from consumers who might

have been against a brand collaboration with a man accused of domestic abuse. Depp's professional life
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encountered difficulties when his wife's accusations began, followed by an effective negative campaign on
social media. Disney decided to break his contract for the role of Jack Sparrow in Pirates of the Caribbean.
For this reason, Dior suspended the advertising campaign with Depp pending the results of the divorce trial
between the actor and Heard. However, the brand made no public statements.

The brand supported the actor during this period and later decided to keep Depp's face as a muse. The fashion
house acted correctly; indeed, sales of the cologne have increased. Moreover, the brand's communication has
played a crucial role in making the fragrance one of the most frequently purchased, even moreso than the
bestseller of Chanel. At the same time, Dior created new fragrances, and "Sauvage Elixir" was nominated
perfume of the year at the Fragrance Foundation Awards 2022. This was the result of fans who, during the
trial period, set out to support the company by mass-buying the men’s perfume.

This situation demonstrates how a company's reputation and brand equity can be put at stake due to a
collaboration with a controversial celebrity (Diana Seno, 2005; Bryan A. Lukas, 2005). According to James
(2006), the company must carefully consider the risks associated with such collaboration and make informed

decisions that reflect the company's values and goals (Marketing-magazine, 2022).

Figure 6: Johnny Depp x Dior

Source: Marketing Magazine, 2022

2.10.4 Prada and Zheng Shuang

To celebrate the new year 2021, Maison Prada created the campaign "Enter 2021. New Possibilities," inviting
consumers to start the new year together and share new resolutions. In order to do so, the brand collaborated

with different celebrities. One of them was the Chinese actress Zheng Shuang, the award for Best New
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Performance in a Hong Kong Film. Prada introduced a collection of specially designed products to honor the
campaign. The actress is shown with the Prada Cleo handbag, the ideal fusion of traditionalism and futurism,
inspired by the brand's iconic models and created using traditional manufacturing techniques. Zheng Shuang
was announced as Prada's brand ambassador in China in June 2020 as part of the company's efforts to establish
its presence in the ever-growing Chinese market.

Unfortunately, in February 2021, the actress hit the headlines for all the wrong reasons. Chinese media outlets
reported that she had abandoned her surrogate mother's two children and had split up with her partner, producer
Zhang Heng. The news created huge waves in China because surrogacy is illegal there. Following the
allegations brought against her, Prada immediately removed Zheng Shuang from its ad campaign and said it
had terminated its collaboration with the actress. There was something of a backlash against Prada on Chinese
social networks.

The company stated on its official Weibo account that they had ended all collaboration with the actress.
Professor Huang Shengming, from the Communication University of China, affirmed that the blow to Prada's
image was immense, notwithstanding the fact that the decision to end the contract was the right one, and
avoided losses in what McKinsey Estimates & Company identify as an essential and rising market in fashion
and luxury goods. The expression by consumers of their opinions in public on the dynamics and behaviors of
companies and celebrities is growing constantly. It pushes companies to act immediately to curb this negative
word of mouth effect.

The partnership breakup between Prada and Zheng Shuang is an example of how fashion companies can
respond to disputes involving the celebrities or influencers they partner with. According to Professor Huang
Shengming, Prada acted swiftly and decisively to remove the actress from its ad campaign and terminate the
partnership, demonstrating its commitment to corporate social responsibility and protecting its reputation

(Fashion Magazine, 2021).

Figure 7: Zheng Shuang x Prada

Source: Fashion Magazine,202.
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2.11 Crisis effects on brand equity

The viewpoint and behavioral intentions of consumers are delicate; certain unforeseen and serious external
events could have an impact on them together with other considerations. The academy largely agrees that
crises damage brand equity. According to Dawar and Lei, both the correlation between the crisis itself and
brand associations as well as the intensity of the crisis have an effect on how customers perceive the brand,
which in turn affects brand equity. In other words, brand equity will suffer more damage from a crisis the more
closely related it is to a brand association. The more expansive the vision, the more harm to brand equity it
will cause. Academics typically concur that the original cause of the influence is the breach of consumers'
expectations since crises reduces brand equity. Therefore, the impact of the crisis on brand equity is minimal
as long as consumers' expectations are not disappointed. According to Dawar and Pillutla, businesses will lose
less brand equity no matter what actions they take as long as consumers continue to have a high level of trust

in their products. (Liuying He and Yaxuan Ran, 2015)

Conclusion

In this chapter, we have examined collaborations in the fashion industry to build brand equity by combining
two or more brands' resources, expertise, and reputations. We explored the various types of collaborations that
can be undertaken, the reasons for creating these partnerships, and the associated benefits and risks. We also
discussed the products of collaborations that are usually limited-edition products which, after their initial
release, are usually bought on the resell market. It is essential, however, to consider that collaborations can
affect the customer base brand equity in positive or negative ways. We have seen some collaborations that
have gone wrong, damaging the company's brand equity. Fashion collaborations are an effective strategy for

building brand equity but require careful management to ensure long-term success.

3. Methodology

The adopted methodological approach will be displayed in this section, along with a thorough explanation of
the research methodology. The case study research, qualitative research, and the sample comprise the themes

that make up this section.

3.1 Case study research

To address our thesis topic, we decided to employ a case study research approach; this methodology perfectly
applies a qualitative research approach because, in this work, we wanted to understand a complex phenomenon

while keeping the holistic and significant characteristics of real-life experiences. We attempt to answer the
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how- and why questions, which are more explicative for which case studies are more suitable as the preferred
research strategy. To develop our research, we use the method proposed by Yin for the case study. This consists

of six steps: plan, design, prepare, collect, analyze, and share.

Design Collect

Figure 8: The Process of Case Study Method
Source: Yin, 2013
The first step explains the research questions related to the case. Our issue is to understand what the impact
on Adidas-Yeezy brand equity after the breakup of the collaboration between Adidas and Kanye West would
be. In other words, the aim is to explore how the absence of the cool factor "Ye" impacts customer perception
and behavior.
The choice of the case study as the method for our research was dictated by the fact that it satisfied three

conditions identified by Yin as a prerequisite for the use of the case study:

- the impact of the collaboration breakup on brand equity is considered; the quantitative data of the
collaboration is not critical for our research;

- control over, or definition of, any information to be collected is no longer possible, given that the
collaboration has come to an end;

- attention is focused on a real case.

The method will be used, adapting it to the case in question. Internal data and future choices of the company
(Adidas) that might be relevant for the study are not disclosed or published. Nevertheless, gathering empirical
evidence from product consumers in order to understand the phenomena is possible.

The most popular techniques can be categorized into five groups in the social sciences: experiments,
questionnaires, archive analysis, historical analysis, and case studies. These methods can then be interpreted
in light of three factors: the type of question the researcher is attempting to answer, the extent to which the
researcher has control over the events being studied, and the temporal dimension, which refers to whether the

subject of our research is a current issue or a historical fact.
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Controlling behavioral occurrences is not required in our case, and we concentrate more on current events than
historical ones; Our qualitative research uses many of the same methods as history, but also incorporates
interviews carried out with those who were directly involved in the events. The usual How? and Why? case
study questions enable us to follow the common thread of change before and after the collaboration breakup
and focus less on identifying a phenomenon's frequency or the impact of one variable on another.

Given the complexity of the Adidas Yeezy case, numerous areas of study, such as financial or legal, might be
established. The choice fell on one aspect that seems particularly interesting, given the breakup's impact on

internal organizational issues, especially on consumers. Hence, the question can be briefly stated as follows:

How does a fashion collaboration breakup impact

customer perception and behavior?

Our research addresses a problem with far more variables of interest than data-collecting sites. As a result,
since it relies on numerous sources of evidence, the data need to be converged using the triangulation approach

and benefits from earlier creation of theoretical hypotheses to guide data collection and analysis.

Below we explain why we chose a single case study for the development of our research

The following factors influence our preference for a single case design:

- Depth of understanding: The dissolution of the Adidas and Yeezy relationship marks a singular and
complicated event that calls for in-depth examination to comprehend its dynamics and effects. We can
analyze each of these features thoroughly in a single case study, in order to build up a complete picture

of the phenomena.

- Particular context: By concentrating on a single instance, we may examine the dissolution of the Adidas
and Yeezy relationship in its unique setting. We can take into account pertinent factors, environmental
impacts, and particular interactions that might have had an effect on customers. Our knowledge of

what consumers think is increased through this contextual approach.

- Understanding of effects: Using a single case as a basis, we can examine and assess how such an
occurrence affects the two parties. We can examine the trends and their effects on customer brand

equity.

- Relevance and applicability: A single case study on the dissolution of the Adidas and Yeezy

relationship can give stakeholders in business alliances knowledge that is both pertinent and useful.
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Future choices and partnering tactics can be influenced by the lessons acquired from this particular

example.

3.2 Research Design

Design
- Provide the analysis unit
and the likely case to be
looked into.
- Create the theory,
arguments, and problems
Collect that will guide the
envisioned research.
- Define the design of the
case study.
- Specify the steps to retain
the case study's integrity.

Figure 9: The Process of Case Study Method “Design”
Source: Yin, 2013

The research design activity is the second phase of our case study construction. The design phase of a case
study is crucial as we establish the relationship between the purpose and methodology of the research and
decide how it will be conducted scientifically. The research design links the information we have collected,
the research questions, and the results we have obtained.

It is essential to define the object of the research. Our unit of analysis is the brand created by the
collaboration/association between Adidas and Yeezy resulting from consumer associations and perceptions.
The initial question and the hypothesis to be investigated are the only factors influencing the selected analysis
unit.

There are different theories or perspectives from which an object can be investigated. In our case, i.e. the end
of cooperation in the fashion industry, the same reality can be examined from an organizational perspective
and in terms of individual behaviors and brand equity theories from a customer perspective. The idea that will
be discussed involves deciding which aspects of the case study should be analyzed. We analyze collaboration
and customer brand equity, particularly in the fashion industry. We assume that the end of cooperation can
damage the essential brand equity of cobranded products. This means that the value of the combination of
Adidas and Yeezy may be higher than the brand equity of the two brands considered separately.

In order to investigate our research question, we decided to employ qualitative research because we wished to
discover insights, develop hypotheses and define critical variables that impact brand perception and attitudes.

We used qualitative research because we needed to learn more about the problem, not having information
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from the Adidas company, and we needed a deep understanding of the problem facing the co-branded product.
This problem cannot be measured quantitatively. In fact, in-depth face-to-face semi-structured interviews were
conducted to learn more about how consumers reacted to Adidas and Kanye West's co-branding deals.

First, we prepared a pre-recruitment questionnaire (for more information, see the Appendix) conducted
through Google Forms. We explained to the respondents that it was for research purposes in the sneaker
industry and that they could later do an interview. The questionnaire was meant to select our respondents in a
way consistent with our research purpose. In fact, within this questionnaire, we asked questions to find out
whether they owned the product being considered, whether they were aware of the breakup between Adidas
and Yeezy, whether they knew Kanye West as the creator of the product design, and whether they were
familiar with the brands Adidas and Yeezy. The first questions were general in order to understand whether
they had ever bought sneakers that were the result of a collaboration and whether, in general, they recognized
brand collaborations in the shoe industry, by showing them photos of different collaborations and asking them
to select which ones they recognized and which they had ever bought themselves. Ultimately, we asked for
consent and contact information if they met the interview criteria. In the second phase, we prepared an
interview guide (for more information, see the Appendix) in which we explained at the beginning the typology
of the interviews, which were in-depth and semi-structured, taking approximately 45min to 1h 30.
Interviewees were to be asked one initial question and, from then on, they were free to tell us anything that
came to mind. Ultimately, we would ask them a few explorative and socio-demographic questions, explaining
there were no right or wrong answers and opinions in this interview; interviewees' thoughts were what truly
mattered, so they were free to speak entirely at ease. We also requested permission to record the interview to
access the information at a later stage when the data would be analyzed. However, we guaranteed that
everything they said would remain anonymous and confidential.

At the beginning of the interview, we showed photos of shoes resulting from a collaboration and asked the
interviewee which ones they recognized or had bought themselves. Next, we asked their opinion about the
Adidas Yeezy and their opinion before and after the breakup of the collaboration. We also asked for opinions
on competing collaborations that they had recognized or purchased. The topics we tried to address were the
tangible and intangible features of the product, perceptions of the product and price and distribution channels,
their feelings about owning the product, the context to which they associated the Yeezy shoes, their
relationship with the collaboration, their loyalty to the brand and their image of the product. Next, we
performed the projective technique by asking them to associate the brand with a particular person for both the
Adidas-Yeezy collaboration and competing collaborations they had mentioned before. As a last question, we
asked their opinion about owning the Adidas Yeezy with the Adidas brand alone.

All of the interviews took place in March and April of 2023. An open-ended interview served as the primary
data collection method for the primary data. The phenomenon of interest was examined to identify trends
among the various responders. The core question was then effectively answered in part by these patterns. If

necessary, the questions in qualitative research might be adjusted after in-depth discussions with the
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respondents (Arsel, 2017). Through qualitative research, the researcher can better understand customer
attitudes, opinions, and subsequent behavior (Bradley, 2013). Respondents who bought Yeezy sneakers at
least once were questioned in-depth to gather the necessary primary data. Semi-structured interviews with
Yeezy owners were performed in person or online. The benefit of conducting the interviews in person is that
it gives the interviewer a better understanding of the respondent. If the responder prefers, an online setting is
created to conduct the interview. Because of the relative anonymity of online communication and its potential
for better self-presentation and increased sincerity compared to face-to-face interviews, online interviewing
can be preferable to offline interviewing in some circumstances (Janghorban et al., 2014). Because of this, we
provided the respondent with the option of an online or offline interview. The respondents' identities would
not be disclosed after the interviews for privacy reasons. Because of this, the respondent could answer honestly
without worrying about repercussions (Arsel, 2017). A participant consent form was issued for the in-depth
interviews. Here, the purpose of the thesis research will be outlined, along with the effects of the breakup on
those participating in the interviews. Each interview ended with a question on the respondent's knowledge of
other people that wear Yeezy sneakers. We could connect with other trustworthy respondents in this way. In
order to obtain enough data, 35 interviews were done. After examining twelve interviews, Guest et al. (2006)
found that new topics had yet to emerge. This implies that all key subjects can be covered in 35 interviews.

The following lists the hypotheses, subjects, and sub-questions that we plan to look at in our study on the
effects of the dissolution of Adidas and Kanye West's collaboration on customers. To elaborate these

assumptions, we shall consult the literature on business alliances and brand equity.

The following is the main hypothesis:

H1: The dissolution of the Adidas and Kanye West partnership negatively affects the co-brand's product equity

and consumer base.

Additional Hypotheses:

H2: The dissolution of the Adidas and Kanye West partnership alters the perception of the co-brand’s products.

H3: Consumer impression of the Adidas brand suffered as a result of the dissolution of the Adidas and Kanye

West cooperation.
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3.3 Prepare

Prepare
- develop the case study
* investigation skills
- prepare for a particular
Design Collect case study
- construct a case study
procedure

- Get authorization for
the protection of
human subjects

Figure 10: The Process of Case Study Method “Prepare”
Source: Yin, 2013

1. The qualifications required of researchers employing the case study approach

Our expertise rested in seizing unanticipated chances that arose from analysis at both preliminary and
subsequent stages. Our research guaranteed the researcher's ability to listen without being misled by ideologies
or preconceptions. Our researcher kept the original purpose in mind but was also willing to adapt plans and
procedures if something unexpected happened, naturally balancing flexibility and scientific rigor. Data
collection was not done through mechanical recording. Information was interpreted through deep knowledge
of the subject matter.

2. Training and preparation for a particular case study:

For the conduct of the research, we obtained informed consent from all persons who joined the case study,
advising them of the nature of the activity and emphasizing the voluntary nature of participation; we were
careful to protect the study participants from any danger, especially avoiding any deception; we protected the
privacy of the participants and the confidentiality of the data collected.

3. Protocol development:

We developed a protocol with the necessary instruments, procedures, and rules for our case study research.
Our field research procedures were interviews. We integrated real-life events with the predefined data

collection plan (the pre-recruitment questionnaire and questions asked can be found in the Appendix).
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3.4 Collect

Collect

- Observe the case study
Prepare protocol
- Utilize various

sources of evidence

. - Case study database
Desien Colect creation
-  Maintain chain of

evidence
Figure 11: The Process of Case Study Method “Collect”
Source: Yin, 2013

Yin identifies six data sources that can be used for a case study: documents, archives, interviews, direct
observation, participation, and physical objects. We used a combination of primary data (the interviews) and
a literature review. The difference between the interview and the questionnaire should be emphasized. The
interview is a guided conversation and not a structured series of questions. In other words, although the
researcher pursues his or her line of research in entering into a relationship with the interviewee, the series of
questions is likely to be fluid and non-rigid, following the thread of discourse modulated by the interviewee.

Interviews require two levels of attention: the first is focused on getting the information needed to answer
one's question, but the second must simultaneously pay attention to being friendly, open, and willing to be
contradicted. Interviews can then take different forms, being open and unstructured or focused on a narrow

topic. We used non-structured interviews.
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Strengths

Weaknesses

Interviews - Targeted-focus directly
on case study topics
- Insightful- provide

- Bias due to poorly
articulated questions
- Response bias

- Unobtrusive-not
created as a result of the
case study

- Exact- contains exact
names, references, and
details of an event

- Broad coverage-long

perceived causal - Inaccuracies due to

inferences and poor recall

explanation - Reflexivity-
interviewee gives what
interviewer wants to
hear

Documentation - Stable-can be reviewed - Retrievability- can be
repeatedly difficult to find. Biased

selectivity, if collection
is incomplete.

- Reporting bias- reflects
(unknown) bias of

author(s)
- Access- may  be
deliberately withheld

span of time, many
events and settings

Table 2: Case Study Research Design and Methods
Source: Yin, 2013

For our research, we were interested in people who belong to Generation Y. Generation Y, also known as the
Millennial Generation, includes people born between 1977 and 2002 (Parker et al., 2014). This generational
group was chosen as the sample based on their high involvement in purchasing clothing and fashion products
to express themselves, and because of their higher purchasing power (Parker et al., 2014; Parment, 2013). We
also referred to literature on celebrities considered to be opinion leaders, who served as a benchmark for
purposes of comparison with consumers; this generation is ideal because Kanye West is Generation Y himself
(Rogers, 1995; Shoham & Ruvio, 2008).

The sample size for this research included a range of at least 30-35 respondents to perform a qualitative
analysis of the data collected effectively. The respondents who participated in this survey were approximately

18-35 years old.
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An intentional sampling technique was adopted to select the sample according to the study's specific objectives
(Suri, 2011) through the pre-recruitment questionnaire sent to Nova and Luiss students and consequently to
their acquaintances or family members.

Accordingly, we requested contact information from likely respondents interested in participating in the study.
Based on Creswell's two recommendations, criterion-based sampling was used to find people who were
suitable and willing to openly and honestly share the most relevant information on the topic under study
(2007). Accordingly, to be eligible to participate as informants in the study, individuals had to meet specific
requirements: (a) They had to have previously purchased a pair of Adidas Yeezy; (b) they had to be aware of
the partnership dissolution between Adidas and Kanye West. An ordered list of questions was used to create
a semi-structured interview guide to better understand the topic (Galletta, 2013). The guide's layout allowed
users to openly express their opinions, exploring how customers reacted to the partnership.

All interviews were audio-recorded. The interviews were instantly transcribed after being recorded. The
benefit of immediately transcribing is that we could change the interview questions if we believed a topic
needed to be more sufficiently covered. As the interviews were being recorded, it was unnecessary to take
notes as the questions were being asked, allowing the questions to take center stage (Vennix, 2019). After the
transcription, the interviews were compiled in an Excel table in which we tried to divide the answers according
to the topic that we wanted to address, namely: brand awareness, brand recall, brand recognition, brand image,
attributes, benefits, associations and perception, brand loyalty recommendation and repurchase and projective
technique. Two equal tables were constructed, one for Adidas Yeezy and another for competing collaborations.
Inductive analysis was used to extract themes based on the data collected. Reading and analyzing the data with

this technique led to new emerging themes.

4. Research Insights

As part of our investigation on the effects of the Adidas and Kanye West collaboration breakup on customer
perceptions and behaviors, we conducted interviews with 35 Yeezy shoe consumers. The analysis and results
of the interviews are presented in this chapter. The in-person and online interviews took about 45/60 minutes
each to complete. Through a Google Forms sent to Luiss and Nova students and their friends and relatives,
individuals were sought out based on their interest in and ownership of Yeezy sneakers.

Thematic analysis, a qualitative research technique that locates and explores patterns and themes in the
material, was used to record and analyze the interviews. The analysis took place over a number of stages,
including familiarization with the data, data coding, the creation of early themes, review and theme-

refinement, and theme-finalization.

44



The breakup of the Adidas and Kanye West cooperation and its effects on customer perceptions and behaviors
were significant issues that emerged from the investigation. The following section further details these themes

and includes pertinent statements from the participants to support the conclusions.

4.1 Perception before the breakup

The co-branded products of Adidas Yeezy have been so effectively internalized in people’s minds that people
refer to them as the products started the whole culture of limited-edition sneakers and streetwear. What made
all this possible is Kanye, thanks to his ability to bring new and crazy ideas to the table. This is the perception

held in the mind of the customer.

The following quote exemplifies the argument:

"The first product, or at least one of the first products which let them, the whole, uh, the culture of the

limited-edition sneaker and streetwear started.” (Male, 26, owning Yeezy Boots 350)!

4.1.1 Product perception

The collaboration between Adidas and Kanye West was one of the most exciting and innovative on the market,
leading to the creation of a unique and distinctive design that captured the attention of many people and was
also produced with high-quality materials, offering a very high level of comfort.

In this way, an indelible mark was left on the world of limited-edition sneakers thanks to the unique aesthetic
and construction quality combining the experience of Adidas and the creative vision of Kanye. Yeezy also has
a strong bond with Kanye West, one of the most influential artists and designers of our time. This bond gives
Yeezy a cultural appeal that other shoes can't reproduce. Just think of the hype created by Kanye thanks to the

presentation of the shoes at concerts and how they were released, selling out in seconds.
The following quote exemplifies the argument:
"Brought creativity into the sneaker market, which has created a new way of selling sneakers, which is the

raffle. Uh, and creating a lot of vibe around those sneakers and creating raffle market that is developed after

the first release in the retail market." (Female, 20, owning Boots 380)

! All the quotations in this chapter are transcribed exactly as they were told by interviewed people.
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For most consumers, these are among the first shoes recognized as the result of a collaboration and among the
first ones they recall when they consider buying a pair.

The following quotes exemplify the argument:

"[ think about Nike-Supreme air force, Adidas Yeezy, Nike White Off-White, Nike x Sacai, Adidas per
Balenciaga." (Female, 28, owning Yeezy Boots 750)
"Yeezy, for sure. I also think about Nike x off-white, Nike x supreme, the collaboration between Gucci and
Adidas, and Gucci and Balenciaga." (Male, 21, owning Yeezy Boots 950)
"Doing shopping searching for a sneaker, I will say Yeezy and Supreme." (Male, 19, owning Yeezy Boots
350712)

As for the tangible product attributes, Yeezy shoes are very much characterized by the innovative design and
the comforts of the various models released, as stated by the people interviewed. As regards intangible
attributes, it is clear that most people appreciate the fact that the Yeezy design means that they have shoes for
every occasion, from gym sessions to chilling with friends, to going to university and for more formal

occasions too.
The following quote exemplifies the argument:

“There's a shoe for every occasion, you know? So like, if you want to go to the gym, there's a shoe for that. If
you want to go to clean your grass, there's a shoe for that. If you want to go in the snow, there's a shoe for
that. If you want to go in the summer, there's a shoe for that.” (Male, 24, owning all the models)

Also, from the perception of the price before the end of the collaboration we can understand how much
credibility and value that Kanye West brought to the product because, before the breakup, people tended to

say that the retail price of 230€ was pretty fair, even if the resell price could sometimes exceed 1 000€.

The following quote exemplifies the argument:

"The collaboration, uh, think, uh, collaboration concept is the one that adds value to the product." (Male,

23, Yeezy Runner)

4.1.2 Ildentification with community
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Before the breakup people wearing the shoes felt unique; people had the feeling of being part of a community,
participating in a movement that had the figure of Kanye West as pack leader and in which everyone wearing

a pair of Yeezy was identified as someone with an awareness of the latest streetwear shoes.

The following quotes exemplify the argument:

"[ feel part of a movement." (Female, 31, owning Yeezy 500)
"links between people that they have it because when you see someone that has a pair, you recognize that

that person is aware of streetwear." (Male, 22, owning Yeezy 700)

4.1.3 Perception on Kanye West

People have shown the importance of the brand itself as a product differentiator, mainly because of its
association with the person of Kanye, and they have underlined that, regarding the models produced by the
artist, a lot of people bought them merely for their association to the person rather than for their quality or

design.

The following quotes exemplify the argument:

"[ feel fresh like Kanye when I wear them." (Male, 25, Yeezy 950 Boots)
"[ feel more attached to the artist using that type of shoes." (Female, 27, Yeezy Boots 350 V2)

The shoes were also invented thanks to him and that is why they became famous. The fact that he had all his
closest friends wear the shoes too has also had a great influence on the rap industry. The Chicago rapper excels
at building anticipation; launching one of his new sneakers becomes a spectacular global event, like the one
that took place in New York City and was streamed in 42 movie theaters worldwide. It was as if it had become
a symbol of lifestyle symbol.

The following quote exemplifies the argument:

"But with an artist such that. You never know; we can create value and destroy value as much faster as we

have created it." (Female, 29, Yeezy Runner)
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4.2 Perception and opinion after the breakup

4.2.1 Product perception

As for the product's brand awareness resulting from the collaboration between Adidas and Kanye West, i.e.,
the Adidas Yeezy sneakers, both brand recall and brand recognition remain high as can be understood from
the interviewees' words. This is because, as one consumer says, "he's living off the income".

As for the product recall, appeal is decreasing compared to recognition, which still remains high because Nike

has the upper hand with its collaborations.

The following quotes exemplify the argument:

"To buy right now, I will say Nike Jordan." (Female, 30, owning Yeezy Boots 350)
"Adidas Yeezy is a collaboration with a strong identity and big up follow from all over the world. And, but
not, not at the level of Nike." (Male, 35, owning Yeezy Boots 350)
"I recognize all, but if a new Yeezy is created, surely I will buy it. I used to buy one every year." (Female, 18,

owning Yeezy Boots 380)

Only a few super fans of the Yeezy would still buy them now for their design and their comfort, but the rest
of the people would probably now buy a Nike-Jordan, Nike Off- white, or a Nike for Sacai rather than a Yeezy
shoe.

After the breakup of the collaboration, Adidas Yeezy has maintained popularity but no longer has the same
aura of exclusivity that it previously had. There are principally two reasons given by consumers. Many people
have lost interest in the sneakers due to the end of the collaboration with Kanye West. The popularity and
value of these sneakers have undergone a certain change. Many have started to view Yeezy as less exclusive
and of lower value than the versions produced during the Adidas-Kanye West collaboration. Focus on the
Yeezy launches has come to an end, as they are no longer associated with the successful partnership with the
famous rap singer. Another reason for this lower interest in the shoes is the fact that some believe them to have
become rather outdated, not having changed much in the design, and they have also become more accessible
to everyone.

As regards the product’s brand image after the breakup, it is essential to highlight that the majority of people
feel that design and comfort have remained stable whereas most perceive that there has been a decrease in the

coolness of the product. It's still nice, but it has lost some of the cool factor.

The following quotes exemplify the argument:
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"The comfort when having the shoes at your feet. Um, the easiness, putting them on your shoe and your
feet." (Male, 32, owning Yeezy Boots 500)
"Cause there's like; there's a shoe for every occasion, you know? So, if you want to go to the gym, there's a

shoe for that, if you want to chill, there is a shoe for that." (Female, 33, owning Yeezy 700)

The co-brand product’s associations have been upset by the end of the collaboration and credibility has been

lost.

The following quotes exemplify the argument:

"Has lost a lot of credibility" (Female, 34, owning Yeezy Runner)
"It feels like a copy, like they just got the product and rebranded it." (Male, 21, owning Yeezy Boots 380)

The products having been thus internalized, people now feel that taking those same products and rebranding
them with just the Adidas name has reduced them to a mere copy, an appropriation of the artist’s property.
The shoes are no longer considered exclusive because what made them exclusive was Kanye’s presence.
Consumers remember that Adidas was already making shoes very similar to Yeezy that did not have the same
appeal. Ye's fan base, is after all, particularly loyal and whenever a new Yeezy product is launched, it’s sold

out in seconds, even if it happens to be a pair of the worst sneakers ever to hit the market.

The following quotes exemplify the argument:

"There are lots of sneakers that Adidas did in its time that looked exactly identical to Yeezys. I think the
collaboration made it a lot more appealing.” (Male, 23, owning Yeezy Boots 350 V2)
"I will say there's going to be a flop cause it's no more, something limited. What makes the Yeezy limited was
Kanye West coming up with new ideas, with strange ideas." (Female, 24, owning Yeezy Boots 700)
"No. Not going to happen Yeezy without Kanye; there's no future in the collaboration.” (Female, 25, owning
Yeezy Boots 500)
"Originally, the design is by Kanye, so it's a bit silly, and it's a bit of an invasion of an Artist.” (Male, 27,
owning Yeezy Boots 380)

Moreover, there is a mixed feeling in people's words. The majority think the collaboration has no future
because, even if they got back together, everything would have changed. At the same time, they recognize that
the best outcome would be to sell the co-branded products together again although the jury is still out on

whether they would buy them.
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The following quotes exemplify the argument:

"If they will back together, Uh, it's, um, it's not the same." (Female, 20, owning Yeezy 950 Boots)
"the best outcome for them would be to sell them together because the fan base for Kanye West is crazy, and
like, basically with every launch of Yeezy, everything gets sold out immediately, even if it's literally like the

worst piece of clothing you've ever sold." (Male, 22, owning Yeezy Runner)

4.2.2 Ildentification with community

People interviewed said that, given the product has become highly popular, and given the impact of the

breakup, the brand has lost hype and, consequently, has become less unique than before.

The following quotes exemplify the argument:

"I don't feel exclusive as before." (Male,34, owning Yeezy Boots 750)
"The comfortless and still the design, but not the uniqueness anymore." (Male,23, owning Yeezy Runner)
"I don't feel any more like being unique.” (Female,24, owning Yeezy Boots 350 V2)
"That is not any more attractive.” (Female,22, owning Yeezy Boots 350)

“These kinds of shoes have also passed their fashion period.”" (Male,25, owning Yeezy 950 Boots)

Nowadays it is commonly recognized that the price no longer reflects the product, which is less unique and of

lower value after the breakup of the collaboration.

The following codes exemplify the argument:

"Of course, they value them differently after the collaboration.” (Female, 27, owning Boots 350 V2)

"Price for sure is a buying driver, and now it is too high." (Male, 31, owning Yeezy Boots 750)

To this extent, it is interesting to note that a minority of people stated that this product is now part of footwear
history and this, of course, might have an impact on prices, even if on the resell market the Yeezy shoes being
sold are the ones released before the breakup, because these are perceived as the product with value, not those

released by Adidas only after the split.

The following quote exemplifies the argument:
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"It's like, uh, having a piece of the history of the streetwear.” (Female, 22, owning Yeezy Runner)

4.2.3 Perception on Kanye West

In this section of the product brand image related to persona and symbol, interviews have highlighted the
importance of the presence of a figure like Kanye West in product development and their association of the
brand with the person of Kanye. To this extent, after the collaboration breakup, people have stated that they
are not willing to see the brand without the Yeezy symbol and the person of Kanye.

The following quotes exemplify the argument:

"It's difficult to delete the idea of West from this picture.” (Male,24, owning all Yeezy models)
"Yeezy is Kanye. Therefore, I don't like seeing them without Kanye." (Female, 26, owning Yeezy 950 Boots)

Even if most people have underlined that, in the case of the artist figure, they tend to distinguish their behavior
from the art he is producing; consumers are highly aware that with a person like Kanye, the possibility of
having determinant effects on the brand itself is high. His absence from the co-brand destroys the value of

Adidas Yeezy products. The destroyed value lies in what Kanye has created.

The following quotes exemplify the argument:

"Not because of what happened. Sometimes you would also like to separate between the artists and the art.”
(Male,25, owning Boots V2)
"The name Yeezy can make the difference because you buy it for the Ye name under it."
"Yeezy brand people, 100% buy it just for the clout of it being associated for. Nobody f**king likes those

clothes just for the way they are." (Female, 28, owning Yeezy Runner)

4.2.4 Opinion after the breakup

It cannot escape our notice that the experience with the brand has changed negatively. People affirm that the
co-branded product is an old concept now and buying the product in this period would not be a rational choice.

They are being dramatic but realistic when they say that the attraction of the shoes has declined perhaps not
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100% but 80% at least. If the product was in decline over the last few years, the breakup of the collaboration

means it is now dead and has no future.

The following quotes exemplify the argument:

"It only with the loss 100%, then, the excess of, of the collaboration of the beauty of the shoe. I'm a bit too
realistic and probably too dramatic, but it would lose, not the 100%, but the 80% for sure.” (Male, 29,
owning Yeezy Boots 380)

"The product is destined to die because it's already declining." (Female, 32, owning Yeezy Boots 500)

It is collaboration that gives value to the co-branded products and the road that Adidas is now taking, trying
to rebrand the product as Adidas only and taking away the cool factor is, for most people, risky if not

impossible.

The following quotes exemplify the argument:

"The collaboration, uh, think, uh, collaboration concept was the one that added value to the product.”
(Male, 30, owning Yeezy Boots 700 and 350)
"Guess it's a risk to rebrand it and just sell it as nothing happened only by Adidas" (Female,33, owning
Yeezy Boots 700)

What is interesting to note is that, on the one hand, the absence of Kanye is seen negatively by consumers but,
on the other hand, for a lot of them Kanye’s behavior has not hurt the co-brand; they claim that their reaction
is neither negative nor positive regarding Kanye’s statements in public and on social media. This is because
many tend to separate his life as an artist from his private life and mental stability. People know that what he
has said is very bad, and they consider what Adidas has done to be right, putting a stop to sales immediately.

However, they tend to disregard the negative aspect and the majority say it is not their concern.

The following quotes exemplify the argument:

"Now the relationship is neutral, neither positive nor negative.”" (Male, 35, owning Yeezy Boots V2)
"More people will like, disregard it and be like, it doesn't matter to me what he did." (Female, 23, owning
Yeezy Runner)

“I understand why this site is terrible, but I am a fan, so that it wouldn't change.” (Male, 21, owning Yeezy
Boots 750)
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"I know a lot of people separate the music from the artist. The Kanye West fans were like, okay, never mind."

(Female,22, owning Yeezy 950 Boots)

The loyalty towards the brand has suffered a negative impact. Not only because the willingness to repurchase
the co-branded products has decreased without Kanye but also because the willingness to recommend the
product has decreased. Most of the interviewees say that they would not recommend the Yeezy sneakers or, if

they did, they would not do as much as before and only do so because of their comfort.

The following quotes exemplify the argument:

"I would recommend it again in the future, but for sure less than before." (Male, 22, owning Yeezy Boots
700)
"I would not recommend and would not buy again in the future." (Female, 25, owning Yeezy Boots 380)
"I recommend the shoes, but at the moment, just for the comfort." (Male, 27, owning Yeezy Boots 500)

“I don't recommend it as much as before.” (Female, 29, owning Yeezy Boots 750)

A minority say that they will purchase in the future, but only if Adidas-Yeezy does something different and
new in terms of look, shape, color, and price, but that they will certainly buy less than before because of the
absence of Kanye. Another minority say that they will only accept or recommend the sneakers if they are

remarkable.

The following quotes exemplify the argument:
"I will buy in the future only if they do something new regarding look, shape, color, and price. However, [
would be slightly less than before cause of the broken collaboration with Kanye." (Male, 23, owning Yeezy

Boots 350)

"I don't think I will buy it cause, like, trend changes, and now is no cooler." (Female, 28, owning Yeezy

Boots 350 V2)

"I don't think I would recommend cause it's no cooler, like trend changes, and now add is no cooler." (Male,

26, owning Yeezy Boots 500)

4.2.5 Competition, alternative product and brand name
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Eliminating Kanye West from the scene has shifted consumers' attention to alternative products and
competitive brands; the main one is Nike, with its collaboration with Jordan, Off-White, and Sacai. Adidas-
Yeezy's co-branded products have lost their appeal, and most interviewees prefer now to buy other shoes that
emerge from other collaborations; the leading one is Nike-Jordan. People also point out that Yeezy is no
trendier than in the past and that they would invest in a trendier collaboration right now, considering that they
already own a few pairs of Yeezy. What can be understood from the statements of the interviewees is that
Adidas-Yeezy was already on the way down in recent years. The breakup of the collaboration has accelerated

this process of decreasing brand equity in favor of competitors.

The following quotes exemplify the argument:

“Right now, I prefer to buy a Jordan instead of Yeezy." (Male, 31, owning Yeezy Runner)
"But nowadays. It's a bit, uh, old as a concept, and I would not buy another eye that's crazy right now."
(Female, 22, owning Yeezy Boots 380)

"Jordan has understood the importance of collaboration with other brands and designers could have been a
successful way of innovating the product and refreshing the attractiveness of the product. I found this
example in the Jordan for Off- White, which is a, high priced product nowadays and a beautiful product.
And, 1 think that, in those recent months, Jordan has taken the lead into the sneakers market.” (Male, 19

owning Yeezy 950 Boots)

4.3 Opinion on new Adidas strategy

Willingness to buy Adidas Yeezy sneakers decreased after the end of the collaboration. The majority say they
wouldn't purchase the shoes under the name Adidas. It is a matter of character. More than half of the
respondents say they bought the shoes because they were Kanye's sneakers, and they are not going to buy

them now because the person that they were inspired to buy them by in the first place dropped out of the deal.

The following quotes exemplify the argument:

"60% of the time people bought because it is a Kanye West shoe. It's like the name for me. I like the shoe,
how it looks like, but I feel like it loses a little bit of the wow factor.” (Male, 26, owning Yeezy Boots 350 V2
and 750)

"I'm not going to buy this since the person I wanted to buy this for in the first place dropped out of the deal."
(Female, 24 owning Yeezy Boots 380)
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On the other hand, a minority will not buy the sneakers because the product has remained the same over the
last few years, is no longer innovative and because there is a brand like Nike involved in cooler collaborations
in the fashion industry. Another minority will still buy the product even under the Adidas name because the
shoes are excellent, comfortable, and because they are not fans of Kanye anyway. However, they only value

the sneaker's quality and not the brand as a whole.

The following quotes exemplify the argument:

"If the product remains the same, the price remains the same, and the time of distribution remains the same,
but without Ye brand, I will not buy.” (Male, 27, owning Yeezy Boots 700)
"You have to be a fan of him not to buy the shoes." (Female, 30, owning Yeezy Boots 350)

The most common feeling is that it is impossible to feel the same hype around the Yeezy brand and product
as before the breakup.

The majority says, however, that if they return together, they will probably repurchase the sneakers because
Ye's behavior hasn’t changed customer minds. They know it is hard, but it would be cool to see the partnership
up and running again. The respondents say the collaboration was successful for a long time and should not

stop.

The following quotes exemplify the argument:

"I feel like it's dying." (Female, 25, owning Yeezy Boots 350)
"if they were to return, so Kanye and Yeezy together again, I will probably repurchase them. His behavior
hasn't changed my mind." (Male, 27, owning Yeezy Boots 500)
"the hype behind the Yeezy, it's almost impossible to have again. So, they're good. They're doing good but
not as they used to do." (Female, 29, owning Yeezy Boots 380)
"it would be cool if they made a partnership again, but it's hard." (Male, 26, owning Yeezy Boots750)

When asked about the possibility of purchasing Yeezy sneakers by Adidas only, a few of the interviewees say
that they will buy them, but the majority who support the co-brand are opposed and have started a boycott. In
their opinion it would be like wearing just a normal, everyday pair of shoes; they may well be lovely, but they
are different. They recognize that the shoes are the same, but the fact is that they are no longer associated to
Kanye and are thus less popular. People claim that it makes no sense to stop the collaboration with Kanye and
sell the shoes created, although it is clear that breaking up the partnership was the only way forward if Adidas

were to salvage their reputation, given that what they stand for means that they are no longer in line with
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Kanye's values. According to the majority, the best thing would be for Kanye to publicly change his opinion

and for Adidas and Yeezy to join forces once more.

The following quotes exemplify the argument:

“The majority of people probably will buy that, but the good people who supported these from the beginning
are against these." (Male, 20, owning Yeezy Boots 350 V2)

"Same sneakers, but only with Adidas name. I think it's a complete mess." (Female, 30, owning Yeezy Boots

500)

"Kenny West has to change his opinions, at least publicly. And I think the collaboration, since it has worked

so well for those years, will not stop." (Male, 25 owning Yeezy Boots 700)

“It’s like you were wearing Kanye West shoes, now you're just wearing like dealer shoes, which is still nice,

but like, you know, it's different now." (Female, 27, owning Yeezy Boots 380)

"I don't think they should be sold cause if they broke up the collaboration, they no longer stand with that

person. So, if they start selling those shoes, It's very contradictory.” (Female, 28, owning Yeezy Boots 750)

“But right now, after the breakout between Adidas and Canyon West, I would never buy again a shoe, which
is just Adidas, and with the Yeezy style, but without Ye." (Male, 32, owning Yeezy Boots 350)

4.4 Impact on Adidas brand equity

From what we can extrapolate from the interviewees' words, what happened between Adidas and Kanye West
did not affect Adidas brand equity. People believe that Adidas did the right thing in ending the collaboration
partly because they say they had no choice if they wanted to salvage their reputation in the market. Adidas is
considered a giant in the sports and fashion industry. The collaboration lost credibility, but the Adidas brand
did not; it remains a firm favorite along with Nike. The loss of profit for Adidas negligible, considering that
only a small percentage came from Yeezy, but that has no bearing on reputation and image. No one imagined
that Adidas would take such a drastic step, i.e., breaking off the collaboration, given that it generated a lot of
money for the company, but this is all the more reason for consumers to take it as a gesture of responsibility,

knowing that they would take a financial hit but would remain true to their core values.
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The following quotes exemplify the argument:

“It's one of, together with Nike, the main sportswear brands and they are affirming themselves even in, uh, a
more street scenario.” (Male, 22, owning Yeezy Boots 700 and 350)
"Adidas Yeezy is different from Adidas is like saying Smart and Mercedes, Smart is from Mercedes, but they
are different. So for me, what happened has no impact on Adidas itself." (Female,23, owning Yeezy Boots
750)

4.5 Projective technique

Using the projective technique, the strong association between Adidas Yeezy and Kanye West becomes clear.
When we asked the interviewees what kind of person Adidas Yeezy would be, the majority said Ye or
described a person like him, i.e., a robust black man, a rapper singer connected to the hip hop world, a fresh
person, someone that likes to show off somewhat and a highly stylish person that follows the trends and stands
out from the crowd. Moreover, he is described as a person who represents the excellence of the fashion and
sneakers culture and has a strong sense of style, albeit casual. People say the person associated with the brand
is evident in the empire that Kanye has created, which is eclipsed by the Adidas-Yeezy sneakers.

Due to the strong association with Kanye, his absence from the co-branded product has led to a decrease in
brand equity, which is clear from people's words. They now describe the brand as a person that was, in the
beginning, not for everybody, was once cool but no longer is. Now they view Adidas Yeezy as a person who
is not as trendy as he was before, who no longer follows fashion trends, and is no longer unique. Moreover,
he is described as a person in the corner who feels superior to everybody else.

The projective technique used on competitors underlines the negative impact on the brand equity of Adidas-
Yeezy. The majority describes Nike Jordan as an athlete or as a basketball player, a more stylish person at the
moment than Adidas Yeezy, more reliable and trustworthy, a person with whom you can have a good

conversation.

and like, it was cool, but
during the times but now
no more. I mean, no, as it

was once."”

with, uh, with the skate
and, um, leaves at the

best is. His age is like, uh,

ADIDAS-YEEZY ADIDAS NIKE-JORDAN NIKE
Male, 23, | "A person, not for | “I saw him like, um, 1| “It's more connected to | “A young person, uh,
owning everybody at the | don't know, a young boy, | basketball.” which likes to wear trend
Yeezy beginning, but then as it | but not too young, like a clothes, trend outfits, and
Boots 350 | grows up, the person | teenager with a sporty always search  for
almost open to the public | person who goes out like challenges.”
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have fun with, uh, with
friends.”

Female, "You know how in every | “I think adidas would be | “Would be a better | “A person that likes
22, class there's always this | a sporty person, um, well | person than Adidas.” enjoyable moments.”
owning one asshole in the corner | organized and uh, uh,
Yeezy that thinks he's better | with a high level of
Boots 700 | than everybody." technology.”
Female, "Big, big black guy." “A | “For me Adidas | “It would be a teenager, | “Nike would be a runner
28, fresh person.” represent the freedom of | around 20 years old, who | in  more  competitive
owning sports. I don't know, I | has a classic sporty style. | setting.”
Yeezy associate maybe with | And wants to stay
Boots 350 children that run but not | update.”
V2 in a competitive setting.”’
Male, 30, | "It is just kind of Kanye. | “Safe person. Like, it's | “Jordan is more | “Cool kids in school.”
owning Yeah. There's no doubt. | like not, they took a risk | commercialized in a
Yeezy 950 | Someone that just do | with Yeezus in the | certain sense.”
Boots whatever they think they | beginning.”
want to do. Someone risk
taker.”
Male, 26, | "Kanye West  also | “I think it would be | “It would be a very tall | “Cheerleader. Yeah.
owning aesthetically but I don't | somebody who's like | guy. The bad boy sort of | Very popular. somebody
Yeezy know, probably a rap | always dressed like, not | charisma — But  still | who's like so nice that
Boots 380 | singer. Someone who | necessarily sporty, but | everybody wants to talk to | nobody can hate them.”
wouldn’t do sport.” very chic.” them.”
Female, “I would associate it with | “Maybe it'll be someone | “I don't know, maybe | “Nike was a person, mm,
22, West. Someone that's like | who play sports. Listen, | Michael Jordan.” I don't know, maybe
owning a bit to show off, that feel | for example, to hip-hop Serna Williams.”
Yeezy connected to the hip-hop | music.”
Boots 750 | world.”
Male, 25, | “An extraordinary | “A fresh person.” “More  connect  to | “Nike would be like,
owning fashion person, basketball.” older.”
Yeezy constantly updated with
runner the fashion standards.”
Female, “A much younger person, | “A person with a really | “A person that represent | “Really similar to adidas
31, around 20 years old. | strong and determined | the history and the | and Yeezy. “
owning Exclusive identity.” culture of basket.”
Yeezy and casual kind of
Boots 500 | dressing.  Listen, for
example, to  hip-hop
music.”
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sporty people who care

what he/she is wearing.”

Male, 21, | “I think that there could | “I ~ would  probably | “A person that wear the | “An athlete.”
owning all | be so many different types | associate the brand to a | sneakers  also  when
Yeezy of people that could | sporty / casual person | he/she is elegant.”
models represent the | that mostly cares about
collaboration, from | feeling comfortable with

about the comfort, to
other people who just saw
the product online and
would like to style it their

own way.”

Table 3: Projective technique

Source: Thesis’ author

5. Implication

The main implication of our research is that the impact on the collaboration's product equity is much lower
than what Adidas probably estimated; the crisis did not do a great deal of damage to the brand equity of the
partnership. Our main contribution is that product equity did not decline all that much because the perception
of the consumers on this collaboration is not as bad as we might have expected from our hypothesis based on
the literature. We would expect a significant impact on brand equity and product equity, which would be low,
but consumers say that the shoes of the collaboration are still something that they perceive as exciting and
cool. The problem comes when the brand Adidas removes Kanye West from the shoes; people manage to split,
differentiate, and separate the image of the designer from the idea of the man. Companies need to understand
that a person can behave in a way that is super-destructive and yet people will still buy because the artist was
great. The literature states that, in cases like these, equity should go down, and it does happen but what is more
damaging is the brand equity of the shoes without the Yeezy brand. Now the product has no interest; it has
lost its cool to the extent that people won't buy.

Moreover, the breakup did not impact Adidas’ brand equity either; it is still considered positively and is seen
to behave correctly. But it modified the product, and nobody will buy the product if it's not branded.

From the insights of the research, we suggest contradicting the literature because the impact of the breakup is
not always negative, or at least is not as harmful as the literature suggests. Because consumers separate the
man from the artist, what is damaging is the brand equity of the sneakers without collaboration, but that is a
different matter. It's not the brand equity of the partnership.

These results of our research show important implications for fashion brands when considering strategic

alliances with designers to create hype for the product. This study provides empirical evidence of the negative
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impact of partnership breakup on product brand equity when the cool factor is missing, considering the effects
it has on product image and product brand awareness.

First, product recall and product recognition are both high during the partnership, when the partnership is
successfully developed, and the selected partner can bring high intangible value; after the breakup, brand
recognition remains relatively high, but brand recall decreases, and this is the worst situation for a brand
because consumers know about it. It would, however, never enter their heads to buy. The brands experience a
decrease in market share and sales. These results refer to the co-branded product but are not valid for the two
brands considered separately.

Second, for partnerships that end due to a celebrity scandal, consumers tend to turn a blind eye to adverse
events and to separate the partner's personality from their profession. Consumers tend to see the result as an
excellent, fashionable product with an exclusive, limited-edition design that not all consumers can afford.
They tend to feel part of a community by wearing the products worn by celebrities.

Third, the end of the collaboration also ends the uniqueness of the product to the point that consumers begin
to regard the price as high. The absence of the celebrity in the partnership reduces the propensity to buy. Most
consumers purchase products that result from a collaboration solely and exclusively because they are
associated with that celebrity, even if the product is not the most beautiful. In addition, the co-brand product
will, despite the breakup, always be associated with the star who made it a unique product.

Fourth, if after the breakup with the celebrity, the brand intends to continue selling the co-branded product, it
must be aware that, for consumers, it is not the same, especially when the product was developed thanks to
the creativity of the partner; it is now considered a copy and they will not buy it. Companies must be aware
that the product will never get the hype it managed to get with the celebrity on board. In addition, the company
must consider that the celebrity's supporters might boycott the brand if it sells a copy of the co-branded
product.

Finally, this research has shown that one impact that the company cannot overlook when breakups of
collaborations happen due to celebrity scandals, is that consumer attention may shift to other associations and

alternative co-brand products.

6. Limitations

In order to widen the perspective of our research, it is also important to highlight its limitations.

The first limitation that we have faced is the fact that there is currently no extensive literature available on this
specific topic. The breakup of brand collaborations and the impact on brand equity is a complex and relatively
recent phenomenon that has only attracted attention in recent years. As a result, academic resources and
empirical research focused on the effect of such ruptures on brand equity are still limited.

A second limitation of the study concerns the methodological approach used, which is based on qualitative

techniques. Qualitative research offers insights and rich understanding of phenomena, but it has certain
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inherent limitations. For example, the use of interviews may result in a limited selection of participants or
material for analysis, which could affect the extent to which the results obtained are representative. Companies
need a relatively large number of respondents to ensure the accuracy of the results of how consumers perceive
a product. In addition, the results of qualitative research may be affected by the subjectivity of interviewees
or interpreters.

The adoption of a single case study is also a limitation for the research; while a case study approach offers a
unique opportunity to examine a particular event or phenomenon in detail, it might be interesting and useful
to explore additional cases of collaboration breakups between fashion/sports brands and celebrities, in order
to broaden understanding and generalize findings.

Moreover, the research sample is heterogenous in terms of nationalities, including Italians, Brazilians,
Portuguese, Africans, French, and Germans. It might well prove more accurate to conduct the same research,
subdividing the various nationalities, given that culture may substantially impact consumer perceptions and
behaviors.

The same is true of the age range of the sample in this research; we only consider people from 18 to 35 because
we believe it is this age group that most consumes the products in question, but people under 18 and over 35
could also use them and thus have an impact on the choices of companies developing co-brand products.
Finally, there is also the issue on the generalization of results; we do not believe that these can be extended to
any collaboration in any industry.

Our research can, therefore, be a starting point for future research to fill in the gaps.
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Appendix

Appendix 1

The first ever partnership between a high-end fashion label and a sportswear company: Y-3. Aground-breaking partnership blending two very different aesthetic
systems. This delicate juggling effort yields giant cut pieces, necessary hoodies with a nod to Asian aesthetics, mix-and-match dresses between sportswear and haute
couture, and jackets with liberal amounts of the Y-3 insignia and the three stripes.

Appendix 2

This partnership launches Gucci firmly into the world of urban wear, positioning it to compete with other fashion houses that have abandoned their own heritage
designs in favor of a more urban aesthetic. The collaboration consists of 1970s-era stamps, dopey-vision caps, and a fusion of landmarks.

Appendix 3

Versace x H&M: Classic Versace symbols and elements, like as the Greek key and the daring cuts, are reimagined by Donatella Versace. Prince, one of the greatest
musicians of all time and a style icon in his own right, gave it his blessing. Also, it was the first time H&M had collaborated with a high-end fashion house on home
furnishings.

Balmain x H&M: In order to give his collection for H&M some star power, Olivier Rousteing, the creative director of Balmain, enlisted the aid of his supermodel
friends Gigi Hadid, Kendall Jenner, and Joan Smalls. The popular commercial video featured the chic supermodels competing in a dramatic dance war in a futuristic
subway run by Rousteing. They were clothed in metallic fabric, studded studs, and rigid designs.

Appendix 4
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PRADA

PRADA

The 2006 relationship between the luxury brand and LG resulted in the development of two high-end smartphones that were released on the market in 2007 and
2008, respectively. Nowadays, the focus is on the key components of the smartphone industry, from software to user interface to design and packaging.

Appendix 5

Versace and Fendi, two Italian fashion and luxury brands, have revealed the outcome of their first-ever collaboration: a nod to femininity and friendship. For this
unique range, the doppia F and Medusa combine their expertise and do not hesitate to mix their distinctive stylistic codes: the baroque Versace stamp and Medusa
medallion are found combined with the Fendi monogramme. The outfits are enhanced by jewelry, shoes, bags, and sneakers since gold is the ideal hue.

Appendix 6

Nike and Off-White: In 2017 Virgil Abloh, the founder and CEO of Off-White, was responsible for designing ten famous Nike silhouettes, which were first
disassembled. Abloh disassembled each of the ten pairs of shoes separately, rebuilt them with new designs, and reorganized their parts.

Nike x Jacquemus: The collection consists of 15 neutral-colored pieces, including the legendary Nike Air Humara vintage model from the end of the nineties with a
little Swoosh. Notable also is the going to-a-pieghe that recalls Jacquemus' preferred tennis players.

L'herita Louis Vuitton's exclusive heritage meets Supreme's Made in USA street modernism. Supreme's Made in USA street modernism meets Louis Vuitton's
exclusivity. The accessories match Louis Vuitton's signature natural cuoio and are made of jacquard-woven camouflage fabric. And the others are made of Epi leather
in shades of red and black with the Supreme emblem imprinted in relief, much like an adhesive sticker.

Appendix 7
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Jordan 1 Retro High x Off-White Chicago

Appendix 8

Supreme Tonal Box Logo Tee

Appendix 9

.

S

Jordan 1, Yeezy 350, Air force 1.

Appendix 10

64



\“

-y

adidas

The impact of fashion collaboration
break-down on consumer perception
and behavior: the case of Adidas and

Kanye West




People that

- buy sneakers: people that buy sneakers that are product of a collaboration between two brands and are available for purchase either at retail price or resell
price. The objective is to have a sample of people that have bought the Yeezy sneakers at least once for themselves

- are familiar with the brand Adidas and the brand Yeezy and the celebrity Kanye West

- are aware of the breakup between Adidas and Yeezy and are informed of the facts

- are international, follow trends and like exclusive sneakers; they are in the 18-35 age range

The pre recruitment questionnaire was conducted via Google Forms with the questions in English. It started with an explanation of how this questionnaire was
to be used for research purposes in the sneakers market and that the questionnaire was to recruit consumers who met the necessary criteria to proceed to the

interview stage of the study.

1. Have you ever bought a collaboration sneaker for yourself?
- Yes: continue the questionnaire

- No: end the questionnaire
2. Do you recognize any of the following sneaker brand collaborations? Select all that apply.
(Examples include Nike-Jordan, Adidas-Yeezy, Nike-Off-White, Nike-Supreme, Adidas-Balenciaga, Adidas-Prada, Adidas-Gucci)
- Recognize Adidas Yeezy and one of every other collaboration: continue the questionnaire
- Don’t recognize the collaboration: end the questionnaire
3. Have you purchased any of the following sneakers for yourself? Select all that apply.
- Select Adidas Yeezy and something else: continue the questionnaire
- Select something else and not Yeezy: end the questionnaire
4. Do you know that Yeezy is Kanye West’s brand?
Yes: continue the questionnaire
No: end the questionnaire
5. Do you know that on October 25™, 2022 the collaboration between Adidas and Yeezy came to an end?
- Yes: continue the questionnaire
- No: end the questionnaire

Opverall objective with the questionnaire was for the person to be at least somewhat familiar with the Adidas-Yeezy collaboration.

6. Which nationality are you?

The interviewer could select from among various nationalities.
7. As mentioned previously, the next step would be to hold a possible interview. Would you like to give us your contact information for this purpose?

- Yes: present option to give email and or phone number

- No: end the questionnaire

Thank you for your participation in this questionnaire!

Appendix 11
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Hello! Thank you for meeting with me, my name is Federica Savarese, and I am a Nova SBE and Luiss student that is conducting research on fashion collaboration.
This interview will take approximately 45min to 1h30 and will be conducted as an in-depth interview. This means that I will ask you only an initial
question and, from then on, you are free to tell me anything that comes to your mind on the topic. In the end, I will simply ask you a few explorative and socio-

demographic questions.

1 would like to underline that there are no right or wrong answers and opinions in this interview, your thoughts are what truly matter so please feel free to speak

completely at ease.

Ifit is all right with you, I would like to record this interview in order to have access to the information at a later stage, when the data will be analyzed, but everything

you say will be kept anonymous and confidential.

Are there any questions you would like to ask before we start the interview? [If/when there are no questions to clarify, we will proceed to the interview]

We would like to inform you that we will focus on the market of sneakers born of collaboration between a brand and a celebrity.

Show picture of sneakers from collaboration

YEEZY FAMILY
DESIGN BY KANYE WEST

DSRT BT

POWERPHASE

RYEEZYSEASON2

ADIDAS.COM/YEEZY
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1. Can you kindly tell us which ones you recognize and which ones you bought for yourself?
What is your opinion about Adidas Yeezy sneakers?

What was your opinion about Adidas Yeezy sneakers before the breakup and what is your opinion now after the breakup?

Eal e

What is your opinion on (other collaboration they mention before that they know or have purchased)?

Possible topics to address
- Tangible and intangible characteristics of Yeezy
- Product perceptions
- Price perception
- Distribution channel perception
- Feeling of owning the item
- Context connection
- Relationship with the brand
- Brand loyalty

- Brand image

Projective technique

1. If Adidas were a person what kind of person do you think it would be and why?

2. If Adidas Yeezy were a person what kind of person do you think it would be and why?

3. If(collaborations that they mentioned themselves) were a person what kind of person do you think it would be and why?

How would you feel about the opportunity to own Adidas-Yeezy as they are but with only the Adidas name?

Show picture

Socio-demographic information

Thank you for your answers. To conclude, I would now like to ask you a few socio- demographic questions for statistical purposes:

. Age

. Gender

. Level of Education

. Occupation

. Number of people in the household
Wrap-up

Thank you so much once again for your helpfulness and participation; the information we collected will be very useful for our research. Have a great day/night!
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Executive summary

1. Introduction

A successful musician and businessman, Kanye West (also named Ye) entered the fashion industry with a
bold, cutting-edge idea. In 2013, he collaborated with Adidas, a leading sportswear company, to develop the
Yeezy footwear and apparel collection. Thanks to this successful collaboration, Yeezy sneakers have become
a must-have among fashionistas and sneakerheads worldwide. Adidas benefited from Kanye ability to produce
value in a somewhat unorthodox manner within the conventional fashion system. But Kanye's unexpected
actions forced Adidas to end the partnership. In fact, in October (2022) Adidas officially ended its
collaboration with Kanye West after the rapper shared offensive and anti- Semitic comments on social media
and sparked debate by showing up at a fashion event in Paris wearing a "White Lives Matter" T-shirt in
opposition to the anti-racist "Black Lives Matter" movement. (Tim Loh et al., 2022)

Kanye grants Adidas a license to use his trademarks and intellectual property, Yeezy and YZY, on shoes and
accessories. Adidas manufactures and designs, which explains why it is mentioned in all design patents.
Adidas claimed, therefore, ownership of "design rights to existing products" and all previous and future
footwear colorations. (Isaiah Poritz and Chris Dolmetsch 2022)

After the breakup, Adidas planned to start a new approach to maintain the Yeezy product line. To distance the
brand from Kanye West, the company plans to rename the line simply "Adidas." With this strategy, essential
questions are raised about the impact that the end of a partnership between a fashion/sports brand and a
celebrity can have on product and brand equity. Adidas' future action has not yet been determined, but we do
know that Adidas has many Yeezy models in stock and needs to decide what to do with them.

This fascinating case involving the dissolution of the partnership between Adidas and Kanye West has brought
attention to the fragility of the collaboration between fashion brands and celebrities. Brand equity is a
company's market value and reputation and ability to influence consumers' purchase decisions. Therefore, this
thesis aims to examine the effects of the end of a collaboration on the actual product and brand equity and how
the absence of the cool factor affects the value itself. The value of Adidas Yeezy is probably related to the
brand itself, which is the union of two brands and not to the two components taken individually. It will seek
to understand how it affects brand image, consumer perception, and product success in the marketplace. For
the research, we conducted qualitative analysis and used the case of Adidas and Kanye West to address our
topic. First, we will see a review of the literature on collaboration between fashion brands and celebrities and
branding concepts such as brand equity. Second will present the methodology of this thesis, while after we
will present the research results and discuss its main implications.

Breakups between a fashion brand and a celebrity have been much less widely studied, and this is what we
want to research, using the case of Kanye West and Adidas to explore the topic. Our contribution has potential

considering rapidly changing consumer behavior and the evolving business environment. Therefore, the
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objective of our thesis is to expand the literature related to the influence of customer brand equity and

collaboration brought to an abrupt end as a result of scandal.

2. Literature review

Building brand equity leveraging secondary association

Brand equity refers to the value a brand adds to a product or service beyond its physical attributes; the brand's

value and strength come from consumers' perceptions and experiences. It encompasses a brand's reputation,

recognition, and overall perception in the market and involves creating a positive brand image that resonates

with consumers and encourages brand loyalty. One effective way to build brand equity is through secondary

associations, including collaborating with another brand or an organization that shares similar values and brand

image (Keller, 2020). Building brand equity through collaboration can, therefore, be an excellent strategy for

expanding one's brand influence in the market. However, to achieve positive results, it is essential to follow a

number of crucial steps: identify a suitable partner, define the collaboration, develop the collaboration, lunch

the collaboration and measure the impact (Jemma Oeppen, 2014; Ahmad Jamal, 2014).

Types of collaboration

Before embarking on a collaboration, it is crucial to comprehend what type of partnership best suits the brand's

goals, each with unique characteristics and specific purposes.

Co-product development: This is the creation of a new product with a distinctive appeal through
hybridization and promotion impact with the collaboration between the business and the designer.
These new products are sold in limited quantities for a brief time in order to promote sales and generate
exposure (Jang, Eun-Young 2006).

Co-branding: A collaboration between two or more well- known businesses where all member brands’
names are maintained (Blackett and Boad, 1999, Gammoh and Voss,2011).

Licensing: A kind of cooperation wherein a third party is permitted to use intellectual property that a
given business owns or controls (Darby,2006 and Simon).

Celebrity endorsement: The use of famous, well-respected people to promote goods is a common
practice with a lengthy marketing history. The theory behind this strategy is that a famous person can
draw attention to a brand and influence consumer impressions of the brand based on assumptions

drawn from what is known about the celebrity (Keller, 2019).

Motives for alliances in the fashion industry
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The motivations for entering into a collaboration are mainly four:

- Strategic: to boost growth and obtain an edge over competitors.
- Financial: to distribute risk and share investments.
- Technological: gain access to resources and talents that are complementary.

- Managerial: to profit from a straightforward structure and supply chain and to reach the market more swiftly.

It is interesting to note that Stephen M. Wigley's study suggested reasons specific to the fashion industry which
can be added to the strategic reasons for cooperation. They can be seen in both "down-stream" customer-facing
competencies (such as brand creation and management, marketing communication and PR, retail, and sales
channel presentation) as well as "up-stream," back-of- house competencies (such as fashion product design,

fashion product development, responsive manufacturing).

Collaborations in fashion industry and sneakers market

Visual Objective finds that 71% of consumers enjoy co-branded partnerships (Visual Objective 2021). To this
extent, the fashion industry has recognized collaboration as a business keyword for the twenty-first century.
Zhang and Juhlin (2011) infer that fashion now reshapes people's perceptions about specific fashion players
and name brands due to the consistent alliance between fashion and marketing. Especially in a world that
needs to reinvent itself every six months, fashion firms today must look for ground- breaking collaborative
concepts that astound consumers. Indeed, in the fashion industry, "collaboration" refers to creating high added
value and sharing customer awareness and image with business partners. Businesses have tried to set
themselves apart from rivals by being distinctive through partnerships. For their products to be chosen by
consumers, brands must offer those consumers intangible values such as distinction, exclusivity, and rarity.
The word "fashion partnership" is widely used in writing to describe alliances aimed at acquiring immaterial
values, such as brand awareness or brand image (Yang et al., 2012). To this extent, fashion brands must support
sensitivity marketing tactics to deliver these intangible values. Usually, collaborations in the fashion industry
are co-branding strategies in which two brands simultaneously identify the same item; one of these two brands
could be a celebrity. Celebrities are human brands and, nowadays, more and more brands, both luxury and
streetwear, are increasing their collaboration with them. This phenomenon is an interesting one to focus on
because combining a designer brand with a mass-market brand like Nike or Adidas has never been more
common. Such brand pairings increase the product's symbolic and status values (Desmichel et al., 2020). The
symbolic values of the two brands interact and strengthen one another. Moreover, the footwear market was
estimated to be worth 275 billion dollars in 2019 and is set to increase to 375 billion dollars in 2026, according

to Zion Market Research (2018).

Collaborations with celebrities
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Celebrity endorsers enhance brand liking by being appealing, reliable, and likable sources of brand information
(Wang & Scheinbaum, 2018). They possess symbolic qualities from their public personas, which are
transferred to the product through marketing communications. The associative learning theory explains that
viewers automatically associate the brand and the endorser, creating a link between them in memory. Fashion
brands collaborate with celebrities through various approaches, such as taglines, capsule collections,
campaigns, or co-branded products. Capsule collections are limited-edition representations of a designer's
vision, offering unique and exclusive designs that attract customers. Collaboration helps brands establish a
trendy image and attract consumers, including Millennials. Jointly developing a co-branded product allows
both parties to share and transfer their strengths, increasing the product's overall equity. Co-branding
partnerships involve deeper involvement from celebrities, explicitly combining the brand and celebrity
identities. Positive representation by a celebrity enhances consumer perceptions of the brand, but negative

associations can lead to changed perceptions.

Fashion collaborations benefits and risks

The objective of fashion collaborations is to bring together the unique strengths of each party to create a new
and exciting product that appeals to consumers. While fashion collaborations can have several advantages,
they also have some disadvantages worth considering. Brand values and the image it represents must align
with those of the selected partner. Working with a partner who shares different values and goals could result
in a compromised brand image, loss of credibility and reputation, and consumer dissatisfaction. Working with
other designers and brands can lead to creative differences and disagreements over design choices, vision and
strategy. These differences can be challenging to navigate and can lead to a product that does not meet the
expectations of either party (Dorozala, 2008; Kohlbrenner, 2008). Collaboration with a partner with a low
status and image fit, brand value is closely linked to the image of the selected partner. A partnership with a
partner with low status and image may hurt brand perception and consumer preferences. This can affect
consumers' purchase decisions and brand perception (James,2006). There could also be a risk of a permanent
damage done to the existing brand equity of the business due to failure of the partnership. In some cases, brand
collaboration may result in reduced brand equity and loss of value. If the collaboration fails, the brand's image
may be damaged and its reputation impaired. In addition, the company's brand equity can be damaged in the

long run, reducing its ability to compete with other brands (Darby,2006).

Scarcity and limited edition

One of the critical outcomes of fashion collaborations is limited edition products created by combining the
collaborators' unique styles, skills, and perspectives. This concept aims to create a rare, exclusive, and highly
desirable product for the target audience. The principle behind the limited-edition strategy is that of scarcity
aimed at creating psychological mechanisms in the minds of consumers that drive them to purchase products

urgently since they are scarce. Offerings being scarce become more desirable to consumers and create a sense
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of exclusivity, which is the fundamental principle behind offering LE products. Previous research has shown
that scarcity messages make consumers perceive LE products as special, unique, and valuable. The limited-
edition strategy positively impacts product evaluation (Jang et al., 2015). Almost half of 13- 39-year-olds who
purchased a particular edition/limited-release item did so because it looked cool, and 31% would pay more for
it (Ypulse business 2022). Consumers intend to stand out by wearing rare, unique items owned by only a few
(Snyder, 1977; Fromkin, 1977). For limited-time scarcity (LTS) messages, we refer to a time frame during
which brands push customers to buy. In contrast, only a few items with limited-quantity scarcity (LQS) are
created and are the only ones that can be purchased, offering only a minimal number of buyers the chance to
buy the good. Consumers perceive products as more unique and valuable when they are distributed under the
LQS condition than when they are distributed under the LTS condition, according to a study by Aggarwal et
al. (2011). Previously, LE was only utilized by fashion and luxury firms such as high fashion footwear Prada
(Stock, 2005; Balachander, 2005), but today we can see its adoption in the streetwear industry, particularly in

the sneakers market.

Retail and resell market

Limited edition products are initially sold through a limited release in certain outlets, online, or in physical
stores. These products have a unique design that differentiates them from the company's standard products. In
addition, the limited availability of these products means that consumers may feel privileged to purchase them
because they have access to something that not everyone can have. However, not all consumers can purchase
these products during the release. Due to high demand and limited availability, many products sell out quickly,
often within minutes or even seconds. The resale market, where things are sold after the release date at a
significant markup, is the only alternative for individuals who cannot buy at the time of release. Reselling is
particularly common for sneakers, mostly athletic shoes from brands like Adidas or Nike and other clothing
items from brands like Supreme. The resale market is more highly developed for the sneaker category than for
other apparel, and 71% of sneaker transactions occur on StockX, which is an online shopping platform based
on a bidding-to- buy model. The secondary market generated more than $6 billion in 2020 and is projected to
be 15-25 % of the primary market in 2025; the top three models of sneakers sold by market share are Jordan
1 with 23% market share, Yeezy 350 with 18% and Air Force 1 with 6% (Appendix 9) (StockX Snapshot: The
State of Resale 2019-2020).

CBBE and fashion collaboration

As said before collaboration are way to build brand equity and so fashion collaboration can significantly
impact customer base brand equity by creating unique and memorable customer experiences. CBBE, or
customer-based brand equity, is a marketing concept that measures a brand's value based on its customers'
perceptions and attitudes. The definition of brand equity is "the differential effect that the brand knowledge

has on consumer response to the marketing of the brand" (Keller, 2003). According to Keller, brand equity is
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the value the brand adds to the product and services. Essentially the power of the brand is what customers
have seen, read, heard, thought, and felt about the brand over time, namely what is in the heart and mind of
the customers. Considering this model, brand knowledge can be considered as a combination of two-
components: brand awareness and brand image. Brand awareness is the node’s power in customer’s mind and
is composed by brand recognition, that is consumer’s capacity to corroborate prior exposure given an input,
and brand recall that is customer’s capacity to recall brand from memory when given a product category.
Brand image refers to how people interpret all signals coming from the goods, services, and communications
the brand covers. In Keller's theory, the first step to creating brand equity is to stabilize a sufficient level of
brand awareness; marketers can then focus on building a brand image through marketing activities that connect
powerful and unique associations to the brand in the mind of the consumer. Brand associations refer to both
brand attributes, that are the elements that characterize a product, and brand benefits, that are the values and

the meaning that the consumers give to the products.

Even though international management literature acknowledges many positive outcomes for companies
engaged in such alliances, such as higher return on equity, better return on investment, and higher success
rates (Todeva & Knoke, 2005; Keller, 2003; Aaker, 1996; Darby, 2006; Gammoh & Voss, 2011), fashion
brands are susceptible to potential detrimental consumer-based brand equity effects, and it is interesting to
look at a number of case studies and the relative reaction of companies to adverse events within collaborations.
For example, the collaboration between Nike and Armstrong, H&M and the Weeknd, Dior and Jonny Depp,
and Prada and Zheng Shuang. With regard to the former Nike had had a sponsorship contract with Armstrong
since 1996, which led to the creation of an entire line of Nike-branded running shoes and clothing featuring
the cyclist's logo. Armstrong, a seven-time Tour de France winner, was accused of using doping substances
and participating in a vast sports fraud scheme. Nike decided to disassociate itself from the relationship when
the reputation was compromised. Nike dealt with the situation decisively, issuing a public statement
condemning Armstrong's actions and announcing the facts. In addition, Nike decided to drop the line of
products bearing Armstrong's name. The breakup of the partnership between Nike and Armstrong also
influenced consumer behavior negatively. Many expressed disappointments and some even decided to stop
buying endorsed products. A star athlete's endorsement of a brand or product can be detrimental and potentially
harm it during a scandal or period of bad press. That unfavorable brand exposure has the power to damage the

brand and drive people away. (Jason Brandan, 2013)

Crisis effects on brand equity

The viewpoint and behavioral intentions of consumers are delicate; certain unforeseen and serious external
events could have an impact on them together with other considerations. The academy largely agrees that
crises damage brand equity. According to Dawar and Lei, both the correlation between the crisis itself and

brand associations as well as the intensity of the crisis have an effect on how customers perceive the brand,
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which in turn affects brand equity. In other words, brand equity will suffer more damage from a crisis the more
closely related it is to a brand association. The more expansive the vision, the more harm to brand equity it
will cause. Academics typically concur that the original cause of the influence is the breach of consumers'
expectations since crises reduces brand equity. Therefore, the impact of the crisis on brand equity is minimal
as long as consumers' expectations are not disappointed. According to Dawar and Pillutla, businesses will lose
less brand equity no matter what actions they take as long as consumers continue to have a high level of trust

in their products. (Liuying He and Yaxuan Ran, 2015)

3. Methodology

To address our thesis topic, we decided to employ a case study research approach; this methodology perfectly
applies a qualitative research approach because, in this work, we wanted to understand a complex phenomenon
while keeping the holistic and significant characteristics of real-life experiences. We attempt to answer the
how- and why questions, which are more explicative for which case studies are more suitable as the preferred
research strategy. To develop our research, we use the method proposed by Yin for the case study. This consists

of six steps: plan, design, prepare, collect, analyze, and share.

The first step explains the research questions related to the case. Our issue is to understand what the impact
on Adidas-Yeezy brand equity after the breakup of the collaboration between Adidas and Kanye West would
be. In other words, the aim is to explore how the absence of the cool factor "Ye" impacts customer perception
and behavior. Hence, the question can be briefly stated as follows: “How does fashion collaboration breakup

impact customer perception and behavior?”.

The following is the main hypothesis:

H1: The dissolution of the Adidas and Kanye West partnership negatively affects the co-brand's product equity
and consumer base.

Additional Hypotheses:

H2: The dissolution of the Adidas and Kanye West partnership alters the perception of the co- brand’s
products.

H3: Consumer impression of the Adidas brand suffered as a result of the dissolution of the Adidas and Kanye
West cooperation.

Our preference for a single case design is explained by the following factors:

- Depth of understanding: The dissolution of the Adidas and Yeezy relationship marks a singular and
complicated event that calls for in-depth examination to comprehend its dynamics and effects.
- Particular context: By concentrating on a single instance, we may examine the dissolution of the Adidas

and Yeezy relationship in its unique setting.
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- Understanding of effects: Using a single case as a basis, we can examine and assess how such an
occurrence affects the two parties.
- Relevance and applicability: A single case study on the dissolution of the Adidas and Yeezy

relationship can give stakeholders in business alliances knowledge that is both pertinent and useful.

In order to investigate our research question, we decided to employ qualitative research because we wished to
discover insights, develop hypotheses and define critical variables that impact brand perception and attitudes.
First, we prepared a pre-recruitment questionnaire (for more information, see the Appendix 10) conducted
through Google Forms. We explained to the respondents that it was for research purposes in the sneaker
industry and that they could later do an interview. The questionnaire was meant to select our respondents in a
way consistent with our research purpose. In fact, within this questionnaire, we asked questions to find out
whether they owned the product being considered, whether they were aware of the breakup between Adidas
and Yeezy, whether they knew Kanye West as the creator of the product design, and whether they were
familiar with the brands Adidas and Yeezy. Ultimately, we asked for consent and contact information if they
met the interview criteria. In the second phase, we prepared an interview guide (for more information, see the
Appendix 11) in which we explained at the beginning the typology of the interviews, which were in-depth and
semi-structured, taking approximately 45min to 1h 30. Interviewees were to be asked one initial question and,
from then on, they were free to tell us anything that came to mind. Ultimately, we would ask them a few
explorative and socio-demographic questions, explaining there were no right or wrong answers and opinions
in this interview; interviewees' thoughts were what truly mattered, so they were free to speak entirely at ease.
We also requested permission to record the interview to access the information at a later stage when the data
would be analyzed. At the beginning of the interview, we showed photos of shoes resulting from a
collaboration and asked the interviewee which ones they recognized or had bought themselves. Next, we asked
their opinion about the Adidas Yeezy and their opinion before and after the breakup of the collaboration. We
also asked for opinions on competing collaborations that they had recognized or purchased. The topics we
tried to address were the tangible and intangible features of the product, perceptions of the product and price
and distribution channels, their feelings about owning the product, the context to which they associated the
Yeezy shoes, their relationship with the collaboration, their loyalty to the brand and their image of the product.
Next, we performed the projective technique by asking them to associate the brand with a particular person
for both the Adidas-Yeezy collaboration and competing collaborations they had mentioned before. As a last
question, we asked their opinion about owning the Adidas Yeezy with the Adidas brand alone. All of the
interviews took place in March and April of 2023. The relative anonymity of online communication and its
potential for better self-presentation and increased sincerity compared to face-to-face interview because of this

we provided the respondent with the option of an online or offline interview.

For our research, we were interested in people who belong to Generation Y. Generation Y, also known as the

Millennial Generation, includes people born between 1977 and 2002 (Parker et al., 2014). This generational
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group was chosen as the sample based on their high involvement in purchasing clothing and fashion products
to express themselves, and because of their higher purchasing power (Parker et al., 2014; Parment, 2013).
Accordingly, to be eligible to participate as informants in the study, individuals had to meet specific
requirements: (a) They had to have previously purchased a pair of Adidas Yeezy for themselves; (b) they had
to be aware of the partnership dissolution between Adidas and Kanye West. An ordered list of questions was
used to create a semi-structured interview guide to better understand the topic (Galletta, 2013). All interviews
were audio-recorded. The interviews were instantly transcribed after being recorded. The benefit of
immediately transcribing is that we could change the interview questions if we believed a topic needed to be
more sufficiently covered. As the interviews were being recorded, it was unnecessary to take notes as the
questions were being asked, allowing the questions to take center stage (Vennix, 2019). After the transcription,
the interviews were compiled in an Excel table in which we tried to divide the answers according to the topic
that we wanted to address, namely: brand awareness, brand recall, brand recognition, brand image, attributes,
benefits, associations and perception, brand loyalty recommendation and repurchase and projective technique.
Two equal tables were constructed, one for Adidas Yeezy and another for competing collaborations. Inductive
analysis was used to extract themes based on the data collected. Reading and analyzing the data with this

technique led to new emerging themes.

4. Research insights

Thematic analysis, a qualitative research technique that locates and explores patterns and themes in the
material, was used to record and analyze the interviews. The analysis took place over a number of stages,
including familiarization with the data, data coding, the creation of early themes, review and theme-

refinement, and theme-finalization.

Perception and opinion before the break-up

The co-branded products of Adidas Yeezy have been so effectively internalized in people’s minds that people
refer to them as the products started the whole culture of limited-edition sneakers and streetwear. What made
all this possible is Kanye, thanks to his ability to bring new and crazy ideas to the table. This is the perception
held in the mind of the customer. In this way, an indelible mark was left on the world of limited-edition
sneakers thanks to the unique aesthetic and construction quality combining the experience of Adidas and the
creative vision of Kanye. Yeezy also has a strong bond with Kanye West, one of the most influential artists
and designers of our time. This bond gives Yeezy a cultural appeal that other shoes can't reproduce. Just think
of the hype created by Kanye thanks to the presentation of the shoes at concerts and how they were released,
selling out in seconds. For most consumers, these are among the first shoes recognized as the result of a

collaboration and among the first ones they recall when they consider buying a pair. As for the tangible product
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attributes, Yeezy shoes are very much characterized by the innovative design and the comforts of the various
models released, as stated by the people interviewed. As regards intangible attributes, it is clear that most
people appreciate the fact that the Yeezy design means that they have shoes for every occasion, from gym
sessions to chilling with friends, to going to university and for more formal occasions too. Also, from the
perception of the price before the end of the collaboration we can understand how much credibility and value
that Kanye West brought to the product because, before the breakup, people tended to say that the retail price
of 230€ was pretty fair, even if the resell price could sometimes exceed 1 000€. Before the breakup people
wearing the shoes felt unique; people had the feeling of being part of a community, participating in a movement
that had the figure of Kanye West as pack leader and in which everyone wearing a pair of Yeezy was identified
as someone with an awareness of the latest streetwear shoes. People have shown the importance of the brand
itself as a product differentiator, mainly because of its association with the person of Kanye, and they have
underlined that, regarding the model produced by the artist, a lot of people bought them merely for their

association to the person rather than for their quality or design.

Perception and opinion after the breakup

Brand recall and brand recognition remain high as can be understood from the interviewees' words. This is
because, as one consumer says, "he's living off the income". As for the product recall, appeal is decreasing
compared to recognition, which still remains high because Nike has the upper hand with its collaborations.
Only a limited number of devoted Yeezy enthusiasts continue to purchase these shoes for their design and
comfort. However, the general population now tends to prefer Nike collaborations such as Nike-Jordan, Nike
Off-White, or Nike for Sacai over Yeezy. Since the end of the collaboration between Adidas and Kanye West,
Yeezy has maintained its popularity but has lost its previous sense of exclusivity. Consumers attribute this
shift to two primary factors. Firstly, many people have become disinterested in Yeezy sneakers due to the
termination of the partnership with Kanye West. The sneakers' popularity and value have consequently
undergone a notable change. The focus on Yeezy launches has diminished as they are no longer associated
with the successful collaboration with the renowned rapper. Secondly, some individuals perceive Yeezy shoes
as outdated, with minimal changes in design, and they have also become more accessible to a wider audience.
Regarding the product image of Yeezy after the breakup, it is crucial to highlight that most people believe the
design and comfort have remained consistent, but there has been a decline in the product's perceived coolness.
While Yeezy shoes are still regarded as appealing, they have lost some of their previous cool factor. The
rebranding of Yeezy products under the sole Adidas name has resulted in a perception among consumers that
these products have lost their originality and are now seen as mere replicas, appropriating the artist's
intellectual property. The exclusivity of the shoes has diminished because it was primarily derived from Kanye
West's involvement. Consumers recall that Adidas had already produced shoes that were similar to Yeezy but
lacked the same appeal. Kanye West's fan base, known for its strong loyalty, eagerly purchases new Yeezy

products, causing them to sell out within seconds, regardless of the quality of the sneakers. There is a
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contradictory sentiment among individuals regarding the future of the collaboration. While many believe that
even if the partnership were to be revived, the dynamics would be significantly altered, they also acknowledge
that the ideal scenario would involve the joint sale of co-branded products. However, it remains uncertain
whether consumers would actually make purchases in such a scenario. Interviews have revealed the
significance of Kanye West's involvement in product development and the strong association between the
brand and his persona. Consequently, people have expressed their unwillingness to perceive the brand without
the Yeezy symbol and Kanye's presence. Although many individuals distinguish between Kanye's behavior
and his artistic output, they are acutely aware of his potential to exert a profound impact on the brand. The
absence of Kanye from the co-branded products diminishes their value, as it is intrinsically tied to his creative
contributions. It is evident that the consumer experience with the brand has undergone a negative
transformation. People assert that the concept of co-branded products has become outdated and purchasing
them during this period would not be a rational choice. While they may sound dramatic, their perspective
reflects a realistic assessment that the appeal of the shoes has declined significantly, perhaps by at least 80%.
If the product was already in decline in recent years, the dissolution of the collaboration renders it obsolete
with no future prospects. The collaboration itself bestows value upon the co-branded products, and the current
path Adidas is pursuing—rebranding the products solely as Adidas and stripping away the cool factor—is
perceived by most as risky, if not impossible. Interestingly, while the absence of Kanye is viewed negatively
by consumers, many of them do not let his public statements and behavior affect their perception of the co-
brand. They tend to separate his artistic life from his personal life and mental state. While acknowledging the
inappropriateness of his remarks, consumers generally consider Adidas' decision to swiftly halt sales as
appropriate. However, they tend to overlook the negative aspects, and the majority state that it is not their
concern. The loyalty towards the brand has suffered a negative impact, not only in terms of decreased
willingness to repurchase the co-branded products without Kanye but also diminished enthusiasm for
recommending them. Most interviewees state that they would not recommend Yeezy sneakers or, if they do,
they would do so to a lesser extent, primarily emphasizing their comfort. A minority expresses intentions to
purchase in the future but only if Adidas-Yeezy introduces distinctive and innovative elements in terms of
aesthetics, shape, color, and pricing. However, they anticipate buying fewer products than before due to
Kanye's absence. Another minority indicates that they would only accept or recommend the sneakers if they
possess remarkable features. The absence of Kanye West from the Adidas-Yeezy brand has resulted in a shift
in consumer preferences towards alternative products and competing brands, notably Nike, which offers
collaborations with Jordan, Off-White, and Sacai. Co-branded products from Adidas-Yeezy have lost their
appeal, and most interviewees now prefer to purchase shoes from other collaborations, with Nike-Jordan being
the most prominent choice. People emphasize that Yeezy is no longer as trendy as it once was, and they would
rather invest in a collaboration that is currently more fashionable, especially considering that they already own
several pairs of Yeezy shoes. The statements of the interviewees suggest that Adidas-Yeezy had already been

experiencing a decline in recent years, and the breakup of the collaboration has further accelerated this decline,
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resulting in a decrease in brand equity in favor of competing brands. The termination of the collaboration
between Adidas and Kanye West has led to a decline in consumers' willingness to purchase Adidas Yeezy
sneakers. The majority of respondents express their reluctance to buy the shoes under the Adidas brand,
primarily due to the absence of Kanye's involvement. Many customers initially bought the sneakers because
they were associated with Kanye, and without his presence, they are no longer interested. A minority refrain
from buying the sneakers because they perceive them as lacking innovation and prefer other brands'
collaborations, such as Nike. However, another minority still values the product's quality and comfort and
would consider purchasing them under the Adidas name, albeit without strong brand loyalty. The prevailing
sentiment is that the Yeezy brand and product no longer generate the same level of hype after the collaboration
ended. Despite this, the majority of respondents express a willingness to repurchase Yeezy sneakers if Adidas
and Kanye were to reunite. They believe that Kanye's behavior has not affected their decision and express a
desire to see the partnership continue, highlighting its previous success. When asked about the possibility of
purchasing Yeezy sneakers solely under the Adidas brand, a few respondents would consider it, but the
majority of co-brand supporters oppose this and have initiated a boycott. They argue that without Kanye's
association, the shoes lose their uniqueness and become ordinary. While acknowledging that the shoes
themselves remain the same, they emphasize the diminished popularity without the Kanye connection. Many
argue against the decision to end the collaboration and sell the shoes without considering the impact on their
reputation. Nevertheless, breaking up the partnership was seen as a necessary step for Adidas to preserve their
reputation, as they are no longer aligned with Kanye's values. According to the majority, the ideal scenario
would involve Kanye publicly changing his opinion and Adidas and Yeezy reuniting once more. The
termination of the collaboration between Adidas and Kanye West did not significantly impact Adidas brand
equity. Consumers perceive Adidas as a reputable and influential brand in the sports and fashion industry, and
the end of the collaboration was seen as a necessary move to protect the company's reputation. Although the
collaboration lost credibility, Adidas itself remains a popular choice alongside Nike. The decision to end the
collaboration was unexpected but was seen as a responsible action, demonstrating Adidas' commitment to its
core values. Despite the financial implications, consumers appreciate Adidas' willingness to prioritize
reputation over profit. The main implication of our research is that the impact on the collaboration's product
equity is much lower than what Adidas probably estimated; the crisis did not do a great deal of damage to the

brand equity of the partnership.

5. Implication and conclusion

Our main contribution is that product equity did not decline all that much because the perception of the
consumers on this collaboration is not as bad as we might have expected from the literature review. We would
expect a significant impact on brand equity and product equity, which would be low, but consumers say that
the shoes of the collaboration are still something that they perceive as exciting and cool. The problem comes

when the brand Adidas removes Kanye West from the shoes; people manage to split, differentiate, and separate
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the image of the designer from the idea of the man. Companies need to understand that a person can behave
in a way that is super-destructive and yet people will still buy because the artist was great. The literature states
that, in cases like these, equity should go down, and it does happen but what is more damaging is the brand
equity of the shoes without the Yeezy brand. Now the product has no interest; it has lost its cool to the extent
that people won't buy. Moreover, the breakup did not impact the Adidas brand either; it is still considered
positively and is seen to behave correctly. But it modified the product, and nobody will buy the product if it's
not branded. From the insights of the research, we suggest contradicting the literature because the impact of
the breakup is not always negative, or at least is not as harmful as the literature suggests. Because consumers
separate the man from the artist, what is damaging is the brand equity of the sneakers without collaboration,
but that is a different matter. It's not the brand equity of the partnership. These results of our research show
important implications for fashion brands when considering strategic alliances with designers to create hype
for the product. This study provides empirical evidence of the negative impact of partnership breakup on
product brand equity when the cool factor is missing, considering the effects it has on product image and
product brand awareness.

First, product recall and product recognition are both high during the partnership after the breakup, brand
recognition remains relatively high, but brand recall decreases, and this is the worst situation for a brand
because consumers know about it. It would, however, never enter their heads to buy. The brands experience a
decrease in market share and sales. These results refer to the co-branded product but are not valid for the two
brands considered separately.

Second, for partnerships that end due to a celebrity scandal, consumers tend to turn a blind eye to adverse
events and to separate the partner's personality from their profession.

Third, the end of the collaboration also ends the uniqueness of the product to the point that consumers begin
to regard the price as high. The absence of the celebrity in the partnership reduces the propensity to buy. Most
consumers purchase products that result from a collaboration solely and exclusively because they are
associated with that celebrity, even if the product is not the most beautiful.

Fourth, if after the breakup with the celebrity, the brand intends to continue selling the co-branded product, it
must be aware that, for consumers, it is not the same, especially when the product was developed thanks to
the creativity of the partner; it is now considered a copy and they will not buy it. Companies must be aware
that the product will never get the hype it managed to get with the celebrity on board. In addition, the company
must consider that the celebrity's supporters might boycott the brand if it sells a copy of the co-branded
product.

Finally, this research has shown that one impact that the company cannot overlook when breakups of
collaborations happen due to celebrity scandals, is that consumer attention may shift to other associations and

alternative co-brand products.
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6. Limitation

The limitations of our research should be acknowledged to provide a comprehensive perspective. Firstly, the
lack of extensive literature on the topic of brand collaboration breakups and their impact on brand equity
restricts the available academic resources and empirical research in this area. Secondly, the qualitative
approach used in our study has inherent limitations. While it provides rich insights, the use of interviews may
result in a limited selection of participants and potential subjectivity in interpretation. Another limitation is the
reliance on a single case study, which limits the generalizability of findings. Exploring additional cases of
collaboration breakups would enhance understanding and allow for broader generalizations. The heterogeneity
of the research sample in terms of nationalities suggests that conducting separate studies for different
nationalities may provide more accurate insights, considering the potential influence of culture on consumer
perceptions and behaviors. Similarly, expanding the age range of the sample beyond 18 to 35 would provide
a more comprehensive understanding of consumer preferences. Finally, the generalization of our results should
be cautious as they may not apply to all collaborations in different industries. Future research should build
upon these limitations to fill the gaps in the current understanding of brand collaboration breakups and their

effects.
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